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Abstract 
 In a societal structure, we have many stakeholders, one among them are companies or corporate houses. These Corporate houses 
are meaningfully contributing from their fund which impact their internal stakeholders and also openhandedly support societal initiatives. In 
India corporate companies like TATA and Birla are practicing the Corporate Social Responsibility (CSR) for decades, long before CSR 
become a popular basis. There are many instances where corporate have played a dominant role in addressing issues of education, 
health, environment and livelihoods through their corporate social responsibility interventions across the country. As per United Nations 
and the European Commission, Corporate Social Responsibility (CSR) leads to triple bottom-line: profits, protection of environment and 
fight for social justice. It is expected that Civil society, activist groups, Government and corporate sectors should work together to create 
appropriate means and avenues for the marginalized and bring them to the mainstream. The success of CSR lies in practicing it as a core 
part of a companyôs development strategy. It is important for the corporate sector to identify, promote and implement successful policies 
and practices that achieve triple bottom-line results. 
Keywords: Corporate Shareholders, Corporate Social Responsibility, Government, Corporate Sectors, Corporate Policies.  
 

Introduction  

 In a societal structure, we have many stakeholders, one amongst them are companies or Corporate Houses. These 

Corporate houses meaningfully contributing from their fund, which impact their internal stakeholders and also open handedly 

support societal initiatives. In India corporate companies like TATA and Birla are practicing the Corporate Social 

Responsibility (CSR) for decades, long before CSR become a popular basis. There are many instances where corporations 

have played a dominant role in addressing issues of education, health, environment and livelihoods through their corporate 

social responsibility interventions across the country. As per United Nations and the European Commission, Corporate 

Social Responsibility (CSR) leads to the triple bottom-line: profits, protection of the environment and fight for social justice. It 

is expected that Civil society, activist groups, Government and corporate sectors should work together to create appropriate 

means and avenues for the marginalized and bring them to the mainstream. The success of CSR lies in practicing it, as a 

core part of a companyôs development strategy1. It is important for the corporate sector to identify, promote and implement 

successful policies and practices that achieve triple bottom-line results.  

The Problems of CSR 

 At one end of the spectrum, CSR can be viewed simply as a collection of good citizenship activities being engaged by 

various organizations. At the other end, it can be a way of doing business that has significant impact on society. For this 

latter vision to be enacted in India, it will be necessary to build CSR into a movement. That is to say, public and private 

organizations will need to come together to set standards, share best practices, jointly promote CSR, and pool resources 

where useful. An alliance of interested stakeholders will be able to take collective action to establish CSR as an integral part 

of doing business this is not a passing fad. There are more than 1,000,000 registered companies in India out of which less 

than 1 percent companies are traded on the Indian Stock Exchange. A new Trend has started in Corporate is the 

establishment of special committees within the board of directors to oversee CSR activities. Groups of corporate are being 

encouraged to come together to promote CSR. In 2006, Europe created the European Alliance for CSR. It currently consists 

of 70 multinational corporate houses and 25 national partner organizations and has become a unique resource for building 

capability in CSR.  The well accepted definition of CSR is not a common term; MNCôs prefers sustainable development or 

sustainable business while several Indian companies talk about responsible business or Triple P (People, Planet, and 

Profit). It is important to note that Indian companies and stakeholders give a broader definition of CSR then MNC and 

stakeholders. According to the Indian Corporate: ñSustainable development implies optimizing financial position while not 

depleting social and environmental aspects and CSR implies supporting issues related to children, women and 

environmentò. These corporate refer in its definition of CSR to community development. In the context of Western 

community, development is often seen as charity. In the Indian context it is seen as a large responsibility of a corporate, not 
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only by stakeholders but also by the local Indian management. The background of this is that stakeholders see the large 

western companies as capitalist islands in a developing country. This position gives them a certain responsibility towards the 

community3. Most of the MNCôs leave room to their Indian daughter company to develop initiatives in this field; sometimes 

they have a special fund. All kinds of initiatives are developed by the interviewed Indian companies, many times bottom up 

initiated by the employees. Nearly all leading corporate in India are involved in corporate social responsibility (CSR) 

programs in areas like education, health, livelihood creation, skill development, and empowerment of weaker sections of the 

society. Notable efforts have come from the Tata Group, Infosys, Bharti Enterprises, ITC Welcome group, Indian Oil 

Corporation among others. The 2010 list of Forbes Asiaôs ó48 Heroes of Philanthropyô contains four Indians. The 2009 list 

also featured four Indians. India has been named among the top ten Asian countries paying increasing importance towards 

corporate social responsibility (CSR) disclosure norms. India was ranked fourth in the list, according to Changing Scenario 

of Corporate Management 3 social enterprise CSR Asia's Asian Sustainability Ranking (ASR), released in October 2009.  

 Moreover, in 2009, the government made it mandatory for all public sector oil companies to spend 2 per cent of their 

net profits on corporate social responsibility. Besides the private sector, the government is also ensuring that the public 

sector companies participate actively in CSR initiatives. The Department of Public Enterprises (DPE) has prepared 

guidelines for central public sector enterprises to take up important corporate social responsibility projects to be funded by 2-

5 per cent of the company's net profits. Today, CSR in India has gone beyond merely charity and donations, and is 

approached in a more organized fashion. It has become an integral part of the corporate strategy. Companies have CSR 

teams that devise specific policies, strategies and goals for their CSR programs and set aside budgets to support them. 

These programs, in many cases, are based on a clearly defined social philosophy or are closely aligned with the companiesô 

business expertise. A handful corporate houses are dedicated and practicing the CSR as they are dictated by the very basis 

of their existence. It is observed that many companies are promoting their CSR activities and uses it as a tool for Marketing. 

This denotes that the companies are far from perfect as the emphasis is not on social good but rather as a promotion policy. 

Thus, the present paper is mainly focus on the Issues and Challenges for Corporate Social Responsibility in India. Looking 

into necessities of the objectives of the study the research design employed for the study is of descriptive type.  

 
Issues and Challenges  

 Many companies think that corporate social responsibility is a peripheral issue for their business and customer 

satisfaction more important for them. They imagine that customer satisfaction is now only about price and service, but they 

fail to point out on important changes that are taking place worldwide that could blow the business out of the water. The 

change is named as social responsibility which is an opportunity for the business. Some of the drivers pushing business 

towards CSR include:  

¶ The Shrinking Role of Government 

¶ Demands for Greater Disclosure  

¶ Increased Customer Interest 

¶ Growing Investor Pressure  

¶ Competitive Labour Markets  

¶ Supplier Relations  

 The study obtained from the various corporate organizations has been collated and broadly categorized the challenges 

are listed below: Lack of Community Participation in CSR Activities: There is lack of interest of the local community in 

participating and contributing to CSR activities of companies. This is largely attributable to the fact that there exists little or 

no knowledge about CSR within the local communities as no serious efforts have been made to spread awareness about 

CSR and instill confidence in the local communities about such initiatives. The situation is further aggravated by a lack of 

communication between the company and the community at the grassroots. Need to Build Local Capacities: There is a need 

for capacity 

¶ Building of the local non-governmental organizations as there is serious dearth of trained and efficient organizations 

that can effectively contribute to the ongoing CSR activities initiated by companies. This seriously compromises scaling 

up of CSR initiatives and subsequently limits the scope of such activities.  

¶ Issues of Transparency: Lack of transparency is one of the Key issues brought forth by the survey. There is an 

expression by the companies that there exists lack of transparency on the part of the local implementing agencies as 

they do not make adequate efforts to disclose information on their programs, audit issues, impact assessment and 

utilization of funds.  

¶ This reported lack of transparency negatively impacts the process of trust building between companies and local 

communities, which is a key to the success of any CSR initiative at the local level.  
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¶ Non-availability of Well Organized Non-governmental Organizations: It is also reported that there is non-availability of 

well organized nongovernmental organizations in remote and rural areas that can assess and identify real needs of the 

community and work along with companies to ensure successful implementation of CSR activities. This also builds the 

case for investing in local communities by way of building their capacities to undertake development projects at local 

levels.  

¶ Cases of successful CSR initiatives is welcomed as it t spreads good stories and sensitizes the local population about 

various ongoing CSR initiatives of companies. This apparent influence of gaining visibility and branding exercise often 

leads many nongovernmental organizations to involve themselves in event-based programs; in the process, they often 

miss out on meaningful grassroots interventions.  

¶ Organizations and Government agencies usually possess a narrow outlook towards the CSR initiatives of companies, 

often defining CSR initiatives more donor-driven than local in approach. As a result, they find it hard to decide whether 

they should participate in such activities at all in medium and long run.  

¶ Statutory guidelines or policy directives to give a definitive direction to CSR initiatives of companies. It is found that the 

scale of CSR initiatives of companies should depend upon their business size and profile. In other words, the bigger the 

company, the bigger is its CSR program.  

¶ Consensus amongst local agencies regarding CSR projects. This lack of consensus often results in duplication of 

activities by corporate houses in areas of their intervention. This results in a competitive spirit between local 

implementing agencies rather than building collaborative approaches on issues. This factor limits companyôs abilities to 

undertake impact assessment of their initiatives from time to time.  

Recommendations  

 In order to crystal gaze the future of CSR in India and take time bound steps to mainstream it, the recommendations of 

the survey are firm indications of the existing state of affairs in the CSR domain; they correspondingly call for necessary and 

appropriate steps to be initiated to put CSR on firmer ground. Keeping in view the broad results of the survey, the following 

recommendations are listed for serious consideration by all concerned stakeholders for their effective operationalization to 

deepen CSR in the companyôs core business and to build collaborative relationships and effective networks with all involved.  

¶ CSR amongst the general public to make CSR initiatives more effective. It is noted that partnerships between all 

stakeholders including. 

¶ The private sector, employees, local communities, the Government and society in general are either not effective or not 

effectively operational at the grassroots level in the CSR domain.  

¶ It is found that corporate houses and non-governmental Organizations should actively consider pooling their resources 

and building synergies to implement best CSR practices to scale up projects and innovate new ones to reach out to 

more beneficiaries.  

¶ It is found that many CSR initiatives and programs are Taken up in urban areas and localities. As a result, the impact of 
such projects does not reach the needy and the poor in the rural areas.  

¶ It is noted that the Government should consider rewarding and Recognizing corporate houses and their partner 
nongovernmental organizations implementing projects that effectively cover the poor and the underprivileged.  

¶ It is noted that CSR as a subject or discipline should be made Compulsory at business schools and in colleges and 
universities to sensitize students about social and development issues and the role of CSR in helping corporate houses 
strike a judicious balance between their business and societal concerns.  

¶ It is found that there are approximately 250 corporate houses in The country that are directly involved in various CSR 
initiatives. These companies continue to decide their own projects depending on a number of parameters.  

¶ These efforts are driven purely by the companyôs operational perspectives and ease of implementation of their CSR 
projects.  

¶ It is found that companies involved in CSR implement rojects in the areas of health, education, environment, livelihood, 
disaster management and women empowerment, to mention a few.  

¶ It is noteworthy to underline that the Governmentôs policy Documents have adequate levers to ensure ópublic co-
operationô Changing Scenario of Corporate Management 7 in planning process.  

¶ The National Policy was subsequently cleared by the Cabinet in 2007 and is one of the finest blueprints available on 
partnerships between the Government, the voluntary sector and the private sector.  

¶ Partnership between the Government and other interest Groups have been well defined in policy documents at all 
levels and as a result have come to stay; the only effort needed now is to develop common strategies to translate policy 
pronouncements into demonstrable action agendas.  

¶ The role and efforts of the private sector in taking Development agenda forward with focus on education, health, 
environment, livelihood, women empowerment, disaster management to mention a few have been visible and effective.  
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Conclusion  

 The concept of Corporate Social Responsibility is now firmly rooted on the global business agenda. But in order to 

move from theory to concrete action, many obstacles need to be overcome. A key challenge facing business is the need for 

more reliable indicators of progress in the field of CSR, along with the dissemination of CSR strategies. Transparency and 

dialogue can help to make a business appear more trustworthy, and push up the standards of other organizations at the 

same time. Some of the positive outcomes that can arise when businesses adopt a policy of social responsibility include:  

 Company Benefits: Improved financial performance; Lower operating costs; Enhanced brand image and reputation; 

Increased sales and customer loyalty; Greater productivity and quality; More ability to attract and retain employees; 

Reduced regulatory oversight; Access to capital; Workforce diversity; Product safety and decreased liability.  

 Benefits to the Community and the General Public: Charitable contributions; Employee volunteer programs; 

Corporate involvement in community education, employment and homelessness programs; Product safety and quality.  

 Environmental Benefits: Greater material recyclability; Better product durability and functionality; Greater use of 

renewable resources; Integration of environmental management tools into business plans, including life-cycle assessment 

and costing, environmental management standards, and eco-labeling. 
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Abstract 
 There are different studies that have been conducted in various countries in various industries with respect to customer loyalty and 
competitive advantage. This study is undertaken in Sri Lanka in banking services industry. This study attempts to determine the 
relationship between customer loyalty and competitive advantage. Related previous literatures have been reviewed in two parts. The first 
part reviewed customer loyalty and the second part has reviewed competitive advantage. Based on review of literature, a conceptual 
model has been developed by researchers as a research framework. This study is a conclusive design where there is relationship tests 
between customer loyalty and competitive advantage.For this study, researchers have collected a sample size of 100 bank customers for 
undertaking the research using simple random sample. Primary data collection is made by researchers with the distribution of 
questionnaires at banks.This study analysed data by bivariate regression analysis with the support of SPSS. Results of the regression 
analysis revealed that value of R square is 0.509 which explains around 51% of the variation. Value of adjusted R square is 0.504 which 
explains around 50% of the variation i.e. customer loyalty has explained more than 50% the variation over competitive advantage. 
Hypothesis test has rejected null and accepted alternative. Since null hypothesis is rejected and alternative hypothesis is accepted 
customer loyalty is related with competitive advantage. Study concludes that customer loyalty has relationship with competitive advantage. 
Keywords: Bivariate Regression Analysis, Competitive Advantage, Customer Loyalty. 

 
Introduction 

 If a business wants to succeed in changing business environment it has to have loyal customers either in product 

based business or service based businesses. Researchers have mentioned that customer loyalty is important in service 

sector than product based businesses. Since service based businesses have to maintain customer loyalty this study focuses 

on banking services for this research. Research studies have mentioned that when customers are loyal to the firm there will 

be easy to reach competitive advantage. Srilankan banking sector has focused on rapid development in technological 

environment and innovative culture. Srilankan banking sector is comprised of many government and private banks. There 

are new entrants in banking sector. Already, there is competition in the banking sector. Along with the existing competition, 

there is still competition due to new entrants in banking sector. Thus, to keep customers loyal becomes essential and lead to 

achieve competitive advantage for service firms. Provision of superior services for their customers becomes vital for banking 

sector. Banks provide innovative products and service to their customers. Several management experts have done research 

studies on customer loyalty. Researchers have pointed out that successful customer loyalty strategy leads to customer 

retention. Customer retention rate vary from industry to industry. In few industries, there is an improvement of 5 percent in 

customer retention which has led to an increase of 25 percent to 85 percent in profits (Kerin, Hartley, and Rudelius, 2009; 

Reichheld and Sasser, 1990). Further there are studies that have mentioned about customer loyalty and competitive 

advantage in different industries. Taking into account of this scenario, researchers were motivated to undertake a research 

study on customer loyalty and competitive advantage in banking sector in Ampara District of Sri Lanka.  

 
Problem Statement 

 Previous research evidences exist for customer loyalty with some other constructs like customer perceived value and 

customer satisfaction.Zhilin and Robin (2004) studied about customer perceived value, satisfaction, and loyalty with the role 

of switching costs. It has been mentioned that it is a marketplace reality that marketing managers sometimes inflict switching 

costs on their customers, to inhibit them from defecting to new suppliers.In a competitive setting, such as the Internet 

market, where competition may be only one click away, there has been the potential of switching costs as an exit barrier and 
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a binding ingredient of customer loyalty become altered.There are studies regarding customer competitive advantage with 

the combination of customer satisfaction. Wolfgang (1991) studied about gaining competitive advantage through customer 

satisfaction.Wolfgang Müller believes that customer satisfaction is the key to future corporate success in European markets. 

The evidence is the changing nature of competition (decreasing brand loyalties and buyer focus on price versus quality) and 

the increasing emphasis of companies on keeping customers happy. These studies have been carried out alone or with 

some other constructs in various countries, in various industries and in various time frames. Knowing this research gap, this 

present study is undertaken by researchers in Sri Lanka, in banking services and during the period of 2017.  

Research question and objective 

 For undertaking this study, researchers have raised a research question and an objective as tabulated in Table 1. 

Table 1: Research Question and Objective 

Research question Research objective 

Is customer loyalty related to competitive advantage? To determine the relationship between customer loyalty and competitive advantage 

 

Significance of the Study 

 This study is important for various reasons. There are several studies that have been conducted in different industries 

in customer loyalty using different methodologies. For instance, Jay and Dwi (2000) studied about customer loyalty in the 

hotel industry with the role of customer satisfaction and image. Researchers have adopted the role of customer satisfaction 

and image taking the hotel industry. This proposed study takes a different approach for undertaking research using a 

bivariate analysis in banking sector. Researchers have pointed out that loyalty is a dominant factor of business success. It 

has been denoted by researchers that loyalty of a firmôs customer has been recognised as the dominant factor in a business 

organizationôs success. This study is popular in some other countries like UK and New Zealand. Dowling and Uncles (1997) 

have studies about customer loyalty programmes in UK. Jay and Dwi (2000) studied about customer loyalty in New Zealand. 

Hsin and Yi (2006) examined the determinants of customer loyalty in mobile commerce contexts in Taiwan. But, there are 

limited studies in Sri Lanka. Realising this, proposed research is conducted in Sri Lanka. George and Robin (1998) have 

mentioned that strategy is about seeking new edges in a market while slowing the erosion of present advantages. For 

reaching competitive advantage, new strategies like customer loyalty have to be linked with competitive advantage in 

business World for survival of the business. Similarly, there are few research findings that focused on customer loyalty and 

competitive advantage but with various findings. Due to various findings, researchers have been motivated to carry out a 

study between customer loyalty and competitive advantage in banking sector. 

Related Previous Literatures 

 This section reviews related previous literatures in two parts. The first part reviewed customer loyalty. 

Reviews of Customer Loyalty 

 Jayand Dwi (2000) examined the relationship between customer loyalty, customer satisfaction, and image. In this 

study, it was tried to identify the factors of image and customer satisfaction that are positively related to customer loyalty in 

the hotel industry. Using data collected from chain hotels in New Zealand, the findings indicated that hotel image and 

customer satisfaction with the performance of housekeeping, reception, food and beverage, and price are positively 

correlated to customer loyalty. Hsin and Yi (2006) examined the determinants of customer loyalty in mobile commerce 

contexts. The purpose of this study was to develop and validate such a customer loyalty model. Based on IS and marketing 

literature, a comprehensive set of constructs and hypotheses were compiled with a methodology for testing them. A 

questionnaire was constructed and data were collected from 255 users of m-commerce systems in Taiwan. Structural 

modeling techniques were then applied to analyze the data. The results indicated that customer loyalty was affected by 

perceived value, trust, habit, and customer satisfaction, with customer satisfaction playing a crucial intervening role in the 

relationship of perceived value and trust to loyalty. 

 
Reviews of Competitive Advantage 

 Zhilin and Robin (2004) studied about ccustomer-perceived value, satisfaction, and loyalty with the role of switching 

costs. This study examined the moderating effects of switching costs on customer loyalty through both satisfaction and 

perceived-value measures. The results, evoked from a Web-based survey of online service users, indicated that companies 

that strive for customer loyalty should focus primarily on satisfaction and perceived value. The moderating effects of 

switching costs on the association of customer loyalty and customer satisfaction and perceived value are significant only 

when the level of customer satisfaction or perceived value is above average. Cliff (1998) studied about hosting web 

communities that is based on building relationships, increasing customer loyalty, and maintaining a competitive edge. 

Augustine and Mary(1994) studied about human resource systems and sustained competitive advantage from a 

competency-based perspective. This study explores the potential of human resource systems to facilitate or inhibit the 

development and utilization of organizational competencies. These competencies ð managerial, input-based, 

http://www.emeraldinsight.com/author/Suhartanto%2C+Dwi
http://www.emeraldinsight.com/author/Suhartanto%2C+Dwi
http://www.emeraldinsight.com/author/Kandampully%2C+Jay
http://www.emeraldinsight.com/author/Suhartanto%2C+Dwi
http://amr.aom.org/search?author1=Augustine+A.+Lado&sortspec=date&submit=Submit
http://amr.aom.org/search?author1=Mary+C.+Wilson&sortspec=date&submit=Submit


Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   7 

transformational, and output-basedðare presumed to yield sustained competitive advantage for a firm. The competency-

based perspective, by focusing attention on the HR activities, functions, and processes that enhance or impede competency 

accumulation and exploitation, complements the behavioural perspective (as indicated by Schuler & Jackson, 1987) and, 

thus, potentially enhances the understanding of strategic human resource management. 
  

Conceptual Model 

 This study has developed a conceptual framework as depicted in Figure 1. 

 
Fig. 1: Conceptual Model Between Customer Loyalty and Competitive Advantage 

 

Hypotheses Development 

 Researchers set the following null and alternative hypothesis at tabulated in Table 2. 

Table 2: Null and Alternative Hypothesis 

Null hypothesis Alternative hypothesis 

Customer loyalty is not related with competitive advantage Customer loyalty is related with competitive advantage 

 
Research Design and Methodology 

Research Design 

 In this study, researchers have undertaken a conclusive design where there are relationship tests between customer 

loyalty and competitive advantage. 

Sample Size and Sampling Technique 

 This study has a sample size of 100 bank customers for undertaking the research. These 100 bank customers were selected on 

the basis of simple random sample.  

Data collection 

 Primary data collection is made by researchers with the distribution of questionnaires at banks. 

Data analysis technique 

 This study analysed data by bivariate regression analysis with the support of SPSS. In statistics, regression analysis is a 

statistical process for estimating the relationship among variables. More specifically, regression analysis helps to know the 

relationship between independent variable and dependent variable. 

Results and Discussion of Findings 

Regression Overall Results 

 Table 3 of tabulates the model summary between customer loyalty and competitive advantage. According to model 

summary, value of R square is 0.509 which explains around 51% of the variation. Customer loyalty has explained around 

51% of the variation over competitive advantage. Adjusted R square is 0.504. This means that customer loyalty has 

explained around 50% of variation over competitive advantage. So, customer loyalty is the factor which influences 

competitive advantage by 50.4%. Model summary table is tabulated in Table 3.  

Table 3: Model Summary 

Model R R Square Adjusted R square Std. Error of the Estimate 

1 .714a .509 .504 .418 

a. Predictors: (Constant), Customer loyalty 

 Table 4 explains about coefficients. Constant unstandardized beta coefficient is 1.068 whereas customer loyalty has a 

beta coefficient of 0.701. Standard errors of constant and customer loyalty are 0.253 and 0.069 respectively. Standardised 

beta coefficient for customer loyalty is 0.714. T values for constant and customer loyalty are 4.213 and 10.089 respectively. 

Customer loyalty has a significant value of 0.000. Coefficient table is tabulated in Table 4.  

Table 4: Coefficient 

Model 
Unstandardized coefficients Standardized coefficients 

T Sig 
B Std. Error Beta 

Constant 1.068 .253 
.714 

4.213 0.000 

Customer loyalty .701 .069 10.089 0.000 

a. Dependent Variable: Competitive advantage 

 

Customer Loyalty 
Competitive 

Advantage 

http://amr.aom.org/content/19/4/699.short#ref-70
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Formulation of Regression Formula 

 Coefficient table 3 supports to for regression formula.As per the regression result, researchers have developed a 

regression formula between customer loyalty and competitive advantage as shown in formula 1.  

 Competitive advantage = 1.068 + 0.701 * Customer loyalty   (1) 

 Formula indicates that when customer loyalty increases competitive advantage also increases. 

Hypothesis Test 

 The above set hypothesis is tested and results are tabulated in Table 5.  

Table 5: Hypothesis Test 

Null hypothesis Alternative hypothesis P value Significance level Reject Null 

Customer loyalty is not related with 

competitive advantage 

Customer loyalty is related with 

competitive advantage 
0.000 0.05 Yes 

 p- value is 0.000 which is less than 0.05 significant level. Therefore customer loyalty has significant relationship with 

competitive advantage. According to the regression model, null hypothesis is rejected and alternative hypothesis is 

accepted. Rejecting null and accepting alternative refers to that customer loyalty is related with competitive advantage. This 

is why, test result has also been supported by R square and adjusted R square in model summary table.  

 
Conclusion 

 Results of the regression analysis revealed that value of R square is 0.509 which explains around 51% of the variation. 

Value of adjusted R square is 0.504 which explains around 50% of the variation. In other words, customer loyalty has 

explained more than 50% the variation over competitive advantage. Value of beta coefficient is 0.701 which has a higher 

value. This refers to when customer loyalty raises competitive advantage also raises.Using coefficient value found in this 

study, researchers have formulated a regression formula as ñCompetitive advantage = 1.068 + 0.701 * Customer loyaltyò. 

Formula also discloses when customer loyalty increases competitive advantage also increases. Researchers have set a null 

and alternative hypothesis as ñCustomer loyalty is not related with competitive advantageò and ñCustomer loyalty is related 

with competitive advantageò. Results of hypothesis revealed that p value is 0.000 which is less than 0.05 significant level. 

Thus, null hypothesis is rejected and alternative hypothesis is accepted. Rejecting null and accepting alternative refers to 

that customer loyalty is related with competitive advantage. Study concludes that customer loyalty has relationship with 

competitive advantage. 

 
References 

1. Augustine A. Ladoand Mary C. Wilson (1994), ñHuman Resource Systems and Sustained Competitive Advantage: 

A Competency-Based Perspectiveò, Academic Management Review, Vol. 19 No. 4 pp. 699-727. 

2. Cliff Figallo (1998), ñHosting Web Communities: Building Relationships, Increasing Customer Loyalty, and 

Maintaining A Competitive Edgeò, 

3. Dowling, Grahame, R. and Uncles, Mark (1997), ñDo customer loyalty programmes really work?ò, Sloan 

Management Review, Vol. 38 No. 4, pp. 71-81 

4. Hsin-HuiLin and Yi-ShunWang (2006), ñAn examination of the determinants of customer loyalty in mobile 

commerce contextsò, Information & Management, Vol. 43, Iss. 3, pp. 271-282 

5. Jay Kandampully, and DwiSuhartanto, (2000) "Customer loyalty in the hotel industry: the role of customer 

satisfaction and image", International Journal of Contemporary Hospitality Management, Vol. 12 Iss. 6, pp.346-351 

6. Wolfgang M¿ller (1991), ñGaining competitive advantage through customer satisfactionò, European Management 

Journal, Vol. 9, Iss. 2, pp. 201-211. 

7. Zhilin Yang and Robin T. Peterson (2004), ñCustomer perceived value, satisfaction, and loyalty: The role of 

switching costsò, Vol. 21, Iss. 10, pp. 799-822. 

  

http://amr.aom.org/search?author1=Augustine+A.+Lado&sortspec=date&submit=Submit
http://amr.aom.org/search?author1=Mary+C.+Wilson&sortspec=date&submit=Submit
http://www.citeulike.org/group/382/author/Figallo:C
http://www.sciencedirect.com/science/journal/03787206
http://www.sciencedirect.com/science/journal/03787206/43/3
http://www.emeraldinsight.com/author/Suhartanto%2C+Dwi
http://www.sciencedirect.com/science/journal/02632373
http://www.sciencedirect.com/science/journal/02632373
http://www.sciencedirect.com/science/journal/02632373
http://www.sciencedirect.com/science/journal/02632373/9/2


Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   9 

 

COMPETITIVE ADVANTAGE: CORRELATI ON STUDY 

 
Dr. M.B.M. Ismail   

  Senior Lecturer in Management, Department of Management,  

Faculty of Management and Commerce, South Eastern University of Sri Lanka, Oluvil 

 

M.C. Perera 

Department of Management, Faculty of Management and Commerce,  

South Eastern University of Sri Lanka, Oluvil 

 

 
 

Abstract 
 In the business word, every sector has completion. Service sector is not also an exemption. On this ground, this study is undertaken 
in banking sector of Sri Lanka. This study has a research objective of determining factors correlated with competitive advantage. For 
carrying out this study, researchers have reviewed theoretically and empirically. Researchers have developed a research framework 
based on theoretical review and empirical review. 5 sets of null and alternative hypotheses have been set in this study by researchers. 
This research has designed conclusively since this study tests the correlation between competitive advantage and its constituents. 
Research sites are banks in Ampara District. This study has taken data from 100 bank customers. Data for this study are collected from a 
questionnaire designed by researchers. Collected data are analyzed by correlation technique using SPSS with the version of 22.0. 
Researchers have conducted a correlation analysis in this study. Correlation analysis is used to know the relationship between product 
reliability, product engineering, sales & marketing team, investment on innovative products and access to reliable & speedier delivery 
system and competitive advantage. Results of correlation analysis revealed that there are perfect positive correlations between product 
reliability & access to reliable &speedier delivery system &distribution channels and competitive advantage. Similarly, correlations 
between product engineering, sales & marketing team & investment on innovative products and competitive advantage are moderate 
positive. Study concludes that all the variables taken in this study are correlated with competitive advantage.  
Keywords Competitive advantage, correlation study 
 

Introduction 

 Competition can be found in everywhere but mostly in service based organizations. Organizational competitiveness has 

become the center in the strategic management literature as an explanation for organizationsô success. A landmark author in 

this field is Porter who explicitly introduced concepts of competitive strategy, competitive forces and competitive advantage. 

Among tons of strategic literatures, one typical inside perspective is that an organizationôs internal environment ï resources, 

capabilities, value-adding services in a value chainï are used to account for its core competencies of the organization. 

Number of researchers have denoted about how to achieve and retain competitive advantage at present business World. 

Robert (1997) has indicated that driven by more demanding customers, global competition, and slow-growth economies and 

industries, many organizations search for new ways to achieve and retain a competitive advantage. Service sector is 

improving in Sri Lanka. On this basis, banking industry of Sri Lanka is going up while gaining competitive advantage. In the 

changing economic environment, service organisationsare competing with each other to gain competitive advantage. With 

the view of ensuring the competitive edge, mostof the Srilankan banks are highly concentrating on several activities of 

competitive advantage. Thus, in this study, researchers have selected Srilankan banking sector for undertaking the study.  
 

Statement of the Problem 

 Problem refers to contradictory viewpoints of researchers. Various researchers have pinpointed various ideas for 

competitive advantage. Robert (1997) studied about customer value that is based upon the next source for competitive 

advantage. This researcher has pinpointed that past attempts have largely looked internally within the organization for 

improvement, such as reflected by quality management, reengineering, downsizing, and restructuring. However, the next 

major source for competitive advantage may likely come from more outward orientation toward customers, as indicated by 

the many calls for organizations to compete on superior customer value delivery. It was concluded that competitive 

advantage framework put forward by researcher is important for thinking about customer value, customer value learning, 

and the related skills that managers will need to create and implement superior customer value strategies.As per different 

contradictory viewpoints, there is a need to do a study on competitive advantage. Thus, this study is undertaken in banking 

sector of Sri Lanka.In addition to these different viewpoints, researchers have conducted research studies in various fields 

such as economics. Barney (2001) studied about the resource-based óview. In this study, researcher has mentioned about 
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positioning of the resource-based view with the focus of different resource-based theories.Proposed study is different from 

the study conducted by Barney (2001). This proposed study focuses on the field of management.  

Research Question and Objective 

 Statement of the problem derives to obtain the following research question and objective as tabulated in Table 1. 

Table 1: Research Question and Objective 

Research question Research objective 

What factors are correlated with competitive advantage? To determine factors correlated with competitive advantage 

 
Significance of the Research 

 This study is important in several ways. Research findings may be helpful for bankers to differentiate their products and 

services from other banks. This research finding is expected to provide guidance to the policy makers in related to banking 

industry in Sri Lanka to develop policies, procedures, programmes and standards in line with and ensuring competitive 

advantage offering. This research is expected to contributeto the top management and middle level management through 

the development and implementation of strategies in order to become the best practices that ensure competitive advantage. 

This research has given academic focus in the area of competitive advantage. In addition to this importance, this study has 

an importance of filling the literature gap, methodological gap andanalytical gap. Previous researchstudies have been 

conducted in different methodologies and in different analyses. This study focuses on correlation study. Due to this 

importance, researchers conducted this study. Competitive advantage has been studied with some other constructs. Linda 

(2000) studied about knowledge transfer from a basis for competitive advantage in firms. Researcher has argued that 

organizations can create competitive advantage with the support of transfer of knowledge. 

Review of Literature 

 Researchers have reviewed advantage in 2 aspects. The first aspect is based on theoretical reviews where 

researchers have reviewed advantage theories and the second aspect focuses on empirical reviews which focus on 

previous empirical researches. 

Theories of Advantage 

 In this section, researchers have reviewed few theories with respect to advantage in terms of comparative advantage 

and competitive advantage. As per the comparative advantage theory, comparative advantage can lead countries to 

specialize in exporting primary goods and raw materials that trap countries in low-wage economies due to terms of trade. 

This theory is based more on economic side. But, competitive advantage attempts to correct for this issue by stressing 

maximizing scale economies in goods and services that garner premium prices (Stutz and Warf 2009).Porter put forô theory 

is paraphrased. Competitive advantage seeks to address some of the criticisms of comparative advantage. Porter (1985) 

proposed a theory. Competitive strategy is about being different. It means deliberately choosing to perform activities 

differently or to perform different activities than rivals to deliver a unique or mix of value. Porter emphasizes productivity 

growth as the focus of national strategies. Competitive advantage rests on the notion that cheap labor is ubiquitous and 

natural resources are not necessary for a good economy.Porter (1985) has indicated about three generic strategies such as 

cost leadership strategy, differentiation, and focus. Porterôs theory has more focus on management field. The cost leadership 

strategy is an integrated set of action taken to produce goods or services with features that are acceptable to customers at the 

lowest cost, relative to that of competitors (Ireland, et. Al, 2011). The generic of differentiation strategy involves creating a 

market position that is perceived as being unique industry-wide and that is sustainable over the long run (Porter, 1980). Such 

differentiation can be based upon design or brand image, distribution, and so forth (Frambach et. al, 2003). Focus strategy 

ideally tries to get businesses to aim at a few target markets rather than trying to target everyone. This strategy is often used for 

smaller businesses, as they may not have the appropriate resources and ability to do so. Businesses that use this method 

usually focus on the needs of the customer and how the products or services. 

Empirical Reviews 

 Few previous studies are reviewed in this section with respect to competitive advantage. Linda (2000) studied about 

knowledge transfer from a basis for competitive advantage in firms.This study is built on a framework of knowledge 

reservoirs to show why knowledge transfer can be difficult and to identify the kinds of knowledge that are most difficult to 

transfer to different contexts. This study develops the proposition that interactions among people, tasks, and tools are least 

likely to fit the new context and hence are the most difficult to transfer. This theoretical result illuminates how organizations 

can derive competitive advantage by transferring knowledge internally at the same time preventing its external transfer to 

competitors. Since people are more similar within than between organizations, interactions involving people transfer more 

readily within than between firms. By embedding knowledge in interactions involving people, organizations can both effect 

knowledge transfer internally and impede knowledge transfer externally. Thus, it is concluded that knowledge embedded in 

the interactions of people, tools, and tasks provides a basis for competitive advantage in firms. 
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 Jay (1986) studied about organizational culture as a source of sustained competitive advantage. Researchers have 

denoted that three attributes that a firm's culture must have to generate sustained competitive advantages are isolated. 

Previous findings suggest that the cultures of some firms have these attributes; thus, these cultures are a source of such 

advantages. Results have revealed that firms that do not have the required cultures cannot engage in activities that will 

modify their cultures and generate sustained superior financial performance because their modified cultures typically will be 

neither rare nor imperfectly imitable. It was concluded that firms that have cultures with the required attributes can obtain 

sustained superior financial performance from their cultures. 
 

Research Framework 

 Theoretical review and empirical review helped supported to obtain the following research framework as exhibited in Figure 1. 

Fig. 1: Research Framework for Competitive advantage 
 

Hypotheses Development 

 Developed hypotheses are tabulated in Table 2.   Table 2: Developed Hypotheses 

 
Null Hypothesis Alternative Hypothesis 

Product reliability is not related to 

competitive advantage 

Product reliability is related to 

competitive advantage 

Product engineering is not related 

to competitive advantage 

Product engineering is related to 

competitive advantage 

Sales & marketing team is not 

related to competitive advantage 

Sales & marketing team is 

related to competitive advantage 

Investment on innovative 

productsis not related to 

competitive advantage 

Investment on innovative 

products is related to competitive 

advantage 

Access to reliable and speedier 

delivery system and distribution 

channels is not related to 

competitive advantage 

Access to reliable and speedier 

delivery system and distribution 

channels is related to 

competitive advantage 
 

 

 

 
Research Design and Methodology 

Research Design 

 This study is a conclusive research. This study tests the correlation between competitive advantage and its 

constituents. This study also tests the correlations between competitive advantage and its constituents. 
 

Methodology  

Research Sites: Research sites are banks. There are 13 domestic licensed commercial banks such as Sampath Bank PLC, 

Commercial Bank of Ceylon, Seylan Bank PLC, Hatton National Bank, Bank of Ceylon and Peopleôs Bank.  

Population and Sample: All the customers of banks in Ampara District are taken as population. However, for data 

collection purpose, this study has taken data from 100 bank customers. 

Data Collection: Data for this study have been collected from a questionnaire designed by researchers. Data collection was 

based on primary data collection. 
 

Data Analytical Technique      Table 3: Correlation Scale 

 Collected data were analyzed by correlation technique using 

SPSS with the version of 22.0. Pearson correlation analysis is 

used to estimate how one variable is related to, or affected by 

another variable. It is the term referring the technique for studying 

the relationship between two or more variables.The range of the 

correlation coefficient is in between -1 and +1. If the correlation 

coefficient is negative, then the variables are inversely proportional 

and it is -1; if the coefficient is 0, there is no association between 

variables. If the coefficient is positive, then the variables are 

associated directly and it will maximize, when it is +1. The 

correlation scale can be shown by the Table3. 

 

 

Value Relationship 

+ 1 Perfect positive correlation 

Between + 0.9 to + 0.7 Positive strong correlation 

Between + 0.7 to + 0.4 Moderate positive correlation 

Between + 0.4 to + 0.1 Weak positive correlation 

0 No relation 

Between - 0.4 to - 0.1 Weak negative correlation 

Between - 0.4 to - 0.7 Negative moderate correlation 

Between - 0.7 to - 0.9 Negative strong correlation 

- 1  Perfect negative correlation 

http://amr.aom.org/search?author1=Jay+B.+Barney&sortspec=date&submit=Submit
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Results and Discussion of Findings 

Correlation Analysis: Correlation analysis is used to know the relationship between product reliability, product engineering, 

sales & marketing team, investment on innovative products and access to reliable &speedier delivery system and 

competitive advantage.Results of correlation analysis have been tabulated in table 4. 

Table 4: Results of Correlation Analysis 

Correlation between 
competitive advantage 

Product 
reliability 

Product 
Engineering 

Sales and 
marketing team 

Investment on 
innovative 
products 

Access to reliable and 
speedier delivery system and 

distribution channels 

r 0.946 0.579 0.686 0.664 0.799 

Sig. (1-tailed) 0.000 .000 .000 0.000 0.000 

n 100 100 100 100 100 

 As per the results of correlation analysis, values of correlation between product reliability, product engineering, sales & 
marketing team, investment on innovative products and access to reliable & speedier delivery system and competitive 
advantage are 0.946, 0.579, 0.686, 0.664 and 0.799 respectively. There are perfect positive correlations between product 
reliability & access to reliable &speedier delivery system &distribution channels and competitive advantage. These variables 
have correlation values greater than 0.7. Similarly, correlations between product engineering, sales & marketing team 
&investment on innovative products and competitive advantage are moderate positive. These variables have correlations 
values that range between 0.4 to 0.7.  
Hypotheses Testing 

 Developed hypotheses above are tested and test results are tabulated in Table 5. 

Table 5: Developed Hypotheses 

Null Hypothesis Alternative Hypothesis 
p 

value 
Significance 

level 
Rejection of 

Null 

Product reliability is not related to competitive 
advantage 

Product reliability is related to competitive 
advantage 

0.000 0.05 Yes 

Product engineering is not related to competitive 
advantage 

Product engineering is related to competitive 
advantage 

0.000 0.05 Yes 

Sales & marketing team is not related to 
competitive advantage 

Sales & marketing team is related to competitive 
advantage 

0.000 0.05 Yes 

Investment on innovative productsis not related to 
competitive advantage 

Investment on innovative products is related to 
competitive advantage 

0.000 0.05 Yes 

Access to reliable and speedier delivery system and 
distribution channels is not related to competitive 
advantage 

Access to reliable and speedier delivery system and 
distribution channels is related to competitive 
advantage 

0.000 0.05 Yes 

 Results of hypotheses test revealed that p values of all the variables are less than significance level. Thus, all the null 
hypotheses are rejected and all the alternative hypotheses are accepted. Rejecting all the nulls and accepting all the 
alternatives refer to that there is correlation between product reliability, product engineering, sales & marketing team, 
investment on innovative products and access to reliable & speedier delivery system and competitive advantage. 
Conclusion 
 In this study, researchers have a research objective of knowing the correlation between competitive advantage and its 
constituents. Results of the correlation conducted by researchers revealed that product reliability, product engineering, sales 
& marketing team, investment on innovative products and access to reliable & speedier delivery system have correlations 
values of 0.946, 0.579, 0.686, 0.664 and 0.799 with competitive advantage respectively. It was also revealed that product 
reliability & access to reliable &speedier delivery system &distribution channels have correlation values that are greater than 
0.7. Similarly, correlations between product engineering, sales & marketing team & investment on innovative products have 
correlation values that vary between 0.4 to 0.7 with competitive advantage which refers to correlation is moderate positive. It 
was found that there are perfect positive correlations between product reliability & access to reliable &speedier delivery 
system &distribution channels and competitive advantage. Similarly, correlation between product engineering, sales & 
marketing team & investment on innovative products and competitive advantage is moderate positive. Conclusion was that 
all the variables are correlated with competitive advantage.  
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Abstract 
 Service sector is booming all over the world. Thus, it needs an academic and research focus in the ways of customer loyalty and 
competitive advantage. Taking into account of this situation, researchers attempted to do a study on the banking industry of Sri Lanka. 
Inthisstudy, researchers have raised a research question of ñIs it possible to apply descriptive statistics?ò and an objective of ñto apply 
descriptive statisticsò. As the first attempt, researchers have done a review of customer loyalty and competitive advantage. This study is a 
descriptive research. Primary data are collected in this study using questionnaire method. Data are presented and analyzed with tables and 
graphs by descriptive analysis using SPSS. Results of the demographic variables of respondents were bases on gender, age and working 
experience. Majority of the respondents are female customers. Respondentsô age that varies between 26 to 35 occupy the top place. Majority 
of the respondents have more than 6 years of experience. Results of the descriptive statistics are based on mean and standard deviation. As 
per the overall and individual results, customers have an average loyalty of around 4. Likewise, the mean and standard values are similar to 
those of overall basis. It can be concluded that there is possibility to conduct descriptive analysis in this study.  
Keywords: Competitive Advantage, Customer Loyalty, Descriptive Statistics. 
 

Introduction 

 At present, the banking industry of Sri Lanka is moving forward ensuring competitive advantage while performing a 

superior auxiliary service for shaping and upgrading customersô economic lives with the creation of customer loyalty. 

Customer loyalty is defined as ña deeply held commitment to rebuy or re patronize a preferred product or service 

consistently in the future, despite situational influences and marketing efforts having the potential to cause switching 

behaviorò (Kottler, 2010, p. 392). Customer loyalty plays an important, if not a critical role in an organizationôs success. Loyal 

customers provide firms a consistent source of revenue (repeat and increased purchases) and for cost reduction (less 

promotional expenses), thus increasing profitability.Winning business strategies are grounded in sustainable competitive 

advantage. A company has competitive advantage whenever it has an edge over rivals in securing customers and defending 

against competitive forces. There are many sources of competitive advantage such as making the highest-quality 

product/service, providing superior customer service, achieving lower costs than rivals, having a more convenient 

geographic location, designing a product/servicethat performs better than competing brands, making a more reliable and 

longer-lasting product, and providing buyers more value for the money. To succeed in building a competitive advantage, a 

firm must try to provide what buyers will perceive as "superior value"-either a good product/ service at a low price or a 

"better" product/ service that is worth paying more for. Customer loyalty is important in service sectors to have competitive 

advantage. This is because the services sector has remained the leading contributor for driving the Srilankan economywith 

the strengths of sub service sector which is comprised of wholesale & retail trade, hotels& restaurants, transport & 

communication, banking, insurance & real estates, ownership ofdwellings, government services and private services 

(Source-Central Bank of Sri Lanka: Publications- Economic and Financial Reports). Researchers have selected banking 

service sector for undertaking study.  

Statement of the Problem 

 Problem of this study is stated using previous literature findings with respect to customer loyalty and competitive 

advantage. There are number of previous studies that have been conducted in different industries with respect to customer 

loyalty. In the hospitality industry, Elliott (2010) studied about hotels that can increase the required points for a free room 

thatdecreases the value of a loyalty programme. In this study, it was found that there was less competitive advantage for its 

customer loyalty programme in a particular hotel taken in this study. There were some other highly successful loyalty 
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programmes that have been developed by a particular company taken in this study. Hemlock (2009) studied about brand 

loyalty in a particular company that has focused on customer services and email newsletters.Similarly, there were some 

other studies that have been conducted in competitive advantage.With respect to competitive advantage, Porter (1985) 

proposed the theory. Competitiveadvantage refers to deliberately choosing to perform activities differently or to perform 

different activities than rivals to deliver a unique or mix of value. There are number of research studies that focused on 

competitive advantage. Margaret (1993) studied about cornerstones of competitive advantage from a resource-based 

view.In this study, researcher developed a model that has four conditions such as superior resources (heterogeneity within 

an industry), ex post limits to competition, imperfect resource mobility, and ex ante limits to competition. It was concluded 

that developed model based on four conditions is useful for both single business strategy and corporate strategy. These 

studies have been carried outusing different methodologies, analyses and industries. But, this study is based on 

descriptivestatistics in banking industry.  

Research Question and Objective 

 In this study, researchers have raised the following research question and objective as tabulated in Table 1. 

Table 1: Research Question and Objective 

Research Question Research Objective 

Is it possible to apply descriptive statistics? To apply descriptive statistics 

 
Significance of the Study 

 This study is important in several ways. Knowledge of customer loyalty is important for service businesses like banking 

to obtain competitive advantage. When there is competitive advantage there may be potentialities for economic 

development. Alchian (1950) studied about uncertainty, evolution, and economic theory. In this study, it has been indicated 

that understanding sources of sustained competitive advantage has become a major area of research in strategic 

management. Studies have been conducted using analyses such as correlation and regression. This study focuses on 

descriptive statistics. Findings of this study will be helpful to know about easy understanding about descriptive illustrations 

about demographic profile. This study may fill analytical gap of descriptive statistics in the area of customer loyalty and 

competitive advantage. There are studies that have been carried out in different sectors. But, this study focuses on banking 

sector for study purpose. Researchers have mentioned that competitive advantage in a major research area.  

 
Review of Literature 

 This study is based on two parts. The first part focuses on customer loyalty. The second part focuses on competitive 

advantage. For the first instance, customer loyalty is reviewed.Alan and Kunal(1994) studied about customer loyalty toward 

an integrated conceptual framework. Researchers have found that customer loyalty is viewed as the strength of the 

relationship between an individual's relative attitude and repeat patronage. It was concluded that the relationship is seen as 

mediated by social norms and situational factors. Cognitive, affective, and conative antecedents of relative attitude are 

identified as contributing to loyalty, along with motivational, perceptual, and behavioral consequences. Srini, Rolphand 

Kishore (2002) studied about customer loyalty in e-commerce that has an exploration of its antecedents and consequences. 

This study investigates the antecedents and consequences of customer loyalty in an online business-to-consumer (B2C) 

context. Study identified eight factors (the 8Csðcustomization, contact interactivity, care, community, convenience, 

cultivation, choice, and character) that potentially impact e-loyalty and develop scales to measure these factors. This study 

collected data from 1,211 online customers. It was found that all these factors, except convenience, impact e-loyalty. It was 

also revealed that e-loyalty has an impact on two customer-related outcomes such as word-of- mouth promotion and 

willingness to pay more. Following the customer loyalty, this section reviews competitive advantage. Alchian (1950) studied 

about uncertainty, evolution, and economic theory. This study examined the link between firm resources and sustained 

competitive advantage. Four empirical indicators of the potential of firm resources to generate sustained competitive 

advantage-value, rareness, imitability, and substitutability-are discussed. The model is applied by analyzing the potential of 

several firm resources for generating sustained competitive advantages. This study concluded that this firm resource model 

is important for sustained competitive advantage for other business disciplines. Jeffrey and Harbir(1998) studied about the 

relational view from cooperative strategy and sources of inter-organizational competitive advantage. Researchers argued 

that an increasingly important unit of analysis for understanding competitive advantage is the relationship between firms and 

identify four potential sources of inter-organizational competitive advantage such as (1) relation-specific assets, (2) 

knowledge-sharing routines, (3) complementary resources/capabilities, and (4) effective governance. We examine each of 

these potential sources of rent in detail, identifying key sub-processes, and also discuss the isolating mechanisms that serve 

to preserve relational rents. Finally, study concluded that how the relational view may offer normative prescriptions for firm-

level strategies that contradict the prescriptions offered by those with a resource-based view or industry structure view.  
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Research Design and Methodology 

Research Design: The research study has conducts a descriptive research. This study uses survey technique in this 

research.  

Data Collection: Primary data are collected in this study. The primary data are collected using questionnaire method.  

Research Sites: Research sites are commercial banks. According to the latest publication on annual report of central bank 

of Sri Lanka, there are 13 domestic licensed commercial banks that are responsible for the provision of banking services. 

These 13 banks were selected for data collection. 

Sampling Technique: Bank customers were randomly selected during the banking hours from 9:00a.m. to 3:00p.m.near to 

the aforementioned banking branches located in Ampara.  

Data Presentation and Analysis: Data were presented and analyzed with tables and graphs by descriptive analysis using 

SPSS.  

Results and Discussion of Findings: Researchers analyse the data using descriptive analysis. Researchers first analyse 

demographic profile variables in this section. 

Demographic Profile Analysis: Demographic profile of respondents is analysed using descriptive analysis. For this 

descriptive analysis, demographic profile variables such as gender, age, and working experience consideredin this analysis 

are analysed descriptively. 

 
Gender of the Respondents 

 This is an analysis of how many customers were male and female. Table 2 tabulates the number of male and female customers. 

Table 2: Number of Male and Female Customers 

 When considering the gender of the 

sample population, 64% of customers are 

female and 36% of customers are male.  
 

 

Age of the Respondents 

 According to the age of the respondents, respondents between 26 to 35 are higher and those between 36 to 55 occupy 

the second place. In the third place, there are respondents less than 25 years. The following Table 3 tabulates data about 

the age range of customers. 

   Table 3: Age of the Respondents 

When considering the age range, most 

of the customers are in the age group of 26 - 

35, as 50% from the sample population. In 

addition 19% of customers are in the below 

36 - 45, 16% of customers are in the range 

of <25 years, 9% of customers are in the 

range of 46 ï 55 and rest of the sample 6% 

are in above 55 years.  

Work Experience 

 Table 4 tabulates the frequency of work experience of the selected sample of customers. Majority of the respondents 

have more than 6 years of experience. There are significant numbers of respondents who have 4 to 6 years of experience.  

Table 4: Work Experience of the Respondents 

When considering the work experience of 
the respondents, 12% of customers are 
having below 2 yearsô experience, 10% of 
customers are having the work experience 
between 2 ï 4 years,17% of customers are 
having work experience between 4 ï 6 
years and 61% of customers are having 
work experience above 6 years. 

 
Descriptive Statistics 

 Inthis section, descriptive statistics for customer loyalty and competitive advantage are described. For the first instance, 

descriptive statistics for customer loyalty is presented. Table 5 tabulates customer loyalty on an overall basis and an 

individual basis. As per the overall and individual results, customers have an average loyalty of around 4.  

 

 Frequency Percent Valid percent Cumulative percent 

Male 36 36 36 36 

Female 64 64 64 100 

Total 100 100 100  

 Frequency Percent 
Valid 

percent 
Cumulative 

percent 

Less than 25 years 16 16.0 16.0 16.0 
Between 26 to 35 50 50.0 50.0 66.0 

Between 36 to 45 19 19.0 19.0 85.0 

Between 46 to 55 9 9.0 9.0 94.0 

Greater than 55 6 6.0 6.0 100.0 

Total 100 100.0 100.0  

 Frequency Percent 
Valid 

Percent 
Cumulative 

Percent 

Less than 2 years 12 12.0 12.0 12.0 

2 ï 4 years 10 10.0 10.0 22.0 

4 ï 6 years 17 17.0 17.0 39.0 

 Greater than 6years 61 61.0 61.0 100.0 
Total 100 100.0 100.0  
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Table 5: Customer Loyalty on an Overall Basis and an Individual Basis 

 Similarly, descriptive statistics for 

competitive advantage are tabulated on an 

average basis and an individual basis. 

Table 6 tabulatesdescriptive statistics for 

competitive advantageon an average basis 

and an individual basis.Mean value of respondents is 3.59 with a standard deviation value of 0.563 on an overall basis. 

Likewise, the mean and standard values are similar to those of overall basis. 

 
Table 6: Descriptive Statistics for Competitive Advantage on an Average Basis and an Individual Basis 

Conclusion 
 This study has an objective of ñto apply 

descriptive statisticsò. In order to answer to this 

research objective, descriptive statistics are used in 

this study by researchers. Results of the 

demographic variables of respondents were bases 

on gender, age and working experience. Majority of 

the respondents are female customers. 

Respondentsô age that varies between 26 to 35 occupy the top place. Majority of the respondents have more than 6 years of 

experience. Results of the descriptive statistics are based on mean and standard deviation. As per the overall and individual 

results, customers have an average loyalty of around 4. Likewise, the mean and standard values are similar to those of 

overall basis. It can be concluded that there is possibility to conduct descriptive analysis in this study. 
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 n Mean Std. deviation 
Customer loyalty (Overall) 100 3.56 0.445 

Customer loyalty due to special feature 100 3.72 0.654 

Customer loyalty due to innovative features 100 3.72 0.634 

Customer loyalty due to creative features 100 3.72 0.624 

 N Mean Std. Deviation 

Competitive Advantage 100 3.59 0.593 

Product Engineering 100 3.35 0.734 
Strong sales team 100 3.72 0.654 

Product Reliability 100 3.57 0.624 

Investments on innovates 100 3.28 0.832 

Access to reliable and 100 3.51 0.715 

speedier delivery system    
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Introduction 

 Multimedia is the field concerned with the computer - controlled integration of text,graphics,drawings,still and moving 

images (video), animation, audio and any other media where every type of information can be represented stored 

transmitted and processed digitally. Multimedia is the term used to describe two or more types of media combined in to a 

single package usually denoting a combination of some or all of the following video, animation, text, and pictures. Multimedia 

gives the user the opportunity to influence the presentation of material. 

 In the intervening forty years, the word has taken on different meanings. In the late 1970s, the term referred to 

presentations consisting of multi-projector slide shows timed to an audio track. However, by the 1990s 'multimedia' took on 

its current meaning. In the 1993 first edition of Multimedia: Making It Work, Tay Vaughan declared "Multimedia is any 

combination of text, graphic art, sound, animation, and video that is delivered by computer. When you allow the user ï the 

viewer of the project ï to control what and when these elements are delivered, it is interactive multimedia. When you provide 

a structure of linked elements through which the user can navigate, interactive multimedia becomes hypermedia."   

The German language society Gesellschaft fur deutsche Sprache recognized the word's significance and iniquitousness in 

the 1990s by awarding it the title of German 'Word of the Year' in 1995. The institute summed up its rationale by stating 

"[Multimedia] has become a central word in the wonderful new media world."  

 In common usage, multimedia refers to an electronically delivered combination of media including video, still images, 

audio, and text in such a way that can be accessed interactively. Much of the content on the web today falls within this 

definition as understood by millions. Some computers which were marketed in the 1990s were called "multimedia" 

computers because they incorporated a CD-ROM drive, which allowed for the delivery of several hundred megabytes of 

video, picture, and audio data. That era saw also a boost in the production of educational multimedia CD-ROMs. The term 

"video", if not used exclusively to describe motion photography, is ambiguous in multimedia terminology. Video is often used 

to describe the file format, delivery format, or presentation format instead of "footage" which is used to distinguish 

motion photography from "animation" of rendered motion imagery. Multiple forms of information content are often not 

considered modern forms of presentation such as audio or video. Likewise, single forms of information content with single 

methods of information processing (e.g. non-interactive audio) are often called multimedia, perhaps to 

distinguish static media from active media. In the fine arts, for example, Leda Luss Luyken's ModulArt brings two key 

elements of musical composition and film into the world of painting: variation of a theme and movement of and within a 

picture, making Modulart an interactive multimedia form of art. Performing arts may also be considered multimedia 

considering that performers and props are multiple forms of both content and media. 

 
Objectives 

¶ To identify the latest innovation in TV Channels. 

¶ To suggest suitable suggestion to improve TRP Rating in TV program. 

 
Limitations 

¶ The study covers only multimedia (Tamil TV channel) 

¶ Sample size in 50 from college students in vaniyambadi, so it omits other population. 

 
Research Methodology 

¶ Percentage analysis. 

¶ Chi-square test. 

https://en.wikipedia.org/wiki/Multi-Image
https://en.wikipedia.org/wiki/Gesellschaft_f%C3%BCr_deutsche_Sprache
https://en.wikipedia.org/wiki/Word_of_the_year_(Germany)
https://en.wikipedia.org/wiki/Education_software
https://en.wikipedia.org/wiki/CD-ROM
https://en.wikipedia.org/wiki/Video
https://en.wikipedia.org/wiki/Footage
https://en.wikipedia.org/wiki/Photography
https://en.wikipedia.org/wiki/Animation
https://en.wikipedia.org/wiki/Artistic_rendering
https://en.wiktionary.org/wiki/static
https://en.wiktionary.org/wiki/active
https://en.wikipedia.org/wiki/Fine_arts
https://en.wikipedia.org/wiki/Leda_Luss_Luyken
https://en.wikipedia.org/wiki/ModulArt
https://en.wikipedia.org/wiki/Interactive
https://en.wikipedia.org/wiki/Performing_arts
https://en.wikipedia.org/wiki/Theatrical_property
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Percentage Analysis 

 ñRoughly what percentage of individual in a second sample from a population might express a particular attitude; and 

the pearsonian are as a measure of resemblance between the attitude patterns of two populations. Caution is urged in the 

use of tests of statistical significance when applied to attitude dataò. Data collected are edited and coded by using the tally 

bars. This helps in converting the gathered data into a tabulated grouped data. Percentage Analysis is applied to create a 

contingency table from the frequency distribution and represent the collected data for better understanding. 

 
Chi Square Test 

 A statistical method assessing the goodness of fit between a set of observed values and those expected theoretically. 

 A chi-squared test, also written as X2 test, is any statistical hypothesis test wherein the sampling distribution of the test 

statistic is a chi-squared distribution when the null hypothesis is true. Without other qualification, óchi-squared testô often is 

used as short for pearsonôs chi-squared test. 

 
Data Analysis & Interpretation 

Table 1: Year of Watching TV Program 

S. No Intervals Response 

1 1-5 27 
2 6-10 10 

3 Others 30 

  Total 50 

 Interpretation: Above table states that 27 of the 

respondents are watching TV for the1 to 5 intervals and 

10 respondents watching TV for 6 to 10 years and others 

are 30 respondents 

Table 2: Preference towards TV Channels 

S. No Channel Response 

1 Sun 10 

2 Vijay 27 

3 Others 13 

 Total 50 

  Interpretation: Above table states that 27 the 

respondence are majority and they watch Vijay TV often  

Table 3: Innovative Channel 

S. No Channel Name Response 
1 Sun 6 

2 Vijay 44 

3 Raj - 

4 Jaya - 

5 Other, Specify - 

 Total 50 

 Interpretation: From the above table 44 

respondents are responded towards Vijay TV for its 

Innovative new. 

Table 4: Expectation from TV Program 

S. No Criteria Response 

1  Entertainment 20 

2  Innovation 14 

3  Humors 8 

4  To feel leisure 2 

5  Adventure/News 6 

  Total 50 

  Interpretation: From the above table 20 of the 

respondence said they expecting entertainment in TV 

Program  

Table 5: Preference of TV Program 

S. No Program Response 

1  Fiction 26 

2  Non-Fiction 24 

3  Total 50 

  Interpretation: From the above table the 

respondence are equally interested in both fiction &Non 

Fiction program 

Table 6: Improving TRP Rating 

S. No Criteria Response 

1  Innovation 20 

2 Should match present trend 10 

3 Interacting & Entertaining 15 

4 Humor & Attractivement 5 

5 Others, Specify _ 

  Total 50 

 Interpretation: From the above table the 

respondents are more interested towards innovation and 

they say that it will improve the TRP rating. 

  Ho: Year of TV watchers change according to new 

innovation 

  H1: Year of TV watchers will not change according 

to new innovation 

Table 7: Contingency Tabulation 

Duration 
1-5 6-10 Total 

Channel 

 Vijay 17 10 27 

 Sun 05 5 10 

Other 06 7 13 

 28 22 50 

 ɉ2 = 1.169 

  =1 

 X2Ŭ=3.84 

 
Results 

 HO is accepted hence it is concluded that audience 

are expecting new innovation. 
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Findings 

¶ Majorly of the respondence are watching TV program for 6-10 year. 

¶ Majorly of the group girl watch Vijay TV. 

¶ Most innovative TV channel in Vijay TV. 

¶ Respondence is expecting Entertainment from TV channels. 

¶ Most of the respondence said that innovation will improve TRP rating. 

¶ Results of hypotheses prove that HO is accepted hence it is concluded that audience are expecting new 

innovation. 

¶ As per the hypothesis results , the audience are expecting new innovation from TV Programs  

 Suggestions 

 All the respondence are young girls in vaniyambadi they suggest that if the TV program show new innovation and 

entertainment shall rain its TRP rating. 

 Conclusion 
 Hence it is proved that TV channels are most emerging and it is also supported by young minds also. If the TV 

channels shorts innovation and entertainment their TRP rating will improve and they shall excel in Multimedia field.  

  
Questioneries 

1.  How Long you Watch TV Programms? 

 A. 11-15 years   B. 16-20 years 

  C. 6-10 years   D. 1-5 years  E. More than 20 Years 

2.  Which Tamil TV you Watch Often? 

 A. Sun TV   B. Vijay TV 

 C. Zee Tamil   D. Jaya TV   E. Other Specify 

3.  State the Channels which is More Innovative? 

 A. Sun TV   B. Vijay TV 

 C. Raj TV   D. Jaya TV   E. Other Specify 

4.  Which you Expect from TV Program? 

  A. Entertainment   B. Innovation 

 C. Human   D. To Feel Leissure  E. Adventure/News 

5.  Which TV Program you Like Most? 

 A. Fiction (Serial)  B. Non-Fiction 

6.  If Fiction State the Serial Name? 

7.  If Non-fiction State the Program Name? 

8.  In your Openion which is the Most Important Aspect to Improve TRP Rate. 

 A. Innovation   B. Should Match Present Trend 

 C.Interesting and Entertaining D. Humour and Attractiveness  

 E. Other Specify 
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Abstract 
 This paper reports on a study of faculty perceptions of the implementation of total quality management (TQM). Results of a survey 
covering Management Educational Institutes in Vellore District, providing quality education have been projected. Aspects discussed 
include, TQM deployment, tools used, successes, failures, benefits, and problems encountered. The majority of respondents indicated 
their instituteôs commitment to TQM but a significantly smaller proportion demonstrated notable engagement with actual implementation of 
a formal TQM program and benchmarked internal quality standards. Even smaller percentages responded to the use of TQM tools and 
quality-enhancing activities. Though some of the faculties agreed to the allocation of budget by the institute for development however the 
implementation on the ground does not seem to take place. Faculties strive to achieve academic excellence and share responsibilities to 
create an environment of mutual trust. The institutes make all out efforts to identify studentsô issues & handle complaints effectively. Most 
of the institutes have a formal evaluation system.  
Keywords: TQM, Management Institutes, Perception, Service Marketing 

 
Introduction 

 This paper discusses the findings of a survey of faculty perceptions regarding total quality management (TQM) 

practices in Management Institutions in Vellore District. TQM has preoccupied the attention of both business and academic 

communities, first in manufacturing and then more recently in the service sector. Today, customers have become 

increasingly discerning and are demanding high quality in products, services, and in life. Institutes of the 21st century 

resemble a corporate organization. All countries are seeking to improve their institutes, and to respond better to higher 

social and economic expectations. With the changing scenarios and economy, the education sector no more comprises of 

the traditional institutes especially in the developed communities. Quality in educational institutes attracts as much attention 

as is the case of other service sector organizations. Most of the institutions are now a days opting for ISO 9001 certification.  

 This study focuses on organizations rendering services directly to people that are intangible such as the services 

performed by a school/college that are intangible and directed at a studentôs mind. This category of service is unique since 

the organization is not isolated from the customer ï the latter must physically be present throughout the service act, unlike 

other sectors such as manufacturing. This intensive interaction between the service organization (Institutes) and the 

customer (Students) in person has profound quality implications for the organization. Ensuring quality and consistency in the 

service offering is a lot harder to achieve than in other sectors. The organization has no option but to rely extensively on the 

performance (skills, judgment, and training) of its personnel (Faculties) who render the service act. The disposition of 

employees (Faculties) assumes far greater significance for, as was so aptly put by some sage you canôt get happy 

customers from unhappy employees.  

Review of Literature 

 TQM has been used successfully in variety of organizations, including manufacturing and service organizations. TQM 

was first applied in industries. Colleges and universities have later gradually started applying TQM principles. Some 

researchers have documented the experience of ISO 9001:2000 certification and TQM implementation in some higher 

educational institutions. TQM is for achieving excellence (Jabnoun and Sedrani, 2005) and TQM is for continuous quest for 

excellence (Lakhe and Mohanty, 1994). TQM can be defined as a holistic management philosophy aimed at continuous 

improvement in all functions of an organization to deliver goods and services in line with customersô needs or requirements 

(Demirbag et al., 2006). Management Leadership is a key factor in the success of TQM in higher education institutions (Tari, 

2006). When top management is committed to quality, adequate resources will be allocated to quality improvement efforts 

(Karuppusami and Gandhinathan, 2006). Naik (2001) has strongly suggested that brining quality movement through 
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application of TQM in Indian higher education will result in global recognition. He further suggested that a law should be 

made to have quality assurance cell in every academic institutions like in UK. Madu and Kuei (1993) discussed the 

dimensions of quality teaching in higher educational institutions. They discussed the difference between Total Quality 

Assurance and Total Quality Management, and recommended changes to be made in colleges and universities in order to 

improve the quality of teaching. M.S. Owlia and E.M. Aspinwall (1996) first developed a new framework, in which quality 

dimension and its corresponding characteristics were identified. G.S Suresh Chandar et al (2001) discussed 12 dimensions 

of quality management as critical for the utilization of a TQM environment in service organizations like Banking and non 

banking financial institutions, insurance, health care system and education. A conceptual model for Total Quality Control has 

been proposed demonstrating the relationships among its dimensions. Sangeeta Sahney et al (2004) explores that the 

quality of education is becoming important, particularly so in higher education, where the quality of process is the quality of 

output in the form of enlightened students who move out of the system 

Objectives & Scope 

 The main objective of the paper is study of faculty perceptions of the implementation of Total Quality Management 

(TQM). The three major aspects of the implementation of Total Quality Management i.e. TQM deployment, personnel and 

work processes and customers satisfaction have been studied in management institutes providing quality education in 

Vellore District. The scope of this problem is quite large given that the service (education) sector has been growing rapidly in 

the recent past especially the Vellore District being the hub centre. This study seeks to establish the extent to which TQM 

has been deployed in education institutes in Vellore District region. Has TQM been embraced by educational institutes? The 

principal aim of the study was to explore the views and expectations of faculties regarding quality deployment with respect to 

employment of TQM, tools used, successes, failures, benefits, and problems encountered.  

Limitations 

¶ The study is restricted to the management institutes in Vellore District region so the results obtained can not be 

generalized to all the management institutes and the applicability of TQM is restricted to the study area. 

¶ The methodology of statistical limitations may be at variance from the conclusion drawn. 

¶ The formulated questionnaire has been prepared keeping into consideration of the individuals attitudes towards TQM 

but there is a strong possibility that the respondents may have answered the way they should have acted rather than 

what they feel about their institute 

Methodology 

 For collection of data a survey instrument was developed that included a definition of total quality management (TQM). 

The first part of the instrument had personal details but respondents did not have to identify themselves. This was followed 

by a definition of TQM as ña business strategy encompassing the entire organization to provide goods/services that 

completely satisfy the customerò. Likert-scaled statements covering the three main aspects of the definition of TQM i.e. TQM 

deployment, personnel and work processes and customers issues/areas with five pointer scale i.e. 1 = strongly agree,  

2 = agree, 3 = neutral, 4 = disagree, and 5 = strongly disagree were prepared. A total of 20 statements were prepared and 

considered for inclusion in the questionnaire. However, after the administration of trail test to a number of similar subjects 

only 15 statements were found valid and included in the questionnaire. Faculties from different management institutes in 

Vellore District were requested to complete the questionnaire. To some of the respondents the questionnaire was emailed 

for reply. Some of the respondents who did not wish to pen down their views were interviewed. A total of 50 usable 

responses were received. The responses were received both from senior (more than 10 years of experience) as well as 

junior faculties (below 10 years).  

Data Analysis: The following sections contain an analysis of service TQM deployment, personnel and work processes, the 

customer issues and its successes, failures and reasons thereof. The final section summarizes conclusions. 

Deployment: With regard to TQM deployment, the issues investigated included respondentsô perceptions of top 

management commitment to TQM, the presence of a formal TQM program in the firm, the existence of internal quality 

standards, TQM tools and quality improvement programs (QIPs) used, and budget allocation for development. Table 1 

shows these results. 

Table 1: TQM Deployment 

Statement 
Percent of Respondents 

Agree / Strongly Agree Neutral Disagree /  Strongly Disagree 

Top management committed to TQM 40 20 40 

Institute has formal TQM program 28 16 56 

Institute has benchmarked internal quality standards 32 20 48 

Institute uses TQM tools 24 20 56 

Institute has budget allocation for development 36 36 28 

Institute uses team building techniques 48 28 24 

 Sources: compiled by the researcher 
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 Approximately (40.0%) of the respondents reported that their top management was totally committed to TQM. This was 

very different from other responses in this category. A much smaller fraction agreed or strongly agreed that their institutions 

had a formal TQM program (28%) and internal quality standards benchmarked (32%) and even lower proportion responded 

to the use of TQM tools i.e. charts, graphs, statistical quality control, and other QIPs (24%). However institutes use team 

building techniques (48%) as per the views of the faculties. (36%) stated that the budgets are allocated for the development 

purposes. The 12 percent difference in Table 1 between institutesô commitment to TQM and having a formal TQM program 

suggests the possibility that respondents may have indicated that their top management was totally committed to TQM 

simply because they thought it would make them look good. The even lower agree/strongly agree responses to the next 

three items in Table1 dealing with implementation provide little evidence of actual deployment of TQM in a majority of the 

institutes surveyed. Also, despite the inclusion of a formal definition in the survey instrument, the respondents may not have 

been very clear about the meaning of TQM. Some of them may have equated ñintention to pursueò TQM with its ñactual 

implementation.ò 

 
Personnel and Work Processes 

 The study also sought to establish respondentsô perceptions regarding their instituteôs practices in improvement in 

academic processes, commitment for excellence, responsibility, organisational culture, opportunities for growth and 

development in connection with quality. In general, the majority of respondents indicated that their organizations were 

continually making improvements in their work processes, faculties are committed to achieving excellence and are 

responsible for their own work, their organizational culture builds mutual trust, and opportunities are provided for the growth 

and development. Table 2 summarizes these findings. 

Table 2: Personnel and Work Processes 

Sources: compiled by the researcher 

 Responses to the four out of the 

five statements in this section were not 

at all surprising. The overwhelming 

majority (more than sixty percent of all 

respondents) agreed or strongly agreed 

with the statements as posed in the 

survey instrument. However there was 

a Luke warm response to the 

responsibilities being shared by the 

faculties in all activities (44%). 

Customer Issues 

 The third category of issues 

surveyed covered the extent to which 

customer satisfaction is incorporated into the instituteôs quality program. This category goes to the root of the definition of 

TQM included in the survey instrument. A summary of the responses is presented in Table 3.  More than sixty percent of the 

respondents stated that their organization used various mechanisms of assessing customer satisfaction and had in place a 

system for identification and handling of customer complaints. The non-zero proportion disagreeing or being neural to this 

category of survey statements suggests, as does the literature, that there is always room for improvement in this area. 

 
Table 3: Customer Issues 

Statement 
Percent of Respondents 

Agree / Strongly 
Agree 

Neutral 
Disagree / 

Strongly Disagree 

Institutes handles students complaints effectively to earn trust & loyalty 56 28 16 

Institutes has a formal evaluation system 56 8 36 

The students needs are identified and addressed properly 48 28 24 

Institute has high image and reputation as per the opinion of the students 36 32 32 

Sources: compiled by the researcher 

 Customer satisfaction is the key to the success of Institute. In this part it is revealed that most of the institutes do take 

adequate steps to attract the customers and address the issues of needs and complaints of the customers to earn their trust 

and loyalty. 

 
 

Statement 

Percent of Respondents 

Agree/  
Strongly Agree 

Neutral 
Disagree/ 
Strongly  
Disagree 

Institute takes adequate measures 
always for improvements in 
academic processes 

60 28 12 

Faculties are committed to achieving 
excellence 

68 16 16 

Faculties share responsibilities in all 
activities 

44 28 28 

Institutes organizational culture 
builds mutual trust 

44 28 28 

Opportunities are provided for the 
growth and development 

52 24 24 
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Conclusions 

 The survey results highlight inconsistencies in how educational organizations perceive and implement total quality 

management programs. Although the vast majority of Institutes state that they are committed to TQM but the survey results 

suggest that these programs may not have been properly implemented due to lack of commitment. Part of the problem may 

stem from different levels of management perceiving TQM in different perspectives. There is obvious need for the entire 

organization to be in agreement with regard to TQM deployment, use of TQM tools and establishment and use of 

benchmarked standards. 

 The study also sought to establish that organizations were continually making improvements in their work processes 

and faculties were committed to achieving excellence. The top management and the faculties working in cohesion are trying 

to implement the TQM program in educational institutes. Customer delight is the key to the success of Institute and most of 

the educational institutes are taking adequate steps to attract the customers by addressing all their relevant issues. 

 
References 

1. Al-Assaf, A.F., and S.J. Gentling. ñExecutives Perception of Total Quality Improvementò,  

2. Chaudhry, P.E., and S.S. Chaudhry. ñManagerial Perceptions of Quality Control in Japanese Businessesò, Production 

and Inventory Management Journal 41, no. 4 (2000): 34-39. 

3. Fitzsimmons J. A. and M. J. Fitzsimmons. ñService Management: Operations, Strategy, and Information Technologyò. 

New York, NY: McGraw-Hill, 2000. 

4. International Standards Organization. ñISO 9001 for Small Businesses: What to doò, http://www.iso.org. 

5. McCarthy, P.M., and T.J. Keefe. ñA Measure of Staff Perceptions of Quality-oriented Organizational Performance: Initial 

Development and Internal Consistencyò, Journal of Quality Management 4, no. 2 (1999): 185-206. 

6. Paton S. M. ñJuran: A Lifetime of Quality. An Exclusive Interview with a Quality Guruò, Quality Digest 22, no.8 (2002): 

19-23. 

7. Singh, S., and S.G. Deshmukh. ñQuality Initiatives in the Service Sectorò, Total Quality Management 10, no. 1 (1999): 

5-16. 

8. Sureshchandar, G.S., C. Rajendran, and R.N. Anantharaman. ñA Conceptual Model for Total Quality Management in 

Service Organizationsò, Total Quality Management 12, no. 3 (2001): 343-363. 

9. Zain, Z.M., B.G. Dale, and F. Kehoe. ñDoctoral TQM Research: A Study of Theses, Directions and Trendsò, Total 

Quality Management 12, no. 5 (2001): 599-609. 

 

 

 

 

 

 

 

 

 

 

 

 

  

http://www.iso.org/


International Conference on  

Augmented Contemporary Ideas and Innovation in Business  Interventions  

 

24                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

 

A STUDY ON RECRUITMENT AND SELECTION PROCESS IN COMPANIES  

WITH SPECIAL REFERENCE TO VELLORE DISTRICT 

 
R. Veerappan 

  HOD, Dept of Business Administration,  

Sacred Heart College (Autonomous), Tirupattur 

 

J. Jenny Vicy Nath  

Student, Final Year BBA,  

Sacred Heart College (Autonomous), Tirupattur 

 

 

 

 
Abstract 
 People are a companyôs most important assets. They can make or break the fortunes of a business. In todayôs highly competitive 
business environment placing the right people in the right position is very critical for the success of any organization. The recruitment and 
selection decision is of prime importance as it is the vehicle for obtaining the best possible person-to-job fit that will, contribute significantly 
towards the companyôs effectiveness. It is also becoming increasingly important, the company evolves and changes, that new recruit show 
a willingness to learn, adaptability and ability to work as part of a team. The recruitment and selection procedure ensures that these 
criteria are addressed. Better recruitment and selection strategies result in improved organizational outcomes. The more effectively 
organizations recruit and select candidates, the more likely they are to hire and retain satisfied employees. 
Key words: Effectiveness, Recruitment, Strategies 

 
Introduction  

 People are a companyôs most important assets. They can make or break the fortunes of a business. In todayôs highly 

competitive business environment placing the right people in the right position is very critical for the success of any 

organization. The recruitment and selection decision is of prime importance as it is the vehicle for obtaining the best possible 

person-to-job fit that will, contribute significantly towards the companyôs effectiveness. It is also becoming increasingly 

important, the company evolves and changes, that new recruit show a willingness to learn, adaptability and ability to work as 

part of a team. 

Objectives of Study 

¶ The general objectives of the study are to find out the need and satisfaction of the employees towards the recruitment 

and selection process. 

¶ To know the employees opinion about recruitment and selection process. 

¶ To know the level of satisfaction on the job. 

¶ To know the work environment in the organization. 

Scope of the Study 

 To study the recruitment and selection process, the following areas are covered under the study, recruitment policy, 

selection process, nature of the job, induction process, level of salary; fringe benefits etc. are evaluated through the 

questionnaire method. 

Research Design 

Sample Size 

 The present study concentrates duly on the recruitment and selection process of various companies in Vellore District. 

The convenient sampling method is adopted here and the sample size is 50. 

Methodology 

1. Primary Data: The study entitled, recruitment and selection process was carried out in the companies and the 

questionnaire method was adopted. 

2. Secondary Data: The data has been collected from the published records, journals, company profile etc. 

Source of Data 

 The data required for the study have been obtained from the workers through questionnaire method. 



Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   25 

Statistical Analysis 

 In this study the percentage analysis method is used. The following formula is used to find out the percentage. 

EmployeesTotal

100XEmployeesof.No
Percentage=  

Limitations 

¶ The sample size is limited. 

¶ It may not actually present the whole employees in the organization. 

¶ Data is fully depending on the employeeôs view which may be biased. 

¶ Taking appointment of the respondents became a little difficult. 

Findings 

The findings from the analysis are listed as follows: 

¶ Majority of the respondents (50%) fall under the age group of between 25 -35, while less percentage fall under the age 

category of above 46 years. 

¶ 70% of the respondents are male and 30% of the respondents are female. 

¶ Among the respondents 74% of employees are married and 26% of the employees are unmarried. 

¶ Among the respondents 54% of employees have an experience of 6-10 years and 28% of employees have an 

experience of less than 5 years. 

¶ Majority of the respondents have a salary of Rs.3000-Rs.5000 and 34% of the employees have a salary of Rs.5000-

Rs.10000. 

¶ Among the respondents 50% of employees have educational qualification of degree and 40% of employees have any 

other qualification. 

¶ Among the respondents 90% of employees have a regular job and 10% of employees have temporary job. 

¶ Majority of the employees (84%) are applied to the job by way of advertisement. 

¶ 100% of the employees are attending personal interview before entering the organization. 

¶ Most of the employees (78%) are satisfied with the recruitment policy followed in the organization. 

¶ Most of the employees are satisfied with the selection process followed by the organization. 

¶ Most of the employees are satisfied with their present job. 

¶ The job security provided by the organization place an important role in attracting the persons to enter in to the 

organization. 

¶ Among the respondents, majority of the employees (72%) are satisfied with the salary received by them. 

Suggestions 

¶ The company can maintain strict policy with regard to recruitment and selection process, no recommendations for any 

candidates. 

¶ Different types of tests can be used by the management to improve the quality of the selected personnel. 

¶ The company can provide more fringe benefits to the employees. 

¶ Adopt attractive payment and promotion system periodically. 
 

Conclusion 

 This is the concluded chapter of the present study entitled ñA Study on Recruitment and Selection process in 

companies with special reference to Vellore Districtò. Recruitment and selection process is to ensure that the company will 

have right member and right kinds of personnel available at the right time at the right place and above all he will be engaged 

in doing right jobs. From this study, the research results showed that the employees are quite satisfied with the recruitment 

and selection process followed by the organization, majority of them have job satisfaction, so the company should take in to 

account all the factors while recruiting employees to ensure a productive as well as stable work force. So it can be 

concluded that the employees are fully satisfied with the recruitment and selection process. 
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Abstract 
 At a macro level, FDI contributes to international trade integration not least because it results in a more competitive business 
environment for multinational companies (MNCs). MNCs compete globally through investing their assets into domestic markets of different 
host countries. In addition to these, FDI could also improve environmental and social conditions in the host country by, inter alias, 
transferring ñcleanerò technologies, thereby leading to more socially responsible corporate policies. The prospects for FDI flows to China 
and India are promising, assuming that both countries want to accord FDI a role in their development process ï a sovereign decision. The 
large market size and potential, the skilled labor force and the low wage cost will remain key attractions. China will continue to be a 
magnet of FDI flows and Indiaôs biggest competitor. But, FDI flows to India are set to rise helped by a vibrant domestic enterprise sector 
and if policy reforms continue and the Government is committed to the objective of attracting FDI flows to the country. The inflow of FDI 
into India has shown a significant increase. FDI s into India increases sharply from US $ 7 billion during 2005-06 to 19.5 billion during 
2006-07, on the strength. Still FDI remain at low ebb when compared with its neighbor China, which is one of the largest emerging 
economies in the world today. The growth registered in FDI is by no means enough and major administrative and legislative initiatives, 
including political consensus, world be necessary for India to achieve a great leap forward 
 

Introduction 

 At a macro level, FDI contributes to international trade integration not least because it results in a more competitive 

business environment for multinational companies (MNCs). MNCs compete globally through investing their assets into 

domestic markets of different host countries. In addition to these, FDI could also improve environmental and social 

conditions in the host country by, inter alias, transferring ñcleanerò technologies, thereby leading to more socially responsible 

corporate policies.  
 

The Origin and Background of FDI in India 

 Prior to July 1991, FDI was allowed only on a case to case basis, with: a normal ceiling of 40 per cent of total equity 

capital, although a. higher percentage was permitted in certain industries if the technology was sophisticated and was not 

available in the country or if the venture capital was mainly export oriented. But, in recent times, telecommunications, real 

estate, print and electronic media, banking, tourism and hotel industry have registered an incredible growth in the country. 

This may be one of the best indications for attracting FDI into the economy. The government policy is strives to maximize 

the developmental impact and spin offs of FDI. While the Government encourages, and indeed, welcomes FDI in all the 

sectors where it is permitted, we are especially looking for a large inflow of FDI for in the development of for a large inflow of 

FDI for on the development of infrastructure, technological up gradation of industry through Greenfield investments in 

manufacturing, and in projects with potential for generating employment opportunities in a large scale. We also invite 

investment in setting up Special Economic Zones and establishing manufacturing units therein. Indian government has 

clearly and com-preventively reviewed its FDI policy and the associated procedures. As a result, a number of rationalization 

measures were undertaken. These are essential to obtain approval from various governing bodies. 
 

Sector-wise Recent Changes of FDI in India 

 As per the exit policy, FDI to 100 per cent is allows under the automatic route in most sectors activities. FDI under the 

automatic rout does not require prior approval either but the Government of India (RBI). Investors are only required to notify 

the concerned Regional remittances and file required documents within 30 days of issue of shares to foreign investors.  

FDI can enter India through two channels, namely automatic route and prior approval in the case of the former. Companiesô 

which receive FDI need to inform the RBI within 30 days of the receipt of funds and issuance of shares to the foreign 

investor. On the other hand, for the sectors that are not covered under the automatic route, prior approval is needed from 

the Foreign Investment Promotion Board (FIPB).  
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 FDI prohibited in the sectors like retail trading (except single brand product) atomic energy, Lottery business, gambling 

and betting railways, arms and ammunition, coal and lignite mining of iron, manganese, chrome, gypsum, sculpture, gold, 

diamonds, copper, zinc. It is safeguarded the small and cottage industries and restricts monopoly in strategic areas. 

During2006, government of India has reviewed the FDI policy and initiated the measures for rationalization/ liberalization 

and simplification of procedures. These include FDI up to 100 per cent under automatic route is allowed for distillation & 

brewing of potable alcohol, manufacture of industries (Development& Regulation) Act,1951, setting up Greenfield airport 

projects, laying of natural gas sector and cash & carry wholesale trading and export trading. Further, FDI is increased to 100 

per cent and permitted under automatic route for coal &lignite mining for captive consumption; setting up infrastructure 

relating to marketing in the Petroleum & natural gas sector and exploration and mining of diamond& precious stones. 

Furthermore the FDI also óallowed up to 100 per cent in power trading subject to compliance with regulations under the 

Electricity Act 2003 and processing and warehousing of coffee and rubber for the retail trade of single brand is allowed ip to 

51 per cent with the prior approval of government. In telecom sector FDI ceiling is enhanced from 49 per cent to 74 per cent. 

 
What Makes India Attractive for FDI 

 Among the Asian counters, India plays a dominant role in the international business due to many cases. Now it is the 

fourth largest economy on terms of purchasing power. India is direct competitor to china. These causes are analyzed below. 

These are: 

¶ India has the largest middle class population in the world. Which have the largest potential for companies to market 

their products. Moreover, middle class people deter-mine the pace and size of the economy; 

¶ There are more expectations for further liberalization of capital movements internationally. In India, current account is 

fully convertible and is moving towards full convertibility on capital account. This is an avenue for foreign countries to 

invest in India 

¶ The government has accorded top priority to rationalize the economic policies to make the country an attractive 

destination for investment.  

¶ Due to low cost with high potential skilled workers, many companies planned to launch their plants on Indian soil.  

Indiaõs Investment in Abroad 

 The country has approved Indian direct investment in joint ventures abs wholly owned subsidiaries. By observing the 

investment in various countries, FDI in Russia, Sudan and other developing countries is mainly boosted by the research of 

raw materials and energy, while FDI in the United States, the United Kingdom and other industrial developed countries may 

drive by market targets or by accessing technical know-how. As to FDI in Bermuda Virgin islands and Mauritius they are 

mainly inspired by financial goals. Recently the top Indian software and related service companies are investing in bulk 

abroad and many Indian pharmaceutical, power, oil and gas industries had global R&D operations. Many of Indian 

companies ate collaborating with foreign companies for getting synergetic effect.  

India needs FDI for the following reasons; 

¶ To have very food infrastructural development, 

¶ To boost the industrialization process from running stage to take of stage we need very huge investments on industrial 

sector, 

¶ For want of experience and entrepreneurship may not flow into certain areas of production. Foreign capital can show 

the way for domestic capital, 

¶ It will be difficult to mobilize domestic savings for the financing of projects that are badly needed for economic 

development. In the early stages of development the capital market is itself underdeveloped. During the period in which 

the capital market is in the process of development, foreign capital is essential as a temporary measure and 

¶ Foreign capital brings with it other scarce productive factors, such as technical know-how, business experience and 

knowledge, which are equally essential for economic development. 

Trends of FDI in India 

 The inflow of FDI has registered robust growth on the current financial year. As per the latest report of UNCTAD, 

released on 16 of October 2007,with china leading the pack India emerged as the second most attractive location-ahead of 

the US and Russia for global FDI in 2007 in its ñWorld Investment Reportôô. Indiaós rank in inward FDI performance index has 

also improved to 113in 2006 from121 in the previous year. During 2005-06, India emerged as the fourth largest FDI recipient 

with China and Hong Kong manning the top two positions and Singapore taking the third spot. Interestingly, during the year 

2007, Indian registered a substantial increase in FDI amounting to US $ 17 billion. Taking cognizance of this, the UNCTAD 

survey notes that FDI inflows to South Asia soared by 126 per cent to US $ 22 billion in 2006, mainly owing to the inflows 

into India. óôthe country received more FDI than ever before of 153 per cent more than in 2005, which equivalent to the total 

inflows to the county during the period 2003-05 also the report said whole noting that the improved investor confidence was 



International Conference on  

Augmented Contemporary Ideas and Innovation in Business  Interventions  

 

28                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

owing to Indiaôs rapid economic growth. Foreign Direct Investment in India increased to 4772 USD Million in May of 2014 

from 2001 USD Million in April of 2014. Foreign Direct Investment in India averaged 991.76 USD Million from 1995 until 

2014, reaching an all time high of 5670 USD Million in February of 2008 and a record low of -60 USD Million in February of 

2014. Foreign Direct Investment in India is reported by the Reserve Bank of India. 

Why China attracts more FDI 

 A confidence tracking survey in 2002 indicated that China was the top FDI destination, displacing the United States for 

the first time in the investment plans of the Transnational Corporation (TNCs) surveyed. Chinaôs striking export performance 

is related to the size of foreign direct investment flows into the country. Foreign investors have been lured to the Chinese 

market for three reasons:  

¶ Both policies and procedures have been designed to facilitate foreign investment. A 25 per cent foreign investment given an 

enterprise the status of a joint venture and qualifies it for carious tax incentives. At the same time, Foreign Equity Investments 

can rise all the way up to 100 per cent restrictions on the choice of sectors are minimal any preference, sectoral otherwise, take 

the form of extra incentives. As a result, joint ventures have been established in sectors ranging from high-technology to 

consumer goods, services and raw materials. There is no lower or upper limit on the amount of foreign investment. In large open 

cities such as Shanghai, local authorities can approve foreign investment projects up to US $ 30 million. The limit in smaller 

open cities is US $ 10 million while that in unopened cities is US $ 3 million can be approved by local authorities. This autonomy 

has greatly simplified the approval procedures,  

¶ Employment, wage and pricing policies for joint ventures are flexible. Joint ventures are free to employ any required 

personnel on a contractual basis. Employees are subject warning, wage cuts and dismissal. Except for which prices are 

set by state, joint ventures are free to set their prices both domestically and abroad. Product or service for which prices 

fixed are of two types. The first category, prices are completely fixed and  

¶ China has given extra incentives to joint ventures. As already discussed, these incentives are particular generous in the 

SEZs and open cities. Since 1986, additional preferential treatment has been available to export-oriented or 

technologically advanced projects. The incentives include. 

a) Exemption from state subsidies paid to employees to cover the benefits provided by the government of china,  

b) Priority in obtaining bank loans, 

c) Tax exemptions on profits remitted abroad, 

d) Longer tax holidays from corporate income tax, 

e) Extra tax benefits on profits reinvested in export- oriented  

A Trend of FDI in China 

 FDI in China, also known as RFDI (renminbi foreign direct investment), has increased considerably in the last decade, 

reaching $59.1 billion in the first six months of 2012, making China the largest recipient of foreign direct investment and 

topping the United States which had $57.4 billion of FDI. In 2013 the FDI flow into China was $64.1 billion, resulting in a 

34.7% market share of FDI into the Asia-Pacific region. By contrast, FDI out of China in 2013 was $18.97 billion, 10.7% of 

the Asia-Pacific share. Foreign Direct Investment in China increased to 633.30 USD Hundred Million in the first six months of 

2014. Foreign Direct Investment in China averaged 373.05 USD Hundred Million from 1997 until 2014, reaching an all time 

high of 1175.86 USD Hundred Million in December of 2013 and a record low of 18.32 USD Hundred Million in January of 

2000. Foreign Direct Investment in China is reported by the National Bureau of Statistics of China. 

Fundamental Differences between India and China for FDI Inwards  

Let us the differences between these two countries as follows: 

¶ Basic determinants, 

¶ Development Strategies and Policies, and  

¶ Overseas Networks.  

Basic Determinants 

On the basic economic determinants of inward FDI, China does better than India. 

¶ Chinaô total and per capita GDP are higher, making it more attractive for market seeking FDI, 

¶ It higher literacy and education rates suggest that its labor is more skilled, making it more attractive to efficiency-

seeking investors (World Bank 2003c, p.234: UNDP 2002), 

¶ China has large natural resource endowments, 

¶ China ós physical infrastructure is more competitive, particularly in the coastal areas (CUTS 2003, Marubeni 

Corporation Economic Research Institute, 2002), 

¶ In information and communication technology, China has become a key centre for hardware design and manufacturing 

by such companies as Acer, Erickson, General Electric, Hitachi Semiconductors, Hyundai, Electronics, Intel, LG 
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Electronic, Microsoft, Mitac International Corporation, Motorola, NEC, Nokia, Philips, Samsung Electronics, Sony, 

Taiwan Semiconductor, Manufacturing, Toshiba and other major electronics, TNCs, 

¶ Rapid growth in China has increased the local demand for consumer durable and non-durables, such as home 

appliances, electronics equipment, automobiles, housing and leisure. This rapid growth in local demand, as well as 

competitive business environment and infrastructure, has attracted any market-seeking investors, 

¶ FDI attitudes, policies and procedures also explain why China does better in attracting FDI. China has more  

business-oriented and more FDI friendly polices than India (AT Kearney 2001), 

¶ Chinaôs FDI procedures are easier, and decisions can be taken rapidly and China has more flexible labor laws, a better 

labor climate and better entry and exist procedures for business (CUTS 2003). A Federation of Indian Chambers of 

Commerce and Industry survey suggests that China has a better FDI policy framework, market growth, and large 

consumer purchasing power, rate of return, labor and tax regime than India (FICCI, 2003). 

Development Strategies and Policies 

 The different FDI performance of the two countries is also related to the timing, progress and content of FDI 

liberalization in the two countries and the development strategies pursued by them. They are: 

¶ China opened is its doors to FDI in 1979 and has been progressively liberalized its investment regime, 

¶ China since its opening, favored FDI, especially export-oriented FDI, rather than domestic firms (IMF,2002). Such 

polices not only attracted FDI but led to round-tripping through funds channeled by domestic Chinese firms into Hong 

Kong, reinvested in China to avoid regulatory restriction or obtain privileges there to foreign investors, 

¶ Chinaôs accession to the WTO in 2001 has led to the introduction of more favorable FDI measures, 

¶ Further linearization in the service sector, Chinaôs investment environment further enhanced. For instance, China 

allowed 100 per cent foreign equity ownership in such industries as leasing, storage and warehousing and wholesale 

and retail trade and 

¶ In retail trade China has already opened and attracted FDI from nearly all the big name department stores and 

supermarkets such as Auchan, Carrefour, Dairy Farm, Ito Yokado, Jusco, Makro, Metro, Pricesmart, 7-Eleven and Wal-

Mart. 

A Comparative Status of FDI between India and China 

 China and India are the giants of the developing world. Both enjoy healthy rates of economic growth. But there are 

significant differences in their FDI performance. FDI flows to china grew from US $ 3.5 billion in 1990 to US 52.7 billion in 

2002. And those to India rose from US $ 0.4 billion to US $ US 5.5 billion during the same period. China attracted seven 

times more FDI than India in 2002, 3.2 per cent of its GDP compared with 1.1 per cent for India. In UNCTADós FDI 

performance Index China ranked 54th and India 122nd. In 1999-2001, FDI has contributed to the rapid growth of chinaôs 

merchandise exports at an annual rate of 15 per cent between 1989 - 2001. About two-third of FDI flows to china in 2000-

2001 went to manufacturing. In India, by contrast, FDI has been much less important in driving Indiaôs export growth, except 

on information technology. FDI in Indian manufacturing has been and remains domestic market seeking, FDI accounted for 

only 3 per cent of Indiaós exports in the early 1990ôs. India came 15th. Even today, FDI is estimated to an account for less 

than 10 per cent of Indiaôs manufacturing exports. Both China and India are good candidates for the relocation of labor-

intensive activities by Transnational Corporation (TNCs), a major factor in the growth of Chines exports. In India, however, this 

has been primarily in services, notably Information and communication technology. Indeed, almost all major United Sates and 

European Information Technology Firms are in India, mostly in Bangalore. Companies such as American Express, British 

Airways, Conseco, Dell Computer and GE capital have their back-office operations in India. Other companies such as 

Amazon.com and Citigroup out sources services to local or foreign companies already established in the country. Foreign 

companies dominate Indiaôs call centre industry, with a 60 per cent share of the annual US $ 1.5 billion turnover. The prospects 

for FDI flows to China and India are promising, assuming that both countries want to accord FDI a role in their development 

process ï a sovereign decision. The large market size and potential, the skilled labor force and the low wage cost will remain key 

attractions. China will continue to be a magnet of FDI flows and Indiaôs biggest competitor. But, FDI flows to India are set to rise 

helped by a vibrant domestic enterprise sector and if policy reforms continue and the Government is committed to the objective of 

attracting FDI flows to the country. 

 The inflow of FDI into India has shown a significant increase. FDI s into India increases sharply from US $ 7 billion 

during 2005-06 to 19.5 billion during 2006-07, on the strength. Still FDI remain at low ebb when compared with its neighbor 

China, which is one of the largest emerging economies in the world today. The growth registered in FDI is by no means 

enough and major administrative and legislative initiatives, including political consensus, world be necessary for India to 

achieve a great leap forward. According to the Reserve Bank of India, positive climate, progressive liberalization of the FDI 

policy regime and simplification of procedures are the factors, which helped India attract these FDI. The accelerated pace of 

mergers and acquisitions in sectors such as financial services, manufacturing, banking services, information technology and 
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construction are also have boosted FDI inflows. The jump was quite significant compared with earlier figures: 1n 2003-04, 

the FDI was US $ 4 billion and portfolio investment US $ 7 billion while portfolio investment was US $ 12 billion. Among the 

newly resurgent economies, India has now emerged as the second most preferred FDI destination after China.  

 
Conclusion 

 Host countries often try to channel FDI into new infrastructure and other projects to boost development. Greater 

competition from new companies can lead to productivity gains and greater efficiency in the host country and it has been 

suggested that the application of a foreign entityôs policies to a domestic subsidiary may improve corporate governance 

standards. They should be making sure that the entities that are making the foreign direct investment in their country adhere 

to the environmental, governance and social regulations that have been laid down in the country. 

 
References 

1. Arunachalam. P (2008), ñSpecial Economic Zones in India- Principles, Problems and Prospectsò, Serial Publications, 

New Delhi-110 002 

2. Clem Tisdell (2005), ñGlobalisation and World Economic Policies ï Effects and Policy Responses of Nations and their 

Groupingsò, Volume-2, Serial Publications, New Delhi-110 002 

3. Corbis (2007), ñIndiaôs Growth Rate is Close to Chinaôs: But Signs of Overheating Suggegest that this Pace cannot be 

Sustained, the Economist, Print Edition, Feb.12007, Delhi. 

4. Mahesh Chandra Prasad (2009), ñEconomic Development in Indiaò, Serial Publications, New Delhi-110 002 

5. Mukherji, Joydeep (2006), ñEconomic Growth and Indiaôs Future, Occasional Paper 26, Center for advanced study of 

India, University of Pennsylvania. 

6. Purfield, Catriona (2003), ñThe Decentralization Dilemma in Indiaò, IMF Working paper, Washington: International 

Monetary Fund.  

 

  



Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   31 

 

UJQRMGGRGTUő ATTITUDE OF TENDERING TOFFEE TO  

CUSTOMER LOSES BUSINESS 

 
Dr. K. Kishore  

  Assistant Professor of Commerce, Voorhees College, Vellore 

 

 
Abstract  
 Popularly in retail stores located in urban and rural areas have an attitude to show the customers that they are boss in all sales aspects. 
This paper tries to test one behavior aspect of the shopkeeper, i.e. asking the customer to tender exact change for the product and the 
customer response towards the behavior.Self-selective sampling method was used to collect the data from the customers to test the objective 
of the study. A well structured questionnaire with five-point likert scale was posted in facebook and linkedin sites, and those who wished to 
participate in the research, they answered the questionnaire. The data was downloaded from the website and analysed by using SPSS. 
Keywords: Tender Change, attitude, customer satisfaction, boss, shop-keeper. 
 

Introduction 

 In India, almost in all shopping outlets customers face a very popular problem of tendering exact price for the product 

they purchase. A popular phrase from the shop-keeper is ñGive me Changeò or he might simply give a chocolate to 

compensate the money paid by the customer. This is a problem which is faced by all customers. This paper tries to identify 

the behavior of the customers towards the shopkeepersô attitude. 
 

Background of the Study 

 Millions of money is invested in the field of analyzing the customer satisfaction. Customer satisfaction alone leads to a 

successful business. Literatures repeatedly prove that the customer is the boss, and so all the big giants in the business 

started to focus on customer satisfaction research in various angles. But, when it comes to direct vendors like stores where 

a customer visits frequently face a problem of ñTendering Changeò. The attitude of the shop-keeper becomes awkward to 

the customer many times customer is shouted or scolded by the shop-keepers for not tendering exact change for the 

purchased product. A literate customer who knows that customer is the boss, never accepts the reply from the shop-keeper 

rather he changes the store for the next purchase. Thus, shop-keeper loses a customer and customer retains his pride and 

status as the boss. Customer has the option of switching easily to the next store where he gets good treatment from the 

shop-keeper and gets satisfaction as well. But in some cases, where, a customer needs credit facilities from the shop-

keeper tolerates for some while, and switches his store when he becameself-sufficient. Thus, this paper tries to find out the 

behavior of the customers when a shop-keeper asks to tender exact change. Either, shop-keeper compensates with 

chocolates or other stuff to round the figure of the customer paid amount. 
 

Review of Literature 

 Shillong ((PTI), 2012) Authorities in Meghalaya issued a strict warning to shopkeepers to tender exact coins and 

changes instead of toffees and paper tokens to customers. Customers are always cheated by the shopkeepers by issuing 

toffees or by compensating the balance amount to be given to the customers. Painfully, customers take the toffees. 

Paramiyer (2012) commented ñirrespective of whether you are dealing with a vegetable vendor, shopkeeper, auto-driver, 

ticket counter, even restaurant, the other party almost never has enough change & would expect you to provide as much 

exact change as possible or perhaps they round up conveniently for tourists all the time by raising eyebrowò.  According to 

Purohit and Kavita (2009) modern retailing will reduce the sales volume of the traditional retailers and traditional retailers 

should improve customer care services in the era of modern retailing. Based on Purohit and Kavita this study proves that a 

shopkeeper even though he doesnôt have change it is his duty to be polite and take responsibility to issue change to the 

customer by getting support from nearby shops by himself. If he does not do that, then, he has to loose the customer. It is 

inferred by Pradhan and Swapna (2010) that organized and unorganized retail will exist side by side in India because of the 

credit facilities given by the unorganized retail stores. In contrary to it, how long will the unorganized retail store will stay in 

business only by believing the credit facilities? It is high time, that customer seek respect from the shopkeepers even if they 

ask for credit facilities or else they donôt mind in getting cash credit and purchase in a store where they get satisfaction. 

Based on the above literatures it is confirmed that a customer is satisfied only when the attitude is positive towards the 

customer. Shopkeepers issuing toffees and raising eye-brows lead them to loose the business in this modern retailing era. 
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Objectives of the Study 

The main objectives of the study are: 

1. To find out the behavior of consumer when shopkeeper asks the customer to tender change. 

2. To find suggest the shopkeeper based on the consumer behavior. 
 

Research Methodology 

 The research was conducted among 226 consumers those who are in the researcherôs social group. The respondents 

are mostly teaching faculties. The data was collected by mailing the questionnaire through email. Simple Random Sampling 

method was used to collect the data. From the qualitative survey made with a sample of 226 customers and the literature 

study, the five factors that were derived on customer attitude towards the shopkeeper response ñtender exact changeò are 

Irritated, Never-return, Buy (No other Option), Fight & Extra Purchase. A total of ten statements were derived which were 

used in a structured questionnaire for data collection. The Cronbachôs Alpha reliability score is 0.708 which is consistent. 

The study is based on the survey method.  
 

Analysis and Interpretation 

 Based on the data collected, the study focused to analyse the data by using chi-square, factor analysis and ANOVA. 

The results are shown below with the interpretation. 

Table 1: Gender of the Respondents 

Gender Frequency Percent 
Male 153 67.7 
Female 73 32.3 
Total 226 100.0 

 The table 1 shows that, majority of the respondents 

are male, today men are becoming an increasingly 

common sight in supermarkets (Langrehr & Langrehr, 

1986). The recent studies also show that men purchase 

more in shopping malls and retail stores. Thus, it is more 

important that the male respondents data contributes 

more insight for the retailers. 

Table 2: Age Group of the Respondents 

Age Group Frequency Percent 
Below 30 49 21.7 
31 to 40 110 48.7 
41 to 50 37 16.4 
51 to 60 22 9.7 
61 to 70 7 3.1 
Above 70 1 .4 
Total 226 100.0 

 Self-presentation of the shopkeeper is more 

important in the business. The study has tested with all 

the age group and 48.7 percent of the respondents fall in 

the 31 to 40 age group. The table 2 shows that age 

group plays vital part in purchase behavior. Factor 

analysis was run to check and reduce the statements for 

further analysis, below tables show the results of the factor 

analysis. The KMO measures of the sampling adequacy is 

greater than 0.7 for a very good factor analysis to proceed. 

Looking at the table 3 below, the KMO measure is 

0.704,since, the sample size above 200 is probably 

adequate. Bartlett's test is another indication of the strength 

of the relationship among variables, from the same table, we 

can see that the Bartlett's test of sphericity is significant That 

is, its associated probability is 0.00, the significance level is 

small enough to reject the null hypothesis. This means that 

correlation matrix is not an identity matrix 

Table 3: KMO and Bartlettõs Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .704 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 278.332 
df 45 

Sig. .000 
 With satisfied communalities, look at the Eigen 

values in table 4. The table 4, displays the Eigenvalues 

for each potential factor. The first three factors have 

eigenvalues greater than 1,. In column 2 you have the 

amount of variance óexplainedô by each factor, and in 

the next column, the cumulative variance explained by 

each successive factor. In this table 4, the cumulative 

variance explained by the first three factors is 51.907%. 

Table 4: Total Variance Explained 

Component 
Initial Eigenvalues 

Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance 
Cumulative 

% 
1 2.356 23.556 23.556 2.356 23.556 23.556 1.541 15.408 15.408 
2 1.797 17.965 41.521 1.797 17.965 41.521 1.453 14.526 29.934 
3 1.039 10.386 51.907 1.039 10.386 51.907 1.399 13.988 43.921 
4 .888 8.881 60.788 .888 8.881 60.788 1.395 13.948 57.869 
5 .801 8.011 68.799 .801 8.011 68.799 1.093 10.930 68.799 
6 .734 7.342 76.141       
7 .690 6.899 83.040       
8 .616 6.158 89.198       
9 .572 5.717 94.915       
10 .509 5.085 100.000       

Extraction Method: Principal Component Analysis. 
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 Table 5 shows the factor matrix, showing the loadings for each of the variables on each of the five factors on the 

rotated factor matrix. 

Table 5: Rotated Component Matrix 

Rotated Component Matrixa 

 
Component 

1 2 3 4 5 

I simply "Tender the Change" -.758 
Irritated I get Irritated when shopkeeper ask to "Tender 

Exact Change" 
.743 

I move out to next shop to buy 

 

.833 
Never-return 

I will not return to the shop for next purchase .661 

I go in search of change and then pay him 

 

.745 
Buy (No option) 

Only he has the product .734 

I fight with him to give the product 

 

.787 

Fight 
I tell him that idont have change (Even if I 
have) 

.576 

I will buy only at this shop because he gives 
me credit facility 

.534 

I buy extra to compensate the change Extra Purchase .864 

Extraction Method: Principal Component Analysis; Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 17 iterations. 

 Finally based on the factor correlation matrix using varimax solution, ignoring the plus or minus signs in front of the 

factor loadings, it can be seen that the factors correlate with one another. In this study, both the positive and negative 

correlations are so small as to be unimportant and insignificant. It can be concluded based on the above tables that, 

consumers get irritated and never return to the shop when the shopkeeper asks to ñtender changeò. And yet another finding 

is that, less consumers buy with no other option because they are compeled because of urgent need or the shopkeeper 

gives him credit facilities. From Table 6, it is clear that, there is relationship between ñFightò and ñNever-Returnò which is 

highly correlated. The next correlated is ñBuyò and ñBuy Extraò but poorly correlated. All other items are not significant. 

Table 6: Correlations 

 Irritated Never-Return Buy (No Option) Fight Buy Extra 

Irritated 

Pearson Correlation 1 .095 .038 .022 .094 

Sig. (2-tailed)  .156 .566 .740 .158 

N 226 226 226 226 226 

Never-Return 

Pearson Correlation .095 1 .051 .303** -.050 

Sig. (2-tailed) .156  .446 .000 .453 

N 226 226 226 226 226 

Buy (No Option) 

Pearson Correlation .038 .051 1 .208** .288** 

Sig. (2-tailed) .566 .446  .002 .000 

N 226 226 226 226 226 

Fight 

Pearson Correlation .022 .303** .208** 1 .023 

Sig. (2-tailed) .740 .000 .002  .733 

N 226 226 226 226 226 

Buy Extra 

Pearson Correlation .094 -.050 .288** .023 1 

Sig. (2-tailed) .158 .453 .000 .733  

N 226 226 226 226 226 

**. Correlation is significant at the 0.01 level (2-tailed). 

Recommendation, Findings and Suggestions 

 It is recommended to the shopkeepers to have a good self-presentation of themselves to the customers, the attitude of 

the shopkeeper is very important, since, in todayôs urbanization era we can witness a shop opened covering three streets or 

two streets, it means, competition is becoming worse day-by-day to the shopkeepers. The findings of the study is evident 

that, customer is still the boss, if customer experience negative attitude form the shopkeeper, then, customer is wiser than 

him to shift his buying shop. Finally, the study, suggests the shopkeepers to concentrate on their attitudes or else loose the 

business. 

Limitations of the Study 

 The study was conducted only with the respondents those who are in the social network of the researcher who are 

spread across the city. No particular area was chosen to study. The phase of data collection was six months starting from 

January 2016 to May 2016. 
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Conclusion  

 The problem of attitude tends to lose business. A customer has the pride to take Rs.100 to buy a product worth Re.1, it 

is now left to the shopkeeper to decide to do business with the customer or lose the customer. Thus, the attitude of 

shopkeeper is more vital in todayôs competitive market irrespective of shopping mall or small retail store. The shopkeepers 

should stop the habit of giving toffees and candies instead of giving the balance. Therefore, the study strongly suggest the 

shopkeepers to have sufficient small denomination rupees and coins for the sake of customers, and avoid issuing toffee and 

candy. 
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Abstract 
 Any business in today's dynamic situation that is looking for the pace of change to slow down is likely to be sorely disappointed. In 
fact, businesses should embrace change. Change is very important for any organization since changes are undertaken by altering. It is 
complex for any organizations, specifically for top management as , to get ready and direct the change in behavior that influence the 
stress of both the organization and its employees business would rationally going to lose their active limit and be unproductive to gather 
the requirements of people. It is difficult for organizations to avoid change, as new ideas promote growth for them and their members. So 
this study approaches to examine the employeesô attitude towards change implemented in their organization on individual work 
performance. An important assumption in management is that employee attitude and reactions to organizational change are associated 
individual work performance. The attitude of employees during change process in organization plays a vital role in the implementation of 
new ideas in the organizations. Change plays a major drawback which creates problems in all organizations. It is not a surprise that 
resistance to change occurs and it is the foremost reason for failure to change. The main aim of this research is to identify the relationship 
between employee attitude towards organizational change and individual work performance.  
Keywords: Organizational change, Employee attitude and Individual work Performance. 
 

Introduction 

 The economic and political environment of organizations is changing constantly. Organizational change has become a 

way of life due to three reasons, viz. globalization, information technology and industry consolidation (Kanter, 2000). 

Organizations should adapt to the dynamic business environment at least to sustain their market share, value and to 

survive. Organizational change is the demand of time in order to improve the internal and external functionality of the 

organizations. Change for organizations is necessary to encounter the diversities and the ever complex market situations 

(Ulrich, 1998). Organizational change results in significant benefits to the organization such as, improved competitiveness, 

better financial performance, improved employees and customer satisfaction and ultimately leads the organization towards 

sustained improvement.  But the change process is very challenging (Robbins, 1999). Organizational changes affect 

employees in many ways. Acceptance of change, opposition due to cynicism and attitude of resistance due to fear and 

uncertainty, ultimately affect the individual work performance in the organization. 
 

Organizational Change 

 In todayôs competitive world with change at an extraordinary rate, and the atmosphere within which organizations 

function is characterized by insecurity resulting from increased global competition, technological innovation and change, 

limited resources, deregulations and privatization (Carnall,1995). Change is an unavoidable event arising from the dynamics 

of environment and it is expected for an organization that desires to grow, achieve its mission, vision and objectives. 

Organizations have to adapt to the environment to become competitive and stay ahead or at least keep afloat. Work 

processes and rules are revised, new equipments are introduced, product lines are dropped and added, and workforce is 

adjusted as internal and external conditions change. The change is on four basic aspects of the organization: its strategy, 

technology, structure and employees (Desler, 2007). Strategic change affects the way the company creates and markets its 

products or services. It covers the purpose and mission of the organization, its commercial philosophy on such matters as 

enlargement, meet the requirements, improvement and values concerning employees and customers, competitive 

positioning and strategic goals for achieving and maintaining ready for action advantage and for product-market 

development (Armstrong, 2009). Structural change focused on reorganizing the plan and gathering the elements of the firm. 

This force engage to restore and allowed to go or adding personnel. Technological changes are mostly disturbed with 

automation of pressure of information and communications technology. This change is not only pleasing but also an on-

going process as the force of technology prolongs to read out the destructive strength of business organizations. Employees 

may be changed through knowledge actions such as instruction, learning and growth plan. They need new direction to make 

sure that the organization continues rapidity with changes in the situation. 
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Need for Organizational Change 

 Organizational change is a vital issue in organizations. It is really a practice in which an organization optimizes 

performance as it works toward its perfect state. Organizational change happens as an effect to an ever-changing 

environment, an answer to a present calamity state, or is generated by a manager. Leading organizational changes is not 

just a course of modification, but also involves adequate administration capabilities.  Organizational change occurs as a 

reaction to an ever-changing environment or as a response to a current crisis situation. On the other side, a more positive 

viewpoint is that it is generated by a progressive manager. In addition, organizational change is mainly clear when the 

organization has just undergone and transmits of managerial power (Haveman, Russo and Meyer, 2001). Van de Ven and 

Poole (1995) anticipated that the sources of organization change can be clarified by one of the following theories: 

teleological theory, life-cycle theory, and dialectical theory. In the teleological point of view organizational change is an effort 

to attain an ultimate condition during an even process of goal-setting, implementation, assessment, and restructure. Life-

cycle theory stated that the organization is a being that depending on the external environment, through stages of birth, 

growth, maturation, and declination. Dialectical theory hypothesized the organization as a multi-cultural society with reverse 

values. When one of the particular energy controls over others, a new organizational value and goal is recognized, ensuing 

in organizational change. 
 

Attitude of Employees towards Organizational Change 

 Thurstone (1931) defined attitude as manipulate for location. Attitudes towards organizational change may be defined 

as an employee's overall positive or negative evaluative decision of a change proposal implemented by their organization 

(Elias, 2009). It is the inner state that influences individual's alternative of personal action, or a response propensity towards 

the change (Bianey et al., 2004). It is the certain regularities of an individual's feelings, thoughts and inclination to act 

towards some aspect of his or her environment.  Business should commonly focus on planned change. To overcome 

resistance to change, organization should prepare a clear arrangement and change awareness among employees in order 

to generate well planned work surroundings and in proportion work agenda to reduce pressure and insecurity.(Allport,1935) 

defined attitude as a word related to psychology, and attitude differs from person to person perception. The main focus of 

research on attitude concerns the nature, function of attitude and how employees mould themselves towards change. The 

employee attitudes can influence character to formulate the response to change. Employee attitude brings positive or 

negative type of activities of employees during the change process. There are two types of employeeôs attitude towards 

change. One aspect of employees may have a negative attitude towards organizational change and are more likely to refuse 

to accept the change. And the other aspect of employees have a positive attitude towards organizational change are more 

likely to hold up to the change. 

 Koslowsky and Zeev (1990) commented that employees who are reliable towards the organization have a positive 

attitude regarding change. In other hand, employees who are not committed to the organization, has a negative attitude 

towards the change. Meyer (2002) stated that employees who are highly pleased with the organization have no reason for 

reporting negative attitude without any threat in common. Contented employees themselves show greater attention in 

organizational change behavior in ascertaining the goals and providing precise outcome. To effectively cope with permanent 

change in their business situation, organization should commonly focus on planned change. To overcome resistance to 

change, organization should prepare a clear arrangement and change awareness among employees in order to generate 

well planned work surroundings and in proportion work agenda to reduce pressure and insecurity. 

 Myungweaon choi (2011) in his paper discussed that organization are gradually required to advance in their capacity to 

improve employees hold on organizational change. Researchers have determined on various attitudinal constructs that 

represent employeeôs attitude towards organizational change. Change is not an incident divorced from organizational 

conditions from which the change appears. The history of change in the organization surely plays an important role in 

determining employeeôs attitudes towards organizational change. Lan Coa (2013) opined employee attitude is proactively 

determined by the environment and their individual objective and morals. (Hechanova, 2003) said that in order to make 

change valuable, employees need to feel sufficiently skilled and knowledgeable in particularly during change supportive 

statement which would reduce panic and doubt and therefore, opposition to change. 
 

Categories of Attitude towards Organizational Change 

Acceptance 

 Fugate and Kinicki (2008) illustrated that, individuals who are open to changes at work are receptive and are willing to 

change and/or feel that changes are generally positive once they occur. (Smith,2005) demonstrated that developing and 

understanding the nature of and reasons for accepting the changes in early stages of change process will provide a sound 

base for subsequent change and cooperation of employees. Employees are usually afraid of the uncertainty they would face 

because of the change (Susanto, 2008).  
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Cynicism: Workplace cynicism has been proved to be an important issue during organizational change in a number of 

studies (Anderson, 1996) (Anderson and Bateman, 1997) (Bateman et al., 1992) (Thompson et al., 1999). The relationship 

between employeesô cynical attitude and resistance to change was demonstrated by (Stanley et al., 2005). 
 

Fear: Organizational change predominantly results in anxious and fear, which affects the employeeôs job involvement 

negatively (Tan, 2005). (Allen et al., 2007) found that change related uncertainty mediated the relationship between 

perceived quality of change communication and acceptance of change. (Bordia et al., 2004) demonstrated that employee 

participation in decision-making was negatively associated with employeesô perceived uncertainty. (DiFonzo and Bordia, 

1998) found that ineffective communication strategies failed to control uncertainty associated with organizational change 

among the employees. 
 

Individual Work Performance: Individual work performance is a crucial outcome measure in studies in the workplace. Many 

frameworks have been developed to measure the individual work performance (Koopmans et al., 2014). Employeesô reactions to 

change are reflected in their performance in the organization. As employees react, it is important to distinguish their reactions and 

causes behind them (Bovey and Hede, 2001). Task performance, contextual performance, adaptive performance and 

counterproductive performance were the four factors used to assess the individual employeeôs work performance, in this study. 
 

Task Performance: Criterion theory distinguished task and citizenship performance. Task performance has long been 

recognized as the core of a job and is generally used as a point of comparison in measuring citizenship performance 

(Lievens et al., 2008). In their study used a work-roles framework used ótaskô as one of the major components of individual 

work performance. 
 

Contextual Performance: Podskoff and MacKenzie (1997) demonstrated that contextual performance can enhance 

productivity through interpersonal support, interpersonal facilitation and employee compliance with organizational rules. 

(Morrisson, 1995) found that contextual performance contributed to customer satisfaction. (Podsakoff and MacKenzie, 1994) 

found significant relationship between contextual performance and objective performance. (Koys, 2001) found evidence that 

employee contextual performance was significantly related to overall profits. 
 

Adaptive Performance: Pulakos et al. (2000) have demonstrated the need for adaptive employees who have the 

proficiency to cope with the challenges associated with the change process. Given that the nature of work and organizations 

had increasingly become dynamic and complex, particularly in an organization which was undergoing change, the need for 

adaptiveness have been emphasized by many researchers ( Burke et al., 2006) (Hesketh and Neal, 1999) (Pulakos et al., 

2000). 
 

Counterproductive Work Behaviour: Along with task, contextual and adaptive performances, another important criterion is 

counterproductive performance. (Sackett and DeVore, 2001) viewed that counterproductive work behaviour consists of a 

broad array of behaviours that violate the organizationôs legitimate interests, including theft, unsafe behaviour and misuse of 

information, time or resources. Thus, there are evidences that correlations lie in the fundamental association between 

employeesô attitude towards organizational change and their performance during the process of organizational change. Few 

studies had empirically examined this association indicated significance in the association (Held et al., 1979) (Poole and 

Regoli, 1980). 
 

Employee Attitude and Individual Work Performance towards Organizational Change 

 Rebeka and Indradevi (2015) studied employeesô perception towards organizational change. Data was collected 

through survey questionnaires developed by adopting the questionnaires used in various previous studies. Respondents 

were selected employees working in a private manufacturing firm in Vellore, Findings showed that employeesô attitude were 

both positive and negative towards organizational change. With the aim of understanding the methods to be used on 

managerial methods during organizational change initiatives to ensure positive attitude from employees towards change 

(Yilmaz et al., 2013) did a study in homeland security managers. The study concluded that informing the employees about 

the change, consulting them, ensuring their participation in the change process would initiate the employeesô positive 

attitude towards change and thus reduce their resistance towards change. Employeesô perception and attitude towards 

training and organizational development was examined by (Murty and Fathima, 2013). Data was collected from a final total 

of 400 permanent workers in selected public sector units. Findings showed that employees were positive about the training 

and development practices, viz. nature of work, interpersonal relationship, pay structure, work environment, training, 

readdressal of grievances and job satisfaction. Choi (2011) conducted literature search in two stages to study employeesô 

attitude towards organizational change. The review showed that employeesô attitude towards organizational change were 

affected by situational variables, which included, readiness for change, commitment to change, openness to change and 

cynicism about organizational change. The author demonstrated that the constructs were susceptible to situational variables 

and there were possibilities that they might change over time as individualsô experience change. 
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 Empirical study was done by (Cutcher, 2009) to explore the reasons for why and how employees resist organizational 

change among Australian credit union employees. Data were collected from the employees through semi-structured 

interviews. The survey revealed that employees resisted to organizational change because they perceived threat of 

discontinuity in the organization and loss of self-identity as helping and caring individuals. Alas et al. (2009) investigated how 

work-related values modifies employeesô attitude towards organizational changes and organizational learning among 1,303 

Chinese employees from 29 Chinese companies in Peking and Jinan provinces. The 46-item questionnaire of work-related 

values was used, which was developed by (Alas et al., 2006). And (Alas and Sharifiôs, 2002) instrument was used to 

measure organizational learning. Employeesô attitude towards the process of organizational change was measured using the 

15-item scale developed by (Alas et al., 2007). The results demonstrated that better work-related values influenced 

employeesô attitude towards organizational change and learning. 

 Vakola and Nikolaou (2005) assessed the connection between employeesô attitude towards organizational change and 

two most significant behaviorsô: occupational stress and organizational commitment by sampling 292 employees who had 

completed the organizational screening tool, ASSET, developed by (Cartwright and Cooper, 2002). Negative correlation was 

found between attitude towards organizational change and occupational stressors. Further, employees who had higher level 

of stress demonstrated lower organizational commitment and higher resistance towards organizational change initiatives. 

Organizational commitment was not a significant moderate of the relationship between occupational stress and attitude 

towards organizational change. The relative importance of task, citizenship and counterproductive performance of 

employees to job performance ratings was investigated by (Lievens, 2008) using work-roles framework, data collected from 

612 employees in three job categories: nurse, personnel recruiters and sales representatives. The result revealed that 37 

per cent of variations were explained by task performance; citizenship performance explained 33 per cent of variance and 

30 per cent of the variance was explained by counterproductive performance across the three job categories. Analysis of 

variance indicated that type of job significantly affects the three performance components. Svensson and Wood (2006) 

discussed selection of sustainability components of leadership effectiveness in organizational performance. Contextual 

leadership effectiveness was measured with three attributes: intrinsic, extrinsic and holistic. The authors drew attention to 

the direct impact of relationship in organizational performance between leadership and effectiveness. The study concluded 

that the sustainability of leadership effectiveness in organizational performance might be derived from timely, contextual and 

serendipitous versus skilful components. Relationships between employee attitudes, customer satisfaction and departmental 

performance were examined by (Adsit et al., 1996). Respondents for this study were 281 employees of a large European-

headquartered computer hardware firm. Results indicated a decrease in customer satisfaction and productivity while 

administrative effectiveness increased. There was a positive relationship between employee attitude and performance 

indices. 

 
Conclusion 

 The above appearances on the critical review of previous studies are related to the present study. The reviews were 

helpful in understanding the concept and the present situation on the study objectives. One of the most baffling and 

recalcitrant of the problems which business executives face is employee resistance to change. Resistance is usually created 

because of certain blind spots and employee attitudes with the technical aspects of new ideas. Management can take 

concrete steps to deal constructively with these employee attitudes. The steps include emphasizing new standards of 

performance and encouraging them to think in different ways, as well as making use of the fact that signs of resistance can 

serve as a practical warning signal in directing and timing technological changes. An organization must develop a new vision 

and a new faith in the workforce before it can approach the organizational change process. Managers must exhibit a trust in 

the workers to contribute to solving organizational problems, which in turn will build trust in management. The door must 

always be open for individuals to take an active role in improving the organization, allowing for open communication, 

initiative, and team work in problem solving. The scope of task performance, contextual performance, adaptive performance, 

and counterproductive work behavior involve the framework of individual work performance. Future research will have to 

agree on practical maintains and practical consequence of this framework. It is hoped that this review provides a step toward 

reaching accord on the conceptualization and operationalization of individual work performance. A superior perceptive of this 

enlarge will get better theory, explore, and put into practice in all pasture engaged with individual work performance. 
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Abstract 
 This paper entitled as ñA STUDY ON EMPLOYEEôS ATTITUDE TOWARDS HUMAN RESOURCE MANAGEMENT PRACTICES 
INDIA CEMENT LTD,ò is mainly focuses on the attitudes of the employees towards Human Resource Management practices and also to 
assess the emotional stress and values of the employees. To achieve the objective of a research, the primary data was collected with the 
help of questionnaire. Responses were gathered from the employees working at India Cement Ltd. A descriptive study was conducted 
among the sample size of 200 that were chosen for the purpose of study through a structured questionnaire. The collected data was 
analyzed with the help of simple statistical tools such as percentage analysis, chi-square. These data were analyzed and the finding and 
recommendations were presented to the company, which can be implemented to achieve betterment in the HRM practices in futures. 

 
Introduction 

 Cement is a basic requirement for all construction works. Cement is far more the setting of much greater strength was 

discovered by Joseph Aspdin an English Brick layer in 1824. Portland cement is one of the most important building materials 

at present. Joseph Aspdin in the year 1987 found a strength heated mixture of Limestone, Clay when mixed with a small 

amount of water sets in few hours to hard Stone like substance. Cement is a great ingredient to the countryôs development 

works. The Per Capita consumption of cement is a parameter to measure the countryôs progress. The perceptual 

consumption of cement in India is 60kg against the world average of 220kg. Cement industry is one of the major 

manufacturing industries in India and Influence to a great extends to space construction activity both in industrial and 

Residential in the country.  

 
Growth of Industry 

  The ancient people developed cement from lime and chlorine and used in extensively for building throughout Europe. 

Their cement had such durability that some of their buildings, roads and bridges still exist. To make the cement, romanôs 

mixed slaved lime with chlorine ash called pozzolana. The produced hydraulic Cement hardened under water. People lost in 

touch with the art of making cement. In 1756 a British engineer again found how to make cement. In 1824 the British brick 

Layer Joseph Aspdin patented Portland cement. This type of Portland cement is Stronger and more resistant. For a longer 

period of time than previously produced cement. In 1917 united state Burial of standards and the American society sort 

testing materials established a standard formula for Portland cement. The Portland association was formed In Chicago in 

1916. The origin of the industry dates back to 1904 when the first attempt to manufacture cement was initiated in the madras 

presidency. But the reek opening was made only in October 1994, when the India Cement Company Limited established a 

plant with an installed capacity of 1000 tones in papander in junagadh. India is the fourth largest cement producer in the 

world after China, Japan & U.S.A. To produce one tonne of cement, an average of 250 kgs of appropriate quality of coal is 

required for dry process and for wet process it is 330kgs. The industry faced government control in the early eighties; Later 

in February 1982, the Government introduced partial system. 

 
Objectives of the Study 

Primary Objective 

 To study the employee attitude towards human resource management practices in India cement limited. 

Secondary Objectives 

¶ To study the organizational set up at human resource management. 

¶ To study the human resource management policies and practices. 

¶ To study the employee attitude towards human resource management practices. 

¶ To find out the relationship between the attitude and satisfaction level with various human resource management 

practices.  
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¶ To find out the problems at the employees with the Human Resource Management Practices. 

¶ To offer the appropriate measures and steps to be taken to improve the H.R.M functions of the Company. 

Scope of the Study 

 The scope of the study was confined to India Cements Limited Tirunelveli. Regarding the respondents, the study was 

delimited to all categories at employees working factory office and mines of the India cement limited Tirunelveli. The study 

was also limited to the important Human Resource Management practices that are implemented by the India Cements 

Limited, Tirunelveli. 

Research Methodology 

 Research Methodology is a way to solve systematically the research problem. It explains the various steps generally 

adopted in studying research problem. It is necessary for the researchers to know not only the research methods / 

techniques but also methodology. The research design is descriptive in nature as the researcher has made attempts to 

describe the Characteristics as it is. 

Research Design 

 The research design was based on the descriptive study. The descriptive research studies are those, which are 

concerned with describing the characteristics of a particular individual or of a group. It is a formalized study serving the 

following research objectives: 

¶ Description of phenomena or characteristics associated with a subject population (the, who, what, when, where and 

how of a topic). 

¶ Estimates of the proportions of a population that have these characteristics. 

 Of the above two objectives, the reasons for choosing the descriptive study over the exploratory and causal studies is 

typically the first objective. 

Sampling Design 

 The basic idea of sampling is that by selecting some of the element in a population we may draw conclusion about the 

entire Population. The sampling design administered for the study is a type of sampling design that falls under convenience 

sampling. 

Full Table 

 Population : 411 

 Sample Size : 200 

 The population represents the total number of the Employees, Supervisors, Officers, Managers and workers from óAô 

units. 

Sample Size 

 Sample size refers to the number of items to be selected from the Universe to constitute sample, an optimum sample 

size is one fulfills the requirements of efficiency, representatives, reliability and flexibility. The size was taken to be 200 out of 

411 as per sample size formula. 

 
2)e(N1

N

+
=  

 
2)0025.0(4111
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+
=  
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411
=  

 712.202=   

Approximately Taken = 200; N = Total Population; E = Precision Rate 

Area of the Study 

 The study was conducted at the India Cement Ltd., located at Sankar Nagar, Tirunelveli. 

Statistical Tools 

 The statistical tools and test used for this study are: 

¶ Simple Percentage Analysis; and 

¶ Chi-Square Test. 

Simple Percentage Analysis 

 Simple percentage analysis is used for analysis of the Data that is collected for research work, simple percentage are 

often Used in data presentation for the simplify, numbers, through the use of the percentages, the data are reduced in 

standard form with base equal To which it facilitates the relative comparisons. 
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Chi-square test  

 The chi-square test is one of the simplest and most widely used non-parameter tests in statistical work. The quantity chi-square 

describes the magnitude of the discrepancy between theory and observation. The steps involved in chi-square test are as follow: 

¶ set up the null hypothesis. 

¶ set up the alternative hypothesis. 

¶ observed frequencies oi are tabulated. 

¶ expected frequencies ei are tabulated. 

 Expected frequency for any cell can be calculated using the formula. 

E = R.T * C.T / G.T 

 Where, 

  E = Expected frequency. 

GT = Grand total. 

RT = Row total. 

CT = Column total. 

¶ The difference between the observed and expected frequency are obtained and square of differences are tabulated (oi-Ei)2. 

¶ The values of (Oi-Ei)2 is obtaining steps 6 are divided by the respective expected frequency and the total (Oi-Ei)2 /Ei is obtained. 

¶ The calculated value of x2 is compared with the table value of x2 for given degrees of freedom at a certain level of 
significance (generally 5% level is selected). 

¶ Conclusion: if the calculated value is less than table value accepts the null hypothesis. Otherwise reject the null 
hypothesis and accept the alternative hypothesis. 

 

Data Collection 

 The data collected by the researcher using a Likert Scaling Method questionnaire. The source of data falls under two 

categories; Primary Source and Secondary Source. 

¶ Primary data was collected with the help of questionnaire. The Questionnaire contains 17 questions. 

¶ Secondary data and employees the history, production, employees 

¶ Strength and wage payment was collected from various records of the documents. 
 

Nature and Source of Data 

 Data required for the study have been obtained from Personnel department. The primary data was collected from well 

Furnished interview schedule (questionnaire) is given. 
 

Limitations of the Study 

 It may be noted that his study has some limitations as given below.  Any study having a bearing on attitude, incomplete, 

wrong information an-non-responses to some questions could not be avoided; however, the researcher took at most effort 

so as to minimize such errors. 

¶ The human resource management is a recent and last subject consisting of number of activities the most common 

practices that are implemented in the India cements limited only where considered in this study. 

¶ Due to paucity at time and considering resources available the study was limited to 200 respondents only. 
 

Analysis and Interpretation 

Table 1: Comfortable Work in Environment 

 Inference 

 From above table, it shows that 46.5% of 

employeeôs are strongly agree, 33.5% of employeeôs 

are agree, 14% of employeeôs are neutral, 6% of 

employeeôs are disagreed and 0% of employeeôs are 

strongly disagree about the information need to the 

company is a good place to work. 

 

Table 2: Employees Work Together to Solve Problems 

 Inference 
 From above table, it shows that 48% of employeeôs are 
strongly agree, 30% of employeeôs are agree, 12.5% of 
employeeôs are neutral, 6% of employeeôs are disagreed 
and 3.5% of employeeôs are strongly disagree about the 
employees work well together to solve problems and get the 
job done. 

S. No. Factor No. of Respondents Percentage 

1 Strongly Agree 93 46.50% 

2 Agree 67 33.50% 

3 Neutral 28 14.00% 

4 Disagree 12 6.00% 

5 Strongly Disagree 0 0.00% 
 Total 200 100% 

S. No Factor No of Respondents Percentage 

1 Strongly Agree 96 48.00% 

2 Agree 60 30.00% 

3 Neutral 25 12.50% 

4 Disagree 12 6.00% 

5 Strongly Disagree 7 3.50% 

 Total 200 100% 
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Table 3: Management is Flexible towards Employees 

 Inference 

 From above table, it shows that 45% of 

employeeôs are strongly agree, 31.5% of employeeôs 

are agree, 17.5% of employeeôs are neutral, 4.5% of 

employeeôs are disagreed and 1.5% of employeeôs are 

strongly disagree about the management is flexible 

and understand the importance at balancing my work 

and personal life. 
 

Findings from the Study 

 On the basis of analysis some of the findings are follows as: 

¶ The collected data were analysed and it was found that most of the employees have ready access information to do 

their job in well manner. 

¶ Some employees have said that their management created comfortable work environment. 

¶ Almost all the employees are clear in knowing job requirement expected from them on a daily basis. 

¶ Majority of employees get training to do their job efficiently and effectively .and provided by the management through 

which employees can do job well. 

¶ Most of the employees feel that management recognizes and use of their ability and skill. 

¶ Majority of employees said they were treated with respect by both Management and co-workers. 

¶ Most of the employees feel that they were encouraged to do work in efficient Ways. 62% of respondents are strongly 

agree the employees have together to solve any problems and get the job done successfully. 

¶ Most of employees feel that management is flexible and balancing in work and also personal life. 

¶ Some of employees recommend other to work for their company and also few of them disagree to the statement. 

¶ Majority of respondents were said that changes are need in their department and few of them neglect the question. 
 

Suggestions and Recommendations 

 Some of the suggestions from the findings are: 

¶ Some of employees not aware of HRM practices put forth by management 

¶ Due to this employees may not able to fulfill the Management requirements. 

¶ Some of employees need move encouragement in work place which will be energy to them to concentrate in work. 
 

Conclusion 

 From the study most of the employees are satisfied with work and their attitude and HRM practices are positive towards 

work. The researcher undertook a study on the attitude towards HRM practices of the workers in India Cements Ltd. The 

main objective is to assess the attitude of employees towards HRM practices and their work it may be either positive or 

negative.  The study was conducted for all level employees, where the overall total is 411 in which 200 samples were taken 

for the study. The primary data were collected through descriptive research. The study was conducted at all level of department. 

The statistical tools used in this study are chi-square from this it is concluded that most of them have positive attitude toward 

work. And they are free from stress, Emotion in work. But management should focus to all employees to have Positive attitude. 
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Introduction 

 An entrepreneur is a person who gauges the risks and rewards of a business and works quickly to initiate, organize, 

and manage a particular opportunity, idea, or concept. The entrepreneur will often risk more, work harder and demand more 

of himself or herself than any ordinary business person. The reward can be immeasurable. The outlook of young generation 

about ñentrepreneurshipò are serious matter of concern because most of the students have aspiration of getting salaried job 

and are not interested to start own venture. There is general tendency that if somebody does not get job then only he or she 

will go for some kind of business activity. Now a days the management education is becoming the first choice among the 

student community because of the highly paid job offered by Indian and multinational companies. The role of quality 

entrepreneurship education and training in identifying and nurturing the entrepreneurial potential among the management 

student. It will be helpful for creation of more number of entrepreneurs. This can results into generating employment, 

improving national income, dispersal of economic power &balance regional development. The entrepreneurial attitude 

enables one to spend time creating life instead of wasting it making a living. Entrepreneurship education is undertaken in all 

countries. There are specific institutions promoting entrepreneurs. Governments of developing countries also promote 

entrepreneurship through education.Government of India and State Government play a significant role in entrepreneurship 

development programmes. McClelland (1965) had found that formal or informal training is necessaryfor proper development 

of Entrepreneur capacities. Therefore a number ofprogrammers were being planned for developing entrepreneurship among 

theyounger generation.Entrepreneurship as a subject has been introduced in undergraduate and postgraduate courses. 

Many degree programmes like B.com, B.B.M., M.Com., and M.B.A., include entrepreneurship as one of the subjects. In 

some states, this subject is being taught in technical courses. 

 
Importance of Entrepreneurship Education  

 Education is an important factor in determining the entrepreneurial orientation in individuals. Education may be in the 

form of informal or formal. The informal 

form of learning stresses the 

importance of early role models and 

reinforcement patterns on the 

acquisition and maintenance of 

entrepreneurial behaviour. Role models 

could be parents or peer groups that 

provide socialization training in 

entrepreneurship. Formal education is 

also positively correlated with 

entrepreneurship. It has also been 

reported that entrepreneurs of healthy 

units, on an average, had a higher level 

of education compared to those who 

own sick units. Entrepreneurship 

education needs to gain firm ground to change the face of the economy. It is only under such a scenario that we would 

witness a longer queue of job providers than job seekers. And our efforts would sure show us productive and efficient youth, 

par excellence. During liberalization, which started in India in 1991, India exerted greater effort to promote and nurture 

entrepreneurship. Attempts at various levels have taken place to directly or indirectly promote entrepreneurship. Over the 

Source: Educating the Next Wave of Entrepreneurs, World Economic Forum, 2009 
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past two decades there has been a growing debate about how well educational systems prepare young people for adult life 

in general and óenterpriseô in the world of work in particular. In the present scenario this debate becomes large. ó In the 

words of Indira Gandhi, ñEducation is a liberating force and in our age it is also a democratizing force, cutting across the 

barriers of caste and class, but inequalities imposed birth and other circumstancesò. Thus, education widens the horizons 

and helps us to set out perspectives in right direction. NKC defines it as óEntrepreneurship is the professional application of 

knowledge, skills and competencies and/or of monetizing a new idea, by an individual or a set of people by launching an 

enterprise de novo or diversifying from an existing one (distinct from seeking self employment as in a profession or trade), 

thus to pursue growth while generating wealth, employment and social goodô (National Knowledge Commission, 2008).  

The role of higher education in entrepreneurship goes far beyond classroom teaching and incorporates participation in 

business ecosystems, partnerships and industrial alliances. With high-tech and high-growth enterprises becoming a focal 

point of entrepreneurshiprelated public policies, higher education institutions are an essential component of for innovation 

policies. Thus, in order to exploit the potential of entrepreneurship education and promote the Entrepreneurship 2020 Action 

Plan.  

 The Entrepreneurship 2020 Action Plan is built on three main pillars: 

1. Entrepreneurial education and training  

2. Creation of an environment where entrepreneurs can flourish and grow, and 

3. Developing role models and reaching out to specific groups whose entrepreneurial potential is not being tapped to its 

fullest extent or who are notreached by traditional outreach for business support. 

 Entrepreneurship is now introduced as a subject in postgraduate courses at engineering, management, and technical 

and non-technical institutions. These courses approach entrepreneurship like other academic subjects, as if it were based 

on a settled body of knowledge. Entrepreneurship has long been a subject in postgraduate courses in the Indian Institutes of 

Management (IIM), Indian Institutes of Technology (IIT), and other engineering institutes in India. Some business 

management schools have introduced entrepreneurship to impart subject knowledge. Commerce departments of some 

universities have also introduced entrepreneurship as one of the subjects in their postgraduate courses. Technical 

institutions like polytechnics and industrial technical institutes (ITIs) are teaching entrepreneurship.  Entrepreneurship is 

more than mere creation of business. It is a dynamic process of vision, change, and creation. It requires an application of 

energy and passion towards the creation and implementation of new ideas and creative solutions. Entrepreneurs are people 

who turn dreams to reality. They supply goods and services, which increase the standard of living of the entire population 

substantially. They are wealth creators. This self-created wealth insulates the economy from recession and helps strengthen 

local economy. Global downturns will not affect the economy, as much as it would have in other circumstances. According to 

óSpecial Report: A Global Perspective on Entrepreneurship Education and Trainingô, GEM, 2008, Entrepreneurship 

education is defined in broad terms as the building of knowledge and skills for the purpose of entrepreneurship generally, as 

part of recognized education programs at primary, secondary or tertiary-level educational institutions. An environment where 

entrepreneurship can prosper and where entrepreneurs can try new ideas and empower others needs to be ensured. 

Education needs to address the development of skills required to generate an entrepreneurial mindset and to prepare future 

leaders for solving more complex, interlinked and fast-changing problems. Education needs to come back to the top of the 

priorities of governments and the private sector and be seen as the fundamental mechanism for attaining sustainable 

economic development and societal progress. 

 
Challenges faced by Entrepreneurship Education in India  

 The present entrepreneurship education in India just concentrates on courses which are similar to the general business 

courses. There is a demand for education programs specifically designed to expand studentsô knowledge and experience in 

entrepreneurship. Entrepreneurship education in India faces cultural and financial constraints along with insufficient 

government capacity. The significant challenges faced by entrepreneurship education in India are given below: 

 Cultural barriers: People in India are more sensitive to emotional affinity in the workplace than to work and 

productivity. An entrepreneur needs to work around the clock and this has kept some people away from their own start-ups. 

After all, compared with other countries, family life in India is more important.  

 Difficulties towards Start-ups: Starting a business in India is costly in terms of the time required and the cost 

involved. While it takes just five days to start a business in the United States and just two days in Australia, in India it takes 

as long as 89 days. What really hurts is that even in neighbours Pakistan, Nepal, and Bangladesh, it takes just 24, 21, and 

35 days respectively to do so. The reason for such delay is bureaucratic - too many rules and regulations, and too much 

paperwork (Ashish Gupta, 2004). The absence of an appropriate entrepreneurial climate, the lack of required infrastructure 

facilities, and the lack of access to relevant technology hinder rapid industrial development. Most of the time, the Indian 

entrepreneurs have to tackle electricity, transportation, water, and licensing problems. 
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  Incomplete Entrepreneurship Education : A survey done by the Entrepreneurship Development Institute, India (EDII) 

in 2003 shows that young people are afraid to start their own business because they are not confident, not capable, and lack 

knowledge in starting a business. 

  Lack of a standard framework: Entrepreneurship education is widely spread, has diverse forms and has a large 

number of stakeholders. The lack of a standard framework is a big challenge to the development of entrepreneurship 

education in India. 

  Dependence on Government: Higher degree of dependence on government is another challenge before 

entrepreneurship education in India. Insufficient private-sector participation and lack of sustainable business models in the 

entrepreneurship education act as barriers to its development in India. 

 The entrepreneurship education in the higher education system should satisfy the need for entrepreneurship by 

selecting, motivating, training and supporting budding entrepreneurs. Unfortunately, the present entrepreneurship education 

in India just concentrates on related courses. Moreover, the so-called entrepreneurship courses are similar to the general 

business courses. But general business management education has no significant influence on entrepreneurial propensity 

(Hostager and Decker 1999). The findings of a survey on business owners in India suggest that management education is 

not an important driver of entrepreneurial attitudes (Gupta 1992). There is a demand for education programs specifically 

designed to expand studentsô knowledge and experience in entrepreneurship. The contents and teaching methods have to 

be differentiated between entrepreneurship and traditional business courses. 
 
Suggestions for Developing Entrepreneurship Education  

 Although the wave of promoting entrepreneurship education has started in management studies much more needs to 

be done in entrepreneurship education so that it can play a significant role in the growth of Indian economy. The following is 

a list of proposed measures to be taken for development of entrepreneurship education in India: To boost up an 

entrepreneurial training for young people and adults with resources which support national job plans, particularly as a tool for 

second-chance education for those not engaged in education, employment or training; To promote entrepreneurial learning 

modules for young people participating in National Youth Guarantee Schemes. To improve in education methodologies by 

latest innovative delivery models, rebrandingimproving certification and monitoring as well as increasing flexibility of VET 

with the school and higher education streams.  Collaborate with the Organisation for Economic Cooperation and 

Development to establish a guidance framework to encourage the development of entrepreneurial schools;  

 To offer the youth at least one practical entrepreneurial experience before leaving compulsory education, such as 

running a mini-company or being responsible for an entrepreneurial project for a company or a social project.  

The Universities should create a strong network of entrepreneurs and managers thatentrepreneurs could draw on for advice 

and support to the students. The Universities should take steps to encourage research in entrepreneurship 

throughfellowship support and also undertake joint research projects with Indian and overseas universities and institutions.  
 
Conclusion  

 Management studies have a significant role to play in the growth of India as a nation because they are the breeding 

grounds for future entrepreneurs. They have the potential to develop not only winning personal qualities but also provide an 

opportunity to create employment for self and for others. Entrepreneurship, self-employment and enterprise creation provide 

a solution to the crises of both unemployment and under-employment. They have a definite role in enhancing 

entrepreneurship by enlarging the pool of entrepreneurs in society. Therefore, the Indian government should take 

appropriate measures to promote and develop entrepreneurial education in India. 
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Introduction 

 Motivation in the context of business management can be expressed as the interest evinced by or the desire 

demonstrated by the employees in an organization to deliver performance to meet the set objectives of the organization.  

 
Literature Survey 

What is Motivation? 

 There is a host of literature on Motivation in Work Place. A brief look at the literature reveals that According Shanks1, 

Websterôs New Collegiate Dictionary, defines a motive as ñsomething (a need or desire) that causes a person to act.ò 

Motivate, in turn, means ñto provide with a motive,ò and motivation is defined as ñthe act or process of motivating.ò Thus, 

motivation is the act or process of providing a motive that causes a person to take some action. In most cases motivation 

comes from some need that leads to behavior those results in some type of reward when the need is fulfilled. Guay2 et al 

refers Motivation as ñthe reasons underlying behaviorò. Deci3 et al. define, ñ(intrinsic) motivation energizes and sustains 

activities through the spontaneous satisfactions inherent in effective volitional action. It is manifest in behaviors such as play, 

exploration, and challenge seeking that people often do for external rewardsò. Mullins4 observes that ñMotivation is therefore 

about what a person wants and about his emotional state, which drives him in the direction of achieving what he wants.ò 

 
Theories of Motivation 

 We enumerate here some of the various theories of motivation culled out from literature on studies on motivation.  

The earliest theory for Motivation was enunciated by Abraham Maslow5 in 1954 through his hierarchy of needs. In 1972 

Alderfer6 built up on the Maslowôs hierarchy of needs and advocated his ERG (Existence, Relatedness and Growth) theory 

wherein he reduced the 5 stages of Maslow to 3 stages. In 2003 (earlier in 1959) Herzberg7 further reduced the area of 

needs of motivators to two factors (and hence called the two factor theory of Herzberg) viz. Hygiene factor and Motivator 

factor. McClelland8 (1961, 1975, 1985) noted that individuals acquire needs over their life time. His theory refers to three 

needs - Need for Achievement (nAch), Need for Affiliation (nAffil) and Need for Power (nPow). Skinner9 (1953) proposed 

that human behavior gets motivated when their behavior gets reinforced. Skinner identifies 4 types of reinforcement viz.  

(1) Positive reinforcement and (2) negative reinforcement (or avoidance learning) to improve desirable behavior and  

(3) Punishment and (4) Extinction to reduce undesirable behavior.  Adams10 (1963) outlined in his Equity theory that 

individuals get motivated when they perceive that they are getting equitable treatment from the organization.  Vroom11 

(1964) in his Expectancy Theory expounded that employees are motivated by their performance and the expected outcome 

(expectancy) of their behavior.  Frederic Winslow Taylor12 (1911), the father of modern scientific management enunciated 

that people are motivated when they are paid according to the quantity and quality of their produce. According to Locke13 

(1979), people are motivated to achieve set goals when the goals are fixed for them. Locke named this approach as ñGoal 

Setting Theoryò  According to McGregorôs14 (1960) theory of Theory X and Theory Y, managers can be classified to be 

working under Theory X ï concentrating on Herzbergôs Hygiene factors or as managers working under Theory Y 

concentrating on the motivator factors. Ouchi15 (1981) in his Theory Z says that people who are committed to the 

organization will be motivated for work.  
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Motivating Factors: According to Shanks the motivating factors are: 

Extrinsic: Money ï in the form of Pay, Bonus etc., Benefits like Health Insurance, vacation, Sick leave, Flexible schedules, 

Job responsibilities and duties, Promotions, Change in status, Supervision of others, Praise and feedback, A good boss, A 

strong leader,Other inspirational people and A nurturing organizational culture 

Intrinsic 

 Healthy relationship, Meaningful work, Competence, Choice, and progress 

 According to the Study done by Gichure16 (2014), the factors that influence employee motivation are: 

Extrinsic 

 Monetary Compensation/Salary Structure, Leadership Style, Job Enrichment, Organizational Information Management, 

Quality of the Work Environment, Effective Dissemination of Information, Employee-Management Relationship, Availability 

of Promotion Opportunities, Co-Workers Influence, Nature of Job,  

Intrinsic 

 Appreciation by the Organization, Skill Requirement, Influence of the Employee View, Trust Exhibited at the Workplace, 

Feedback on Employee Performance, Employee Responsibilities, Fairness in Treatment, Perception on Skill Development, 

Perception about Contributing to Firmôs Growth, Empowerment and Autonomy,  

 
Other Factors 

 Accessibility to incentives, Availability of training opportunities and employer benefitscover, Confidentiality of employee 

information, Delegation of jobs, Dynamic organization with an opportunity to grow, Fairness and equity, Fairness in job 

promotion, Flexible work approach, Fringe benefits, Harmonization of allowances, Integration of activities, Job rotation, 

Opportunity for growth, Recognition of contribution, Respect and involvement in decision making, Reward the best 

performing employee with cash, Team work and spirit,Competitiveness of the employment chances both externaland 

internal. According to Safiullah17 (2015), the factors that influence motivation are:  Salary and other financial incentives, 

Careergrowth and development, Team spirit andcooperation,Appreciation / Formalrecognition, Flex-time, Challenging and 

interestingTask, Job security, Good working environment. Odukah (2016) in her studies identifies the following factors as 

influencing motivation: Recognition by the organization, opinion on how their work is valued and appreciated, sense of 

ownership and belonging, work home balance, flexibility, working conditions, training,  

  
Design of the Study 

 The Study has been taken up by the authors with the following objectives.  

 Based on the survey done on the factors that affect the motivation of employees, the authors have identified 14 factors 

viz. Job satisfaction, promotion / expectation of promotion, Good Salary, the management style, team spirit, good working 

conditions, working hours, achievement, the work content, advancement in technology, inter-personal relation, supervision, 

policy and personal life. In addition a set of financial and non-financial rewards are identified for testing, as follows: 

Monetary Rewards: Incentives, Loans, Increment and Bonus Non-Monetary Rewards: Performance appraisal, Staff 

Development, Accommodation and Career-Guidance.  Satisfaction levels with the approach of the supervisor with respect to 

their Appreciation, Trust, Respect, Expectations, and Recognition are also listed. 

Objectives of the Study 

1. Identification of the highest rated motivation factor. 

2. To test if there is any significant difference on account of age, experience and education qualification in the 

identification of the highest rated motivation factor. 

3. To identify the key motivation factors from the list of motivation factors selected for the Study. 

4. To study if there is any significant difference between financial and non-financial rewards in motivating employees 

and to identify the top rated financial and non-financial motivation factor. 

5. To test if there is any significant difference on account of age, experience and education qualification in the 

identification of the highest rated financial and non-financial motivation factors. 

6. To identify the highest rated motivation factor expected from the supervisor and 

7. To test if there is any significant difference on account of age, experience and education qualification in the 

identification of the highest rated motivation factor expected from the supervisor. 

Research Methodology 

 To achieve the Research Objective, a questionnaire was prepared with a 5 point Liker Scale seeking the response of 

the interviewees who are employees in an Industrial Organization in Vellore District. The scale was from ñHighly Satisfiedò to 

ñHighly Dissatisfiedò. In view of the request of the top management of the company, giving respect to their request and to 

protect the privacy of the organization, the name of the organization is not revealed in the Study except to say that they are 

manufacturer of automotive components. 
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 Using random sampling method a sample of 110 employees have been selected for the Study. The methodology, 

involved, distributing the questionnaire to the respondent and retrieving the filled in form from them. The analysis is done 

using simple statistical tools like percentages, Studentôs t test and Chi Square test. The standard MS Excel has been used 

to tabulate the response and carry out these simple statistical calculations. The óŬô value for the t test is kept at 0.10. Using 

the open-source software R, exploratory factor analysis has been carried out.  

Findings 

1. Job Satisfaction is rated the most motivating factor. 96% of the respondents have ranked this parameter as the top 

parameter. 

2.  It is seen that 96% of the respondents whose age is below 40 and 97% of the respondents whose age is more than 40 

have rated ñJob Satisfactionò as the highest motivating factor.  

3.  The sample was divided into two parts - respondents of age 40 and below 40 and above 40 and it is hypothesized that 

there is no significant difference between these two groups in rating the ñJob Satisfactionò parameter as the best rated 

motivation factor. The test (t-test) shows that the t probability is 0.6480, which means that we do not reject the null 

hypothesis. Therefore we have to conclude that there is no significant difference between the younger age group and 

the older age group in respect of the perception of "Job Satisfaction" being the most important motivating factor. 

4. It is seen that 97% of the respondents whose experience is less than 10 years and 95% of the respondents whose 

experience is more than 10 years have rated ñJob Satisfactionò as the highest motivating factor.  

5. We hypothesize that there is no significant difference in the perception of 'Job Satisfaction' as the most important 

motivating factor between the employees with lesser experience in the organization and those with longer experience. 

To test this hypothesis we have divided the sample into two groups - group I consisting of employees with 10 or less 

than 10 years of experience in the company and group II consisting of members with more than 10 years of experience. 

The test of hypothesis using Student's t test gives a t probability of 0.9068, which means that we do not reject the null 

hypothesis. In other words we conclude that there is no significant difference between the employees with longer 

experience and those with shorter experience in rating 'job satisfaction' as the most important motivating factor.  

6. It is seen that 99% of the respondents who have higher educational qualification and 93% of the respondents who other 

lesser educational qualification have rated ñJob Satisfactionò as the highest motivating factor.  

7. We hypothesize that there is no significant difference in the perception of ñJob Satisfactionò as the most important 

motivating factor between the employees with higher education qualification (graduate degree / post graduate degree) 

in the organization and those with other educational qualification. To test this hypothesis we have divided the sample 

into two groups - group I consisting of employees with graduate or post graduate educational qualification in the 

company and group II consisting of members with other educational qualification. The test of hypothesis using 

Student's t test gives a t probability of 0.3283, which means that we do not reject the null hypothesis. In other words we 

conclude that there is no significant difference between the employees with higher educational qualification and those 

with other educational qualification in rating 'job satisfaction' as the most important motivating factor. 

8. In the order of rating after Job satisfaction, the other motivation factors listed by the respondents are management style 

(78% of the employees), Advancement in technology (75% of the employees) and working hours (by 73% of the 

employees) 

9. Exploratory factor analysis shows that there are three major factors of motivation - they are the management culture 

(consisting of the management style and the policy), the personal life and employee contentment with the job 

(consisting of job satisfaction, the working hours and advances in the technology of the job undertaken by the 

employee). These three factors explain 46% of the ñJob Satisfactionò. 

10. It was hypothesized that there is no difference between monetary and non-monetary motivating factors, Chi Square 

tests gave a value of 1.25 against the threshold value of 3,84 which means that we accept the null hypothesis that is 

there is no difference between monetary motivating factors and non-monetary motivating factors influencing the 

motivation level of the employees. 

11. It is also found that promotion expectation, salary, team spirit working conditions, achievement, work itself, 

interpersonal relationship and supervision are discarded by the researcher as not contributing to the employee 

motivation. 

12. Financial incentives is rated as the best financial motivator (by 91% of the employees) followed by car (vehicle) loans 

(rated as second best by 93% of the employees). 

13. Performance appraisal is rated as the top non-financial motivator ( rated by 90% of the employees) 

14.  It is seen that 92% of the respondents whose age is below 40 and 89% of the respondents whose age is more than 40 

have rated ñIncentivesò as the highest rated financial motivating factor.  

15. The sample was divided into two parts - respondents of age 40 and below 40 and above 40 and it was hypothesized 

that there is no difference between these two groups in rating the 'Incentives' parameter as the best rated financial 
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motivation factor. The test (t-test) shows that the t probability is 0.6227, which means that we do not reject the null 

hypothesis. Therefore we have to conclude that there is no significant difference between the younger age group and 

the older age group in respect of the perception of "financial incentive" being the most important financial motivating 

factor. 

16. It is seen that 90% of the respondents whose experience is less than 10 years and 93% of the respondents whose 

experience is more than 10 years have rated ñIncentivesò as the highest rated financial motivating factor.  

17.  We hypothesize that there is no significant difference in the perception of 'Incentives' as the most important financial 

motivating factor between the employees with lesser experience in the organization and those with longer experience. 

To test this hypothesis we have divided the sample into two groups - group I consisting of employees with 10 or less 

than 10 years of experience in the company and group II consisting of members with more than 10 years of experience. 

The test of hypothesis using Student's t test gives a t probability of 0.8815, which means that we do not reject the null 

hypothesis. In other words we conclude that there is no significant difference between the employees with longer 

experience and those with shorter experience in rating 'financial incentive' as the most important financial motivating 

factor. 

18. It is seen that 93% of the respondents who have higher educational qualification and 88% of the respondents who other 

lesser educational qualification have rated ñIncentivesò as the highest rated financial motivating factor.  

19. We hypothesize that there is no significant difference in the perception of 'Incentives" as the most important financial 

motivating factor between the employees with higher education qualification (graduate degree / post graduate degree) 

in the organization and those with other educational qualification. To test this hypothesis we have divided the sample 

into two groups - group I consisting of employees with graduate or post graduate educational qualification in the 

company and group II consisting of members with other educational qualification. The test of hypothesis using 

Student's t test gives a t probability of 0.1379, which means that we do not reject the null hypothesis. In other words we 

conclude that there is no significant difference between the employees with higher educational qualification and those 

with other educational qualification in rating 'financial incentive' as the most important financial motivating factor.  

20. It is seen that 89% of the respondents whose age is below 40 and 92% of the respondents whose age is more than 40 

have rated ñPerformance Appraisalò as the highest rated non-financial motivating factor. 

21. The sample was divided into two parts - respondents of age 40 and below 40 and above 40 and it was hypothesized 

that there is no difference between these two groups in rating the 'Performance Appraisal' parameter as the best rated 

non-financial motivation factor. The test (t-test) shows that the t probability is 0.9913, which means that we do not reject 

the null hypothesis. Therefore we have to conclude that there is no significant difference between the younger age 

group and the older age group in respect of the perception of "Performance Appraisal" being the most important non-

financial motivating factor. 

22. It is seen that 90% of the respondents whose experience is less than 10 years and 90% of the respondents whose 

experience is more than 10 years have rated ñPerformance Appraisalò as the highest rated non-financial motivating 

factor.  

23. We hypothesize that there is no significant difference in the perception of 'Performance Appraisal' as the most 

important non-financial motivating factor between the employees with lesser experience in the organization and those 

with longer experience. To test this hypothesis we have divided the sample into two groups - group I consisting of 

employees with 10 or less than 10 years of experience in the company and group II consisting of members with more 

than 10 years of experience. The test of hypothesis using Student's t test gives a t probability of 0.7079, which means 

that we do not reject the null hypothesis. In other words we conclude that there is no significant difference between the 

employees with longer experience and those with shorter experience in rating 'Performance Appraisal' as the most 

important non-financial motivating factor.  

24. It is seen that 90% of the respondents who have higher educational qualification and 90% of the respondents who other 

lesser educational qualification have rated ñPerformance Appraisalò as the highest rated financial motivating factor.  

25.  We hypothesize that there is no significant difference in the perception of 'Performance Appraisal' as the most 

important non-financial motivating factor between the employees with higher education qualification (graduate degree / 

post graduate degree) in the organization and those with other educational qualification. To test this hypothesis we 

have divided the sample into two groups - group I consisting of employees with graduate or post graduate educational 

qualification in the company and group II consisting of members with other educational qualification. The test of 

hypothesis using Student's t test gives a t probability of 0.9387, which means that we do not reject the null hypothesis. 

In other words we conclude that there is no significant difference between the employees with higher educational 

qualification and those with other educational qualification in rating 'Performance Appraisal' as the most important non-

financial motivating factor. 

26. Overall it is seen that 94% are satisfied with financial rewards and 90% are satisfied with non-financial rewards. 
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27. It is seen that 76% of the sample are satisfied with both financial and non-financial rewards. 

28. Highest level of satisfaction is seen by the employees as the 'appreciation' from the supervisor. 86% of the employees 

rate this as the only positive parameter. 

29. The sample was divided into two parts - respondents of age 40 and below 40 and above 40 and it was hypothesized 

that there is no difference between these two groups in rating the 'supervisor's appreciation' parameter as the best 

rated motivation factor from the supervisor. The test (t-test) shows that the t probability is 0.9315, which means that we 

do not reject the null hypothesis. Therefore we have to conclude that there is no significant difference between the 

younger age group and the older age group in respect of the perception of "supervisor's appreciation" being the most 

important motivating factor from the supervisor. 

30. It is seen that 86% of the respondents whose age is below 40 and 86% of the respondents whose age is more than 40 

have rated ñSupervisorôs appreciationò as the highest rated motivating factor from the supervisor. 

31. Similarly we hypothesized that there is no significant difference in the perception of 'supervisor's appreciation' as the 

most important motivating factor from the supervisor between the employees with lesser experience in the organization 

and those with longer experience. To test this hypothesis we have divided the sample into two groups - group I 

consisting of employees with 10 or less than 10 years of experience in the company and group II consisting of 

members with more than 10 years of experience. The test of hypothesis using Student's t test gives a t probability of 

0.6922, which means that we do not reject the null hypothesis. In other words we conclude that there is no significant 

difference between the employees with longer experience and those with shorter experience in rating 'supervisor's 

appreciation' as the most important motivating factor from the supervisor.  

32. It is seen that 87% of the respondents whose experience is less than 10 years and 86% of the respondents whose 

experience is more than 10 years have rated ñSupervisorôs Appreciationò as the highest rated motivating factor from the 

Supervisor. 

33.  Similarly we hypothesized that there is no significant difference in the perception of 'supervisor's appreciation' as the 

most important motivating factor from the supervisor between the employees with higher education qualification 

(graduate degree / post graduate degree) in the organization and those with other educational qualification. To test this 

hypothesis we have divided the sample into two groups - group I consisting of employees with graduate or post 

graduate educational qualification in the company and group II consisting of members with other educational 

qualification. The test of hypothesis using Student's t test gives a t probability of 0.1037, which means that we do not 

reject the null hypothesis. In other words we conclude that there is no significant difference between the employees 

with higher educational qualification and those with other educational qualification in rating 'supervisor's appreciation' 

as the most important motivating factor from the supervisor.  

34.  It is seen that 90% of the respondents who have higher educational qualification and 80% of the respondents who 

other lesser educational qualification have rated ñSupervisorôs Appreciationò as the highest rated motivating factor from 

the Supervisor.  

 
Conclusion 

 From the Study the authors find that: 

¶ Job Satisfaction is the highest rated motivating factor 

¶ There is no significant difference in the perception of the employees between non- financial and financial rewards 

¶ The ñAppreciation earned from the Supervisor is liked most by the employees. 

 
Recommendation 

 Considering the fact that employees are enthused by the appreciation of their supervisors, it is suggested that 

supervisors may be sensitized and trained to appreciate the work done by their subordinates. Considering that job 

satisfaction is the highest rated motivation factor, management should ceaselessly work to enrich the job content so that the 

employees are having the maximum job satisfaction. Considering that the employees are almost equally motivated by the 

financial and non-financial rewards, the management can judiciously balance the compensation of their employees between 

these two factors. By employing these tactics the authors are confident that the management can ensure a well-contented, 

happy and productive employees on their rolls. 
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Introduction 

 The consumer packaged goods (CPG) industry is undergoing a major transition as the shopper becomes a major driver 

of innovation through e-commerce, Omni channel retailing, and mobile platforms. Based on the increasing demands of its 

end users, companies have found that they must create new products, achieve faster time to market and lower operational 

costs in order to remain competitive and address stockholder concerns. The key to creating an innovation-driven 

organization is to build upon a new, more collaborative business model. This allows organizations to engage powerfully with 

the consumer, integrate processes and ideation across the value chain, and support expansion into emerging markets. By 

streamlining operations and shortening time to market, manufacturers, wholesalers, distributors, and retailers are able to 

manage risk while bringing innovative products that serve a larger market base. 

 
Innovation in the CPG Industry 

 Continuous product innovation is the lifeblood of the CPG industry, keeping the brand alive and the shopper engaged. 

In an environment where one in five state that they are always looking for new products, innovative merchandise is the basis 

for growth. New products extend the life of core brands, and targeted sub brands help to make the company more profitable. 

Todayôs global marketplace makes continuous innovation all the more critical in order to both market global brands and 

localize them for regional tastes and cultural expectations. CPG organizations are playing in a larger field of competitors, 

with products and associated services becoming an integral part of corporate strategy. Companies need to create and 

effectively manage an integrated innovation culture that supports extended global R&D teams to capture new ideas, speed 

time-to-market, and provide customer service. In this economic environment, however, investments, even in new product 

innovations, are highly scrutinized by management. In 2010, for example, just over 1,600 new products were introduced in 

the United States. Less than 25 percent of these achieved $7.5 million in sales, with only 1.1 percent earning above $50 

million.2 even these numbers are more conservative than they appear; 88 percent of food and 92 percent of nonfood new 

products are line extensions, as opposed to original new merchandise. By splitting off sub brand offerings, companies are 

increasing profitability by executing based on specific products, stock management goals, or market interactions.3 despite 

rising commodity costs, the industry is now beginning to recover. Companies are focusing on growth in emerging markets to 

augment both the top and bottom lines. The value of shipments in the CPG industry rose 6 percent to almost $124 billion in 

2010 as compared with the previous year, while the manufacturing sector achieved shareholder returns of 15 percent.4 to 

build on this success, CPG organizations must support true innovation to remain competitive in an increasingly challenging 

global marketplace. Currently, only about half of all companies feel that they have a culture that supports innovation 

strategies, or that their innovation and corporate strategies are fully aligned. Such companies routinely underperform their 

more creative competitors. By comparison, organizations with highly aligned cultures and innovation strategies have an 

average of 30 percent higher enterprise value growth and 17 percent higher profit growth.5 To achieve completely aligned 

innovation strategies, CPG companies need to reconsider three corporate infrastructure priorities: 

 Shopper-driven: Social media encourages and enables consumer-originated, interactive content devoted to issues 

relevant to CPG brand categories. 

 Integrated innovation: Todayôs collaboration solutions that allow companies to take innovation approaches once 

owned solely by R&D and apply them across the company to develop ideas, resolve problems, and discover new 

opportunities 
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 Flexible operations: Open, multi device environments that use information sharing and exchange to support business 

operations in multiple and developing countries7 

 
Shopper-Driven Innovation 

 The key driver of shopper-driven innovation is the acute observation of spontaneous, unstructured customer behaviors 

and needs. By inviting the shopper into the process, companies build their knowledge of product user expectations and 

desires, which translates into innovation insights. Based on the networked CPG environment, companies have the ability to: 

¶ Create a total customer experience along with the product 

¶ Understand the customerôs behavior, media consumption, and time expenditure 

¶ Create a flexible platform for interaction between customers and employees 

 This provides CPG companies with deeper and more accurate market segmentation. Input and feedback may emerge 

from Twitter feeds, Face book walls, blogs, chat rooms, podcasts, personal videos, advisory and focus groups, special 

events for network members, and 1:1 real-time specialist and advisory communication. This, in turn, provides the opportunity 

to discover previously unknown niche markets, the creation of new niche markets, and extension of existing product 

lifecycles. The acquisition of new behavioral insights helps drive early identification of new, fast-growing markets and new 

category opportunities. 

Integrated Innovation 
 Traditionally, new product development has been the sole responsibility of R&D teams. Idea development and product 

portfolio management have been handled by engineering specialists, with other teams becoming engaged later in the 

development process. However, todayôs powerful networked collaboration capabilities support integration of innovation into 

business strategy, including: 

¶ Combining resources across traditional functional divisions such as marketing, IT, and manufacturing 

¶ Support for more radical and disruptive innovation to stay ahead of the competition, including high-speed and low-risk 

product development 

¶ Improving the understanding of innovation tools and techniques across the company 

 This approach blurs the lines between product and service, encouraging customer involvement, extra-fast 

development, and increased responsiveness. It may also impact company © 2012 Cisco Systems, Inc. All rights reserved. 

This document is Cisco Public Information. Intelligent Innovation in the Consumer Packaged White Paper Goods (CPG) 

Industry: Faster, Cheaper, Local organization in order to manage and assimilate a rapidly growing portfolio of products and 

services. Networked information sharing and collaboration becomes critical to building closer relationships up and down the 

supply chain. 

Flexible Operations 

 Todayôs rapidly deployed; multi device networking environments are increasingly becoming critical to the business, 

requiring a new approach to the CPG corporate infrastructure. Companies can: 

¶ Use more integrated approaches to managing global supply chains to penetrate emerging markets 

¶ Integrate multiple technologies, enterprise systems such as product lifecycle management (PLM), and partner solutions 

to support the supply chain 

¶ Lower the cost of innovation in emerging markets with rapid local network deployment 

 Converged networking helps to adapt to a range of market environments, supporting the overall company strategy 

while remaining agile to meet changing needs. This supports innovation in emerging markets and across global supply 

chains, allowing CPG companies to remain flexible and accommodating within a rapidly shifting infrastructure. 

Facing the Challenges of True Innovation 

 In contrast to other industries, increased research and development spending for CPG products does not appear to 

correlate with growth. In fact, there has been no statistically significant relationship between financial performance and 

spending on R&D for several years. Understanding this is particularly important as innovation spending rises: After a drop in 

2009 of 3.5 percent in global innovation spending, R&D outlays surged to 9.3 percent in 2010 as companies gained 

confidence in the worldwide economic recovery. Companies therefore face the challenge of how to achieve profitability when 

simply investing in in-house product development may not be the best choice. Complicating matters is a new technological 

innovation that is dramatically transforming the CPG value chain: the smart phone. 

Embracing the Challenge of Mobility: According to a GS1 study, 62 percent of todayôs shoppers have used a mobile 

device to purchase goods, while 42 percent of shoppers have used one to access product information from within the store. 

From their phones, these shoppers compare prices, read product reviews, check availability of other brands, and make 

decisions based on outside and largely uncontrollable sources of information. This game-changing technology has made it 

critical for manufacturers, distributors, wholesalers, and retailers to find new ways to improve market share and profitability. 

As shoppers become more mobile and brand-ambivalent, increased pressure is being placed on the supply chain to deliver 
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innovative new products faster and at a more competitive price. Analysts predict $163 billion in worldwide mobile sales by 

2015, while projections estimate that $38 billion will be spent on mobile ads in the United States and Canada during the 

same timeframe.12 However, the mobility paradigm also provides new opportunities to CPG companies and retailers, and 

addresses the issue of how to maximize return on investment for R&D. With processes in place to gather and analyze this 

information, companies are able to feed data straight back to R&D teams, providing a new type of actionable guidance to 

product developers. By including the voice of the customer at the research level and throughout the development cycle, 

engineers become better and more responsive innovators. At the same time, companies can trim operating expenses and 

reduce risk by using mobility internally to improve worker productivity. Smart phones and tablets give employees instant 

access to information in corporate and manufacturing facilities, and in the field to support distribution and sales. Building 

mobility into corporate workflows promises to have a significant impact on the CPG operational costs over the next few 

years. 

Managing the Innovation Process 
 Innovation is a complex process, involving many participants and many separate steps on the road to a final approval. 

It often encompasses experts, developers, and facilities spread across a wide geographic area. Along the way, R&D teams 

must research, brainstorm, prototype, and test products, while remaining in alignment with corporate branding and goals. 

White Paper © 2012 Cisco Systems, Inc. All rights reserved. This document is Cisco Public Information. Intelligent 

Innovation in the Consumer Packaged Goods (CPG) Industry: Faster, Cheaper, Local Todayôs networked collaboration 

capabilities help to foster this process, driving creativity and new insights across geographic borders and time zones. 

Distributed, heterogeneous R&D and extended teams are able to work together using advanced conferencing and remote 

whiteboard systems to develop, manage, and mature each project into a final approved product. Todayôs flexible video 

capabilities also allow remote experts and team members to oversee the prototype production line, resolve design issues, 

and monitor consumer testing. The result is a product that can be: 

¶ Brought to market more quickly and efficiently 

¶ Designed to be responsive to expert, consumer, and testing feedback 

¶ Marketed in high volume via a fast-moving supply chain to multiple channels 

Innovative Ways to Reach the Consumer 

 Mobility has also opened the door to new technology capabilities that give companies direct access to consumers. 

Kiosks, shelf help, and other examples of So Lo Mo (social local mobile) technologies enable direct-to-consumer selling. So 

Lo Mo offers a mobile-centric way to find product information on demand: Through a kiosk or tablet located in a mall, in-store 

ñshelf help,ò and in train stations or other public areas, users can search the web, interact with applications, view videos, and 

download information onto their phones. They may interact with the system using touch screens, cameras, speakers, 

microphones, or credit card scanners. 

Conclusion 

 Social media and new collaborative technologies offer many opportunities for the CPG industry to transform its 

business processes. With a lean, collaborative, more cost-effective organization, companies are able to become more 

focused on providing outstanding products and a new integrated consumer experience. At the same time, firms may now 

take advantage of their new capabilities to expand into new global markets, niche markets, and forward-looking channels. 

They can expose their products to new demographics, move more rapidly to expand manufacturing facilities, and adapt 

items to meet cultural requirements. Based on continuous consumer feedback, more efficient innovation practices, and 

improved operations, CPG companies are now in position to build their companies to support sustained growth and 

competitiveness.  
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Abstract 
 Leadership is comprised of everything a leader does that affects the achievement of objectives and the well-being of employees and 
the organization. This study was motivated by the premise that no nation grows further than the quality of its educational leaders. The 
purpose of this theoretical debate is to examine the wider context of leadership and its effectiveness towards improving school 
management. This academic evaluation examines recent theoretical developments in the study of educational leadership in school 
management. It begins with a concise overview of the meaning and concept of leadership in terms of research, theory, and practice. This 
is followed by an examination of the theories of leadership, principles and styles of leadership. Each section ends with an identification of 
contemporary issues and possible means of amelioration. This article concludes that success is certain if the application of the leadership 
styles, principles and methods is properly and fully applied in school management because quality educational leadership tradition offers 
great opportunity to further refine educational leadership and management policies and practices by accepting and utilizing the basic 
principles and styles of educational leadership.  
Keywords: Education, Leadership, Theories, Styles, Principles, Methods, Management, Policies and Practices. 
  

 Introduction  

 To many, leaders are not born, but made. It is increasingly accepted, however, that in order to be a good leader, one 

must have the experience, knowledge, commitment, patience, and most importantly the skill to negotiate and work with 

others to achieve goals. Good leaders are thus made, not born. Good leadership is developed through a never ending 

process of self-study, education, training, and the accumulation of relevant experience (Bass & Bass, 2008). According to 

Boulding (1956) in book ñThe Image: Knowledge in Life and Societyò, outlined the general transdisciplinary theory of 

knowledge and human, social, and organizational behaviour. He stated that the basis of a good leadership is strong 

character and selfless devotion to an organization (Jenkins, 2013). Despite the many diverse styles of leadership, a good or 

effective leader inspires, motivates, and directs activities to help achieve group or organizational goals. Conversely, an 

ineffective leader does not contribute to organizational progress and can, in fact, detract from organizational goal 

accomplishment. According to Naylor (1999), effective leadership is a product of the heart and an effective leader must be 

visionary, passionate, creative, flexible, inspiring, innovative, courageous, imaginative, experimental, and initiates 

change.This study was enthused by the premise that no nation grows further than the quality of its educational leaders and 

or educational managers. In this theoretical debate, the authors presented a moderately detail analysis of a theoretical 

research conducted on the need for African. 
 

Theories of Leadership  

 There are as many different views of leadership as there are characteristic that distinguish leaders from non-leaders. 

While most research today has shifted from traditional trait or personality-based theories to a situation theory, which dictates 

that the situation in which leadership is exercised is determined by the leadership skills and characteristics of the leader 

(Avolio, Walumbwa, & Weber, 2009), all contemporary theories can fall under one of the following three perspectives: 

leadership as a process or relationship, leadership as a combination of traits or personality characteristics, or leadership as 

certain behaviours or, as they are more commonly referred to, leadership skills. In the more dominant theories of leadership, 

there exists the notion that, at least to some degree, leadership is a process that involves influence with a group of people 

toward the realization of goals (Wolinski, 2010). Charry (2012), noting that scholarly interest in leadership increased 

significantly during the early part of the twentieth century, identified eight major leadership theories. While the earlier of 

these focused on the qualities that distinguish leaders from followers, later theories looked at other variables including 
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situational factors and skill levels. Although new theories are emerging all of the time, most can be classified as one of 

Charryôs eight major types:  

"Great Man" Theory 

 Great man theories assume that the capacity for leadership is inherent, that great leaders are born, not made. These theories 

often portray leaders as heroic, mythic and destined to rise to leadership when needed. The term great man was used because, at 

the time, leadership was thought of primarily as a male quality, especially military leadership (See also, Ololube, 2013).  

Trait Theory 

 Similar in some ways to great man theories, the trait theory assumes that people inherit certain qualities or traits make 

them better suited to leadership. Trait theories often identify particular personality or behavioural characteristics that are 

shared by leaders. Many have begun to ask of this theory, however, if particular traits are key features of leaders and 

leadership, how do we explain people who possess those qualities but are not leaders? Inconsistencies in the relationship 

between leadership traits and leadership effectiveness eventually led scholars to shift paradigms in search of new 

explanations for effective leadership.  

Contingency Theories 

 Contingency theories of leadership focus on particular variables related to the environment that might determine which 

style of leadership is best suited for a particular work situation. According to this theory, no single leadership style is 

appropriate in all situations. Success depends upon a number of variables, including leadership style, qualities of followers 

and situational features (Charry, 2012).  

Situational Theory 

 Situational theory proposes that leaders choose the best course of action based upon situational conditions or 

circumstances. Different styles of leadership may be more appropriate for different types of decision-making. For example, 

in a situation where the leader is expected to be the most knowledgeable and experienced member of a group, an 

authoritarian style of leadership might be most appropriate. In other instances where group members are skilled experts and 

expect to be treated as such, a democratic style may be more effective.  

Behavioural Theory 

 Behavioural theories of leadership are based on the belief that great leaders are made, not born. This leadership theory 

focuses on the actions of leaders not on intellectual qualities or internal states. According to the behavioural theory, people 

can learn to become leaders through training and observation. Naylor (1999) notes that interest in the behaviour of leaders 

has been stimulated by a systematic comparison of autocratic and democratic leadership styles. It has been observed that 

groups under these types of leadership perform differently: 

¶ Autocratically led groups will work well so long as the leader is present. Group members, however, tend to be unhappy 

with the leadership style and express hostility.  

¶ Democratically led groups do nearly as well as the autocratic group. Group members have more positive feelings, 

however, and no hostility. Most importantly, the efforts of group members continue even when the leader is absent. 

Participative Theory 

 Participative leadership theories suggest that the ideal leadership style is one that takes the input of others into 

account. Participative leaders encourage participation and contributions from group members and help group members to 

feel relevant and committed to the decision-making process. A manager who uses participative leadership, rather than 

making all the decisions, seeks to involve other people, thus improving commitment and increasing collaboration, which 

leads to better quality decisions and a more successful business (Lamb, 2013). 

Transactional/Management Theory 

 Transactional theories, also known as management theories, focus on the role of supervision, organization and group 

performance and the exchanges that take place between leaders and followers. These theories base leadership on a 

system of rewards and punishments (Charry, 2012). When employees are successful, they are rewarded and when they fail, 

they are reprimanded or punished (Charry, 2012).  

Relationship/Transformational Theory  

 Relationship theories, also known as transformational theories, focus on the connections formed between leaders and 

followers. In these theories, leadership is the process by which a person engages with others and is able to ñcreate a 

connectionò that result in increased motivation and morality in both followers and leaders. These leaders are focused on the 

performance of group members, but also on each person to fulfilling his or her potential. Leaders of this style often have high 

ethical and moral standards (Charry, 2012).  

Skills Theory 

 This theory states that learned knowledge and acquired skills/abilities are significant factors in the practice of effective 

leadership. Skills theory by no means refuses to acknowledge the connection between inherited traits and the capacity to 

lead effectively, but argues that learned skills, a developed style, and acquired knowledge, are the real keys to leadership 



Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   59 

performance. A strong belief in skills theory often demands that considerable effort and resources be devoted to leadership 

training and development (Wolinski, 2010).  

Source: Naylor, (1999, p. 524) 

Leadership Styles  

 Leadership styles are the approaches used to motivate followers. Leadership is not a ñone size fits allò phenomenon. 

Leadership styles should be selected and adapted to fit organizations, situations, groups, and individuals. It is thus useful to 

possess a thorough understanding of the different styles as such knowledge increases the tools available to lead effectively. 

Below are a number of leadership styles articulated in the Toolkit (n.d):  

Autocratic Leadership Style  

 Autocratic leadership is an extreme form of transactional leadership, where leaders have complete power over staff. 

Staff and team members have little opportunity to make suggestions, even if these are in the best interest of the team or 

organization. The benefit of autocratic leadership is that it is incredibly efficient. Decisions are made quickly, and the work to 

implement those decisions can begin immediately. In terms of disadvantages, most staff resent being dealt with in this way. 

Autocratic leadership is often best used in crises situation, when decisions must be made quickly and without dissent.  

Bureaucratic Leadership Style  

 Bureaucratic leaders follow rules rigorously, and ensure that their staff also follows procedures precisely. This is an 

appropriate leadership style for work involving serious safety risks (such as working with machinery, with toxic substances, 

or at dangerous heights) or where large sums of money are involved. Bureaucratic leadership is also useful in organizations 

where employees do routine tasks (Shaefer, 2005). The drawback of this type of leadership is that it is ineffective in teams 

and organizations that rely on flexibility, creativity, or innovation (Santrock, 2007).  

Charismatic Leadership Style  

 Charismatic leadership theory describes what to expect from both leaders and followers. Charismatic leadership is a 

leadership style that is identifiable but may be perceived with less tangibility than other leadership styles (Bell, 2013). Often 

called a transformational leadership style, charismatic leaders inspire eagerness in their teams and are energetic in 

motivating employees to move forward. Additionally, a charismatic leader may come to believe that s/he can do no wrong, 

even when others are warning him or her about the path s/he is on; feelings of invincibility can ruin a team or an 

organization.  

Democratic/Participative Leadership Style  

 Democratic leaders make the final decisions, but include team members in the decision-making process. They 

encourage creativity, and team members are often highly engaged in projects and decisions. There are many benefits of 

democratic leadership. Team members tend to have high job satisfaction and are productive because they are more 

involved. This style also helps develop employeesô skills. Team members feel a part of something larger and meaningful and 

so are motivated to by more than just a financial reward. The danger of democratic leadership is that it can falter in 

situations where speed or efficiency is essential. During a crisis, for instance, a team can waste valuable time gathering 

input. Another potential danger is team members without the knowledge or expertise to provide high quality input.  

Laissez-Faire Leadership Style  

 Laissez-faire leadership may be the best or the worst of leadership styles (Goodnight, 2011). Laissez-faire, this French 

phrase for ñlet it be,ò when applied to leadership describes leaders who allow people to work on their own. Laissez-faire 

leaders abdicate responsibilities and avoid making decisions, they may give teams complete freedom to do their work and 

set their own deadlines. Laissez-faire leaders usually allow their subordinate the power to make decisions about their work 

(Chaudhry & Javed, 2012). This type of leadership can also occur when managers do not have sufficient control over their 

staff (Ololube, 2013).  

Transactional Leadership Style  

 This leadership style starts with the idea that team members agree to obey their leader when they accept a job. The 

transaction usually involves the organization paying team members in return for their effort and compliance. The leader has 

a right to punish team members if their work doesn't meet an appropriate standard. The minimalistic working relationships 

that result (between staff and managers or leaders) are based on this transaction (effort for pay).  

Factors that Determine Leadership Style  

 There are a number of factors that can help to determine which type of leadership style is most effective and/or when to 

draw on a different or combination of leadership styles. Listed below are a number of these factors as outlined by Ibara 

(2010, pp. 74-76):  

Size of an Institution/Organization  

 Many organizations have the tendency to grow, and as they grow, to divide into subgroups where the real decision 

making power lies. As institutions or organization grow, problems arise which may become more difficult to address at a 
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macro or senior management level. At the same time, as institutions and organizations grow larger and become more 

multifaceted, there is a propensity for decision making to be centralized (Naylor, 1999).  

Degree of Interaction/Communication: Organizational interaction or communication in this paradigm refers to a relational 

approach between two or more individuals on the basis of social and organizational structures aimed at achieving goals 

(Ololube, 2012). The quantity and quality of interaction in an organization tends to influence the style of organizational 

management with the main issue being that employees must work together in order to accomplish tasks. Organizations can 

operate as open or closed systems. An open system receives information, which it uses to interact dynamically with its 

environment. Organizations are open systems. Openness increases the likelihood of better communication and in turn the 

functioning and survival of organizations (Ololube, 2012) 

Personality of Members: The personality attributes of employees and other managers/leaders can influence the leadership 

style of an organization. Some people tend to react more to certain styles of leadership than others. Individuals who like to 

depend on others generally do not like to participate in organizational affairs since their need for security and direction is 

better served by a rigid organizational structure. Leaders should adapt to such situations by providing opportunities for 

participation to those who desire them and directing those who find it more difficult to participate in organizational decision-

making (Ibara, 2010).  

Goal Congruency: The term goal congruence is applied to an organization that ensures that all its operations and activities 

support the achievement of its goals. Organizations with high goal congruence review their operations and activities to 

ensure that none of these limit or inhibit the ability to achieve organizational goals. In a situation like this, there is a unity of 

direction as everybody (individuals, departments and divisions) is working towards the attainment of a common goal. 

Different leadership styles may be called for depending on the degree of existing goal congruence in an organization.  

Educational Leadership and Management Processes: Leadership in the educational context is also the ability to 

anticipate the future. Through words and examples, leaders in education inspire the whole system by effectively influencing 

the behaviours, thoughts, and feelings of those working within it, and ensure their vision by creating a strategic alignment 

across the whole system (Peretomode, 1991). However, no matter how effective leaders are, they are faced with numerous 

obstacles which they must manage and contain in order to succeed. Warren Bennis in Anyamele (2004) argued that 

leadership is a creative enterprise, involving all in innovating and initiating. Leadership looks at the horizon and not just at 

the bottom-line. A leader makes good decisions which imply a goal, a direction, an objective, a vision, a dream, a path, and 

a reach. According to Bennis, a leader does the following:  

¶ Creates a compelling vision: Leadership has to get people in the organisation to buy into a shared vision and then 
translate that vision into reality. Leaders motivate people by helping them to identify with the task and the goal, rather 
than by rewarding or punishing them. Leaders inspire and empower people; they pull rather than push.  

¶ Creates a climate of trust: Leaders must know how to generate and sustain trust. In order to do this, leaders must 
reward people for disagreeing, reward innovation, and tolerate failure. For a leader to create trust he or she must be 
competent so that others in the organisation can rely on the leaderôs capacity to do the job. To create trust a leader 
must behave with integrity. Finally, to generate trust (and be an effective leader) a leader must achieve congruency 
between what he or she does and says and what his or her vision is. 

¶ Creates meaning: A leader creates meaning by maintaining an environment where people are reminded of what is 
important. A leader helps to define the mission of the institution and models the behaviour that will move the organisation 
towards goals. Leaders are people who can eloquently use words to express the collective goals of the organisation. 

¶ Creates success: Effective leaders perceive and handle ófailureô differently ï they embrace error and vow to learn from it.  

¶ Creates a healthy and empowering environment: Effective leadership empowers the workforce to generate 
commitment, and developed the feeling that organisation members are learning, and that they are competent. Good 
leaders make people feel that they are at the very heart of things, not on the periphery.  

¶ Creates flat, adaptive, decentralised systems and organisations: Bureaucracy does not create leaders, 
bureaucracy creates managers and bureaucrats. Managing change is perhaps the ultimate leadership challenge. 
Strong leadership can often be seen in organisations based on a network or flattened hierarchy model ð a more 
centralised model where the key words are acknowledge, create and empower. On the whole, vision and constancy of 
purpose are central concerns of leaders in educational management and planning. They seek to establish the best 
educational policies and strategies, which involves the improvement of educational programmes and administrative 
services aimed at creating competent graduates capable of entering significant positions in society and, in turn, 
improving educational practices and procedures (Ololube, 2013).  

 
Educational Management Processes  

  Educational management processes involve the arrangement and deployment of systems that ensure the 

implementation of policies, strategies, and action plans throughout a set of integrated practices in order to achieve 

educational goals. Process performance can only be optimised through a clear understanding of how different units of work 
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fit into the whole. Process performance ensures that a fit for purpose management system of the education is developed, 

implemented and constantly improved. It looks at how management gathers information to inform educational policy and 

strategy and involves the application of systems standards covering quality management systems (Lewis, Goodman & 

Fandt, 1995). Process performance, when documented and analysed scientifically and compared with desirable outcomes, 

generates facts on the basis of which the processes in question can be effectively managed and continuously improved. 

This factual information supports decisions at all levels that in turn improve educational process performance further 

(Schoderbek, Cosier & Aplin, 1988). Quality management indicators involve the ways in which educational leaders ensure 

that academic and non-academic staff are continually trained to operate in the innovative and ever-changing educational 

process and that they are building professional learning communities (Harris & Muijs, 2005; Ololube, Dudafa, Uriah & Agbor, 

2013).  

Effective Leadership provides a number of key characteristics which have been proven to be of momentous worth 

¶ Effective educational leadership provides educational institutions with a holistic approach to coherently run the affairs of 
school management;  

¶ Effective educational leadership styles must be based on objective criteria. However, the methods can be defined to 
suit the circumstances of the particular school.  

¶ Effective educational leadership styles should be able to provide a framework through which the essential part of the 
school management are identified and improved upon on a frequent basis.  

¶ Effective educational leadership provides should be able to offer benchmarking opportunities with others both within 
and outside of a school system.  

¶ Effective educational leadership and management of schools create structures and processes and establish 
relationships which enable teachers to engage fully in teaching.  

Conclusions 

 To this end, this article has discussed effective educational leadership in school management and a quality wake up 
call for a better model that has applicability to the Indian education contexts. By examining the circumstances surrounding 
quality educational leadership in relation to school management, this article could conclude that success is certain if the 
application of the leadership styles, principles and methods is properly and fully applied in school management. Quality 
educational leadership tradition offers great opportunity to further refine educational leadership and management policies 
and practices by accepting and utilizing the basic principles and styles. Educational managers know that leadership requires 
a number of judgments each day that requires sensitivity and understanding of various leadership strategies. Thus, bridging 
the gap between theory and practice should be able to provide exploration of dominant leadership strategies to give school 
leaders a solid basis in theory and practical application. School leaders are encouraged to discover the most appropriate 
leadership strategy or a combination of strategies that will best enable their school achieve results. Effective educational 
leadership style in school management is relatively fast, easy and cost effective if applied appropriately. The results of the 
effective educational leadership style applications are feasible for a number of purposes, which include improve 
administrative performance, team-building, and enhanced individual and school innovation in teaching and learning.  
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Abstract 
 The government of India has introduced many centralized scheme for rural poor. In 2006, the government has launched the National 
Rural Employment Guarantee Scheme. This scheme officially guarantees 100 days of employment on government-funded works for every 
rural household in a nation of over 1 billion. This scheme has been able to provide rights-based social protection through guaranteed 
employment for marginalized groups, particularly SC, ST and women. The Indian banking system is more affordable to the middle income 
group, upper middle and high income group. Past six decades most of the rural poor never visited the banks especially the rural women. 
Through this scheme the rural women can able to know how the banking is and what are basic functions are doing by the banks.  
Keywords: National Employment, Rural women, banking,B-MGNREGS  
 

Introduction  

 The Indian women have passed through various phases of civilization as women in other countries. India has been 

symbolized as mother India keeping in view the exemplary qualities of women, viz patience, endurance, love, sympathy and 

generosity. During the early Vedic period a woman enjoyed a high status as she was considered a goddess and was 

respected and shared equal rights and responsibilities with her husband in the family. Woman has been getting indivisible in 

ever religious function. In nineteenth century the Integrated Rural development programme (IRDP) is one of the pioneering 

programme and it should be considered as a holistic development programme for rural poor and this programme creates 

bridge between bank and rural poor. Through the IRDP many of them were come to know that the nationalized banks are 

also ready to serve the rural poor, especially the landless agricultural labourers. However that particular programme is not 

creating much awareness on bank linkages. In this situations the Mahatma Gandhi National Rural Employment guarantee 

Scheme which is providing the better bank linkages to the rural poor.  
 

Statement of the Problem 

 After 60 years of planning, India is still one among the fast developing country in the world. In India, women 

empowerment is slowly increasing in all the level and having one among the vision is the socially neglected and deserving 

people should get recognisation from the society through government funded programme. After the privatization there is a 

huge employment opportunity in and around the rural areas but not in the people living in their own villages as a result the 

capacity earnings may be differ from person to person, at the same time the bank linkages is also gets vast difference 

among the people. However the government of India and state government had been creating the opportunity through Self 

Help Group, however the leaders of the self help groups had familiarity in banking transaction but the members didnôt have 

such kind of familiarity. Most of them are depends an agriculture, the income of the agriculture is only based on the season; 

rest of the time they migrated to Bangalore and Chennai for construction work. In this situation how the MGNREGS may 

fulfill the gaps in bank linkages in the present scenario.  
 

Significance of the Study 

 Sometime the employers, the rich, the officials and even the government look down upon the poor. They are 

considered lethargic, inefficient and a burden on the society. Being unrepresented and powerless women are always the 

targets of attack and hostility by the powerful. They have to face challenges of illiteracy and social prejudice. They lack 

collective power and whenever they make an effort to unite at the local or micro level against the politically, economically 

and socially stronger sections of the society they are crushed. Women today are demanding their position in the society. An 

increasing number of women become providers of family survival, while men searching employment and control over the family and 

money, where women have no control over money. Bank linkages through MGNREGS some of the variables on which the poor 

differ from other degree of participation in benefits from the bank, schemes of bank, bank services, degree of knowledge of 

the large society, political awareness, awareness of social and economic rights and value orientation in politics, religion and 
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social customs maintain that the poor are different and this research brings out a mind blowing idea for rural women bank 

linkage activities.  

Objectives of the Study 

1. To Study the socio economic status of the women through MGNREGS. 

2. To study the womenôs access to banking Transactions through MGNREGS. 

Hypotheses Tested 

1. There is no significant relationship between socio economic status of women and MGNREGS. 

2. There is no significant relationship between women access to bank and MGNREGS.  

Conceptual Frame work  

 In India commonly facing the different types of unemployment, like seasonal unemployment, agricultural 

unemployment, cyclical unemployment, industrial unemployment, technological unemployment, educational unemployment. 

Some of the economist explained unemployment in terms of lack of capital and lack of investment, and high production. 

Some believe that unemployment has its roots in the business cycle following a period of industrial prosperity. However 

unemployment affects the individual, family as well as the society, or it may be said that unemployment causes personal 

disorganization, family disorganization and social disorganization. Women have become increasingly aware of sexual 

inequalities in every aspect of them. The word women empowerment essentially means that the women have power or 

capability to regulate their day-to-day in the socio, economic and political power which enables them to move from the 

periphery the higher position. However the Panchayath Raj System provides the women empowerment through reservation 

especially the representation from SC/ST inclusively from the women and the women representation has been made very 

easily.  Most of the time the women representative are not free from male domination in village level administration (Village 

Panchayath), if the women have knowledge in the socio economic and political aspect but they are all treated as sub 

standard decision makers. 

 The MGNREGS is the largest rural employment scheme in Asian countries at the same time it also focused at global 

level achievements of India. This programmes developed in response to the constant elevation of poverty and inequality.  

Mukundan, (2009) stated that the Government of India as a rights-based, demand- driven, self-selecting, bottom-up 

scheme In addition to providing rural households with supplementary employment, Planning Commission (2011) revealed 

that MGNREGS also seeks to encourage and facilitate the empowerment of women through financial inclusion and 

independence, strengthen civic participation, as well as improve the rural landscape.  

 Ruparelia (2013), we argue that the extent to which these rights can be guaranteed is contingent upon effective 

governance structures that can overcome social, political and economic barriers that both accept and reinforce deeply 

entrenched inequalities between citizens. Athreya et al. (2014) found that in India, overall, only 10% of the households that 

use MGNREGA were able to get 100 days of work, and the majority of users were men. Imbert and Papp (2015) have been 

stated that an aggregate increase in casual labour wage of 4.2% and an aggregate decrease in private sector work of 

1.8%. On balance, however, our analysis suggests that, although there may be some income benefits in the short term, 

marginalized citizens in the Indian context are unlikely to experience significant long-term benefits due to MGNREGS. 

 
Methodology 

 The population of the study covers women those who are working under the MGNREGS Tirupattur block of Vellore 

district. This block thickly populated with Other Backward Communities and Scheduled Caste and Scheduled Tribes. The 

study focuses on descriptive design and to use simple random sampling method for data collection and its covered 125 

respondents from the total populations having bank account.  

Analysis of data 

Educational Qualification of the Respondents 

 Educational background of participants is vital in any research as it determines the ability to perceive the research tool and 

respond appropriately and it is generally experienced that if the respondents are from the intellectual background then the data 

collected will be more accurate and more reliable. The following table shows the educational qualification of the respondents  

Table 1: Educational Qualification of the Respondents 

 The above table clearly shows that three fifth 

(60%) of the respondents have no educational 

background and the very least (12%) of them are 

completed the Secondary School Leaving 

Certificate. The MGNREGS gives more employment 

opportunities only for the illiterate people.  

 

 

Educational Qualification No. of Respondents Percentage 

Illiterate  75 60 
Primary  35 28 

Secondary  15 12 

Total 125 100 
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Family Members of the Respondents 

 Family size is an important variable as it helps to find out how an individualôs income is shared. It is proved that, more 

the number of family members, more struggles a worker faces to meet the needs of his dependents. If he is unable to meet 

such needs, the person easily get frustrated. The following table shows the family members of the respondents  

Table 2: Family Members of the Respondents 

 Above table reveals that more than half (64%) of the 

respondents have 1 to 2 children. More than one fifth of the 

respondents have 3 to 4 children and one fifth (22%) of the 

respondents have 5 to 6 children. It could be interpreted that 

more number of employees has one or two children.  

 
Satisfactory Level of Banking Transaction 

 Every banking company has to strengthen their customers through various schemes and benefits. Through the MGNREGS 

most of the respondents are having a separate saving bank account with zero balance schemes or with minimum balance.  

 
Table 3 

 The above table shows that nearly two fifth (38%) of 

the respondents having high satisfaction of the banking 

service and one fourth (26%) of the respondents have low 

satisfaction. It shows that even though they provide quality 

of service to the respondents but the respondentsô level of 

satisfaction is low.  

 
Table 4: Relationship Between Socio Economic Status and MGNREGS 

  

Chi -Square Test 

 Chi-square test has been done to find out the 

statistical association between the women category 

and level of socio economic status. Since the level of 

significance is more than 0.05 H0 is accepted and hence it could be stated that there is no relationship between socio 

economic status and level of job of socio economic status.  
 

Findings and Conclusion  

 From the analysis majority of the respondents avail all facilities provided by the banks. Nearly one fourth (23%) of the 

respondents having the habit of using the bank facilities, due to their ignorance the respondents the modern function of 

banking is not yet reached to the rural poor. MGNREGS provides equal wage and equal workforce to rural women, how the 

bank is maintaining their bank pass book and play vital role in social audit, participation in management. Finally MGNREGS 

to provide widows and single women can get the employment and this research can bring valuable findings for the policy 

maker and the implementing agency.  
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Family members No. of Respondents Percentage 

1-2 80 64 
3-4 18 14 

5-6 27 22 

Total 125 100 

Level of Satisfaction No. of Respondents Percentage 
Low  32 26 

Moderate  45 36 

High 48 38 

Total 125 100 

Women 
Level of socio economic status of 

Respondents Total 
Low Moderate High 

Other Backward 15 26 28 69 

Schedule caste 7 8 31 46 

Schedule tribes 2 6 2 10 

Total  24 50 61 125 

Chi-Square  
Value 
1.352 

Degrees of  
Freedom 

4 

Level of  
significance 

0.835 
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Abstract  
 Pioneering economist John R.Commons used the term ñHuman resourceò in this 1893 book The Distribution of Wealth but did not 
further build upon it. The term ñHuman resourceò was subsequently u use during the 1910s and 1920s as was the notion that workers 
could be seen as a kind of capital asset. Among scholars the first use of human resource in its modern form was in a 1958 report by 
economic E. Wight Bakke. The term began to become more developed in the 19th century due to misunderstandings between the 
employers and employees. It is necessary to understand the term óManagementô before starting our discussion on óHuman Resource 
Managementô Management is basically concerned with the performance of planning, organising, directing, co-ordinating and controlling, 
which, in fact, are its main functions. Management is also regarded as the art of getting things done throughothers. It is not possible for 
any individual to do all the work himself. 
Keywords: Policies, Employee Welfare, Compensation, Motivation, Promotion. 
 

Introduction 

 Marketing is defined by the American Marketing Association as ñthe activity, set of institutions, and process for creating 

communicating, delivering and exchanging offerings that have value for customers, clients, partners, and society at large.ò 

The term developed from the original meaning which referred literally to going to a market to buy or sell goods or services. 

Among the various factors of production, which are used in an organisation, human resource management is the most 

important. This is because the efficient use of physical resources ( EX .land, machinery, materials) ultimately depends on 

how the human factor is put to good use on various operations. The most efficient Machinery in the world will not produce at 

an optimum level unless the people who operate the machinery know how to make it perform at its best and most 

importantly, are motivated to make their equipment produce efficiently. 
 

Functions of Human Resource Management  

Managerial  

 Planning - In this function of HRM, the number and type of employees needed to accomplish organisational goals is 

determined. Research is an important part of this function, information is collected and analysed to identify current and 

future human resource needs and to forecast changing values, attitude, and behaviour of employees and their impact on 

organisation.  

 Organising - In an organisation tasks are allocated among its members, relationships are identified, and activities are 

integrated towards a common objective. Relationships are established among the employees so that they can collectively 

contribute to the attainment of organisations goals. Division of work among employees Delegation of authority (transfer of 

official rights by a superior to his subordinate) 

 Directing - Activating employees at different level and making them contribute maximum to the organisation is possible 

through proper direction and motivation. Taping the maximum potentialities of the employees is possible through motivation 

and command. By performing the directing function, the human resource manager will also be able to get the whole-hearted 

support and co-operations of all hissubordinate staff. 

 Controlling - After planning, organising, and directing, the actual performance of employees is checked, verified, and 

compared with plans. If the actual performance is found deviated from the plan, control measures are required to be taken.  

¶ Establishing standards 

¶ Measuring actual performance 

¶ Comparing the actual performance with the standards laid down already  

¶ Measuring deviations and 
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¶ Taking corrective actions 

 Controlling, in the context of human resource management, is performed by means of direct observation, supervision, 

reports and audit. 
 

HRM Policies  

 Human Resource Management policies guide to action. They offer the general standards or parameters based on 

which decisions are reached. They serve as guide for managers on the issues like staffing (physically challenged only), 

selection (based on merit), promotion (leads to promotion) & compensation. 

 It is generally derived from the personal objectives of an organisation. It summarises past experience in the form of 

useful guidelines that help managers to speed-up the decision-making process. As a guide to executive thinking, it permits 

managers to transfer some of the recurring problems to subordinates. 

Originated ï These are established by the top management deliberately so as to guide executive thinking at various levels. 

Appealed ï These are formulated to meet the requirement of certain peculiar situations which have not been covered by the 

earlier policies. 

Imposed ï They formed under pressure from external agencies such as government, trade associations and unions. 

General ï They reflect the basic philosophy and priorities of the top management if formulating the broad plan for mapping 

out the organisationôs growth chat. 

Specific ï These polies cover specific issues such as hiring, rewarding and bargaining. Such polices, however, should be in 

line with the basic framework offered by the general policies.  

Written or implied ï Implied policies are inferred from the behaviour of member (like dress code, gentle tone hen talking to 

customer, not angry at work etc.,)  
 

Relationship with HRM 

 Health and safety ï Managers at all levels are expected to know and enforce safety and health standards throughout 

the organisation. They must ensure a work environment that protects employees from physical hazards, unhealthy 

conditions and unsafe acts of other personnel. Employee Welfare ï Employee welfare includes the services, amenities and 

facilities offered to employees from physical, psychological and social well-being. 

Environment of HRM 

¶ Work force Diversity 

¶ Economic and technological change 

¶ Globalization  

¶ Organisational Restructuring 

¶ Changing Nature of Work 

HR Development 

 Human resource play an important part of developing and making a company or organization at the beginning or 

making a success at the end, due to the labour provided by employees. Human resource is intended to show how to have 

better employment relations in the workforce. Also, to bring out the best work ethic of the employees and therefore making a 

move to a better working environment. 

Talent Mobility 

 Provides the insight and execution for full international expatriates (usually for executives) or local plus (partial-package 

expatriates), from pre-move informative guide, to post-move export management program. 

 Compensation - Design and manage compensation programs related to basic salary, bonuses, and stock plans. 

Evaluation of positing of salary structures, bonus plans and stock plans for clients are common. Specialisations are often 

based on employee type ex. Executive compensation consultants and sales compensation consultants. 

Traditional HRM 

 The governance of manpower of the organisation in a thorough and structure manner is called Human Resource 

Management or HRM. A managerial function which implies framing of HR strategies in such a way to direct employeeôs 

efforts towards the goals if an organisation is known as SHRM The process of HRM is reactive in nature. On the other hand. 

SHRM is a proactive management function. In human resource management, the responsibility of manpower lies with the 

staff specialists, whereas in strategic human resources management, the task of managing the work force, is vested in the 

line managers. HRM supports short-term business goals and outcomes, but SHRM supports long-term goals and results of 

business. 
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Benefits of HRM 

¶ HRM helps in Hiring and Training the Workforce 

¶ HRM takes care of the Performance Management System 

¶ HR helps in building culture and values in the organization 

¶ Conflict Management is also an important responsibility of HR 

¶ HR is responsible for developing good relations 

Skill and Capabilities required 

 The performance of any job requires certain skills and capabilities on the part of the employee. For example, a person 

who is engaged in such operations as lifting, loading, unloading etc., is supposed to have good physical stamina. A 

salesman is expected to have good communication ability. 

Motivation 

 Motivation is a general inspirational process which gets the members of the team to pull weight effectively to give their 

loyalty to the group to carry out properly the tasks that they accepted and generally to play an effective part in the job that 

the group has undertaken. 

Promotion 

 Promotion may be defined as an upward movement of an employeeôs position in the enterprise. An employee who has 

been promoted moves to a higher level job that gives higher salary, greater authority and accountability as well. Promotion is 

also necessary to keep the level of job satisfaction and morale of the employees high. The employee, obviously, will have a 

higher level of job satisfaction and morale only if he is assigned a job commensurate with his qualification and experience. 

Objectives of HRM 

 There is often a clash between individual goal and organisational goal. HRM aims at integrating personal and 

organisational goals by guiding the employees to work with a sense of involvement, commitment and loyalty towards the 

enterprise. HRM ensures a higher level of job satisfaction among employees by providing them the assured of equitable 

remuneration and social security benefits like provident found, gratuity, insurance etc. The employees re involved in the 

process of decision-making. The decisions binding on employees are made with their participation. In other words, the 

management does not take unilateral decisions. As employees are involved in decision-making they extent their support to 

the implementation of the implementation of any decision and do not show resistance in Human Resource Management. 

Conclusion 

 The employeeôs are needs of staff and use temporary staff of the employees to fill these needs. Recruit and train the 

best employees Supervise the work and manage employee relations, unions and collective to the HRM prepare employee 

record and personal policies employees are needs and satisfaction HRM Into very business to using dept. An HRM in 

employees oriented it is very importance business world In Human Resource Management. 
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Abstract 
 This paper discusses about the benefits of Eïmarketing and the development plans to build the relationship with our customer 
through internet marketing. It also discusses about the planning, tactics in the digital marketing channel available to the customerôs 
requirements. We gave out the developing model of e-marketing and simply analyzed the model and its functions. From this paper we 
obtained that e-marketing advantages and the planning to identify the customer legal requirements relating with digital marketing like SMS 
marketing. E-marketing means using digital technologies such as websites, mobile devices and social networking to help reach your 
customer base to create an awareness of your brand and sell your goods or services. These technologies can be used cheaply and 
effectively for your company or your business model. 
Keywords: E-Marketing, Digital Marketing, SMS, Strategy (SMART). 
 

Introduction 

 E-marketing means using digital technologies such as websites, mobile devices and social networking to help reach your 

customer base, create awareness of your brand and sell your goods or services. These technologies can be used cheaply and 

effectively, whatever the size of your company or your business model. The basics of marketing remain the same - creating a 

strategy to deliver the right messages to the right people. Though businesses will continue to make use of traditional marketing 

methods, such as advertising, direct mail and PR, e-marketing adds a whole new element to the marketing mix. Its flexible and 

cost-effective nature makes it particularly suitable for small businesses. This guide describes the benefits of e-marketing, what the 

stages are for developing an e-marketing plan and also outlines some of legal issues that you will need to consider. The guide also 

provides a basic e-marketing plan template that you can download and use for your own business. 
 

The benefits of E-marketing 

 E-marketing gives businesses of any size access to the mass market at an affordable price and, unlike TV or print 

advertising, it allows truly personalized marketing. Specific benefits of e-marketing include: 

¶ Global reach - a website allows you to find new markets and trade globally for only a small investment. 

¶ Lower cost - a properly planned and effectively targeted e-marketing campaign can reach the right customers at a 
much lower cost than traditional marketing methods. 

¶ Trackable, measurable results - web analytics and other online metric tools make it easier to establish how effective 
your campaign has been. You can obtain detailed information about how customers use your website or respond to 
your advertising. See our guide on measuring your online marketing. 

¶ Personalization - if your customer database is linked to your website, then whenever someone visits the site, you can greet them 
with targeted offers. The more they buy from you, the more you can refine your customer profile and market effectively to them. 

¶ Openness - by having a social media presence and managing it carefully, you can build customer loyalty and create a 
reputation for being easy to engage with. See our guide on online business networking and social networking. 

¶ Social currency - e-marketing lets you create engaging campaigns using different types of rich media. On the internet 
these campaigns can gain social currency - being passed from user to user and becoming viral. 

¶ Improved conversion rates - if you have a website, then your customers are only ever a few clicks away from 
completing a purchase. Unlike other media which require people to get up and make a phone call, or go to a shop, e-
marketing can be seamless and immediate. 
Together, all of these aspects of e-marketing have the potential to add up to more sales. 

Stages in developing your e-marketing plan 

 It is important to recognize that planning for e-marketing does not mean starting from scratch. Any online e-

communication must be consistent and work with the overall marketing goals and current marketing efforts of your business. 

The main components of an e-marketing plan will typically include the following stages 

¶ Identify your target audience - if you identify multiple targets, rank them in order of importance so that you can 

allocate resources accordingly. Profile each target group and understand their requirements and expectations. This 

type of customer segmentation will help you choose the right tactics for your plan. 

http://www.nibusinessinfo.co.uk/bdotg/action/layer?site=191&topicId=1087184175
http://www.nibusinessinfo.co.uk/bdotg/action/layer?site=191&topicId=1081903308
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¶ Understand your competitors - profile your competitors and the market in which you operate. What types of online 

marketing do your competitors use and how well do they perform? This type of benchmarking will help you understand 

the environment in which you are operating. See the page in this guide on planning - situation analysis. 

¶ Set your objectives - possible objectives could include raising awareness of your brand, improving sales or online 

registrations, improving customer retention, providing greater internal efficiencies such as decreased marketing costs 

and reduced order-taking and fulfillment costs. The objectives that you choose depend on your business needs. For 

more information see the page in this guide on planning - objectives and strategy. 

¶ Plan your tactics - once you have a top-level strategy including your overall objectives, you need to identify the tactics 

that you want to use. The plan can also cover any other non-internet marketing activities that are being undertaken. 

Think about how you will measure your success - build in feedback mechanisms and regular reviews to enable you to 

assess the performance of your e-marketing activities and identify areas for improvement. For more information, see 

the page in this guide on planning - tactics. 

¶ Agree a budget - careful budgeting allows you to prevent costs spiraling out of control. Identify the returns you expect 

to make from your investment in e-marketing activities and compare these with the costs in order to develop a 

cost/benefit analysis. For more information, see the page in this guide on planning - budget. 
 

Planning - Executive Summary 

 The executive summary of your e-marketing plan should provide a short synopsis of your entire e-marketing strategy. It 

should include highlights from each section of the rest of the document. The role of the executive summary is to provide 

enough detail to interest busy senior executives and encourage them to buy in to the e-marketing plan and how it can 

benefit the business. It should be concise - ideally a page in length - easy to understand, and interesting without using hype. 

It's advisable to write this section of your plan after you have completed the rest. 
 

The summary should outline the following 

¶ Your business environment 

¶ The key issues that have emerged from your situation analysis 

¶ The key objectives of your e-marketing plan 

¶ The strategies and tactics to be used 

¶ The projected outcomes and expected return on investment 
 

Planning - Situation Analysis 

 The situation analysis section of your e-marketing plan needs to describe the context in which your e-marketing will take place. It 

should include an analysis of your business' internal (micro) and external (macro) environments. Internal considerations include: 

¶ Customers 

¶ Market, and any trends in this 

¶ Current online proposition 

¶ Competitors 

 External considerations include: 

¶ Social - how changing consumer attitudes could affect your approach 

¶ Legal ï i.e., complying with e-marketing laws, such as data protection 

¶ Environmental ï e.g., making sure your approach is ethical and sustainable 

¶ Political - how local or national government could impact on your plan 

¶ Technological - how advances in technology could affect your marketplace 
 

Planning - Objectives and Strategy 

 The objectives you decide on for your e-marketing need to be SMART (Specific, Measurable, Attainable, Relevant and 

Timely). For more information on SMART, see the page on your marketing objectives in our guide on how to write a 

marketing plan.  When defining your e-marketing objectives, you should think about how they will align with your overall 

business' goals and your key performance indicators. You should also consider what the return on your investment will be - 

this is likely to be financial, but could also include, for example: 

¶ An improved conversion rate 

¶ Greater brand awareness 

¶ An increase in visits to your website 

¶ A greater market share 

 How you measure the success of your plan will depend on your general business and marketing objectives. This will 

differ from business to business. Your plan needs to look at the whole customer journey ï i.e., how a customer will become 

http://www.nibusinessinfo.co.uk/bdotg/action/detail?itemId=1087355372&site=191&type=RESOURCES
http://www.nibusinessinfo.co.uk/bdotg/action/detail?itemId=1087355537&site=191&type=RESOURCES
http://www.nibusinessinfo.co.uk/bdotg/action/detail?itemId=1087356511&site=191&type=RESOURCES
http://www.nibusinessinfo.co.uk/bdotg/action/detail?itemId=1087356628&site=191&type=RESOURCES
http://www.nibusinessinfo.co.uk/bdotg/action/detail?itemId=1075313260&site=191&type=RESOURCES
http://www.nibusinessinfo.co.uk/bdotg/action/layer?site=191&topicId=1073869186
http://www.nibusinessinfo.co.uk/bdotg/action/layer?site=191&topicId=1073869186
http://www.nibusinessinfo.co.uk/bdotg/action/layer?site=191&topicId=1073869186
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aware of your brand, why they will then want to visit your website and finally how easily will they be able to make a purchase 

or register once on your site. This can be summarized simply as awareness, acquisition and conversion. Different online 

tactics will support different parts of this customer journey. 

Strategy 

 Once you have defined your objectives, you should provide a summary of your strategy, showing how you are going to 

use e-marketing to meet your goals. This should summarize the 'big picture' and lead naturally into the next section of your 

plan, in which you will define the tactics that you want to use.  

 
Planning - Tactics 

 The tactics section of your e-marketing plan will describe how you will implement your strategy, and defines the 

channels and tools that you will use. It should define what you hope to achieve by using each tactic, how this relates to your 

main objectives, and how you will measure your performance. Your tactics should include: 

¶ A summary of your digital marketing mix - what channels will you use? 

¶ The reasons why you have chosen each channel and details of implementation 

¶ The customer segmentation that you will use and how each channel will be targeted 

¶ A summary of the metrics that you will use to measure performance for each channel 

¶ What key performance indicators you will use to assess performance 

 
Digital Marketing Channels Available for you to use 

 Email - great for building relationships and keeping your customers up to date with offers, and is less intrusive than 

telephone marketing. However, growing concerns about spam mean you need to make sure you adhere to government 

regulations. For more information, see the page in this guide on legal considerations in e-marketing. 

 SMS (short messaging service) - almost everyone has a mobile phone, so marketing via text messaging is a viable option. 

However, the personal relationships people have with their phones means marketing needs to be carefully considered. 

 Websites - a hugely flexible option to meet any marketing need. However, with so many other websites, you need a 

strategy for getting yours noticed and used. 

 Presenting your tactics in a table will help make your summary easier to read. It may also be useful to group tactics into 

awareness, acquisition and conversion activities. If you are employing an agency to carry out specific parts of your e-

marketing, they should feed into this section. 

 
Legal considerations in e-marketing 

 There are a number of regulations that relate specifically to e-marketing. You need to keep abreast of developments in 

this area to ensure that you are complying with the various rules. 

 
Email and SMS marketing - regulations 

 There are rules covering marketing emails and SMS messages to individuals. 

 The Privacy and Electronic Communications Regulations introduced an opt-in consent procedure for commercial 

emails - which means you can only target people who have agreed to be contacted. 

 The rules only apply to new customers. You can continue marketing to existing customers provided they can opt-out of 

future messages and the marketing messages cover similar products and services. 

 You must also clearly mark your emails with your contact details and include a valid return email address. 

 

Conclusion 

 The basics of marketing remain the same - creating a strategy to deliver the right messages to the right people. Though 

businesses will continue to make use of traditional marketing methods, such as advertising, direct mail and PR, e-marketing 

adds a whole new element to the marketing mix. Its flexibility, wider coverage and cost-effective nature make it suitable for 

all nature and type of businesses including small businesses.  
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Abstract 
 The present study investigated the teaching facultiesbehaviour of tipping in the general context. The methodology involved 
interviews with the teaching faculties using random sampling technique.Tipping is stimulated due to the individualôs reaction towards the 
service received or situation or expectation. Tipping has become an income generating business in India, which is not regulated properly. 
Tipping is also viewed as unethical behaviour, since, it is one of a bribing category. The study was conducted with hundred and seven 
teaching faculties working in Vellore city by using random sampling technique. Age, Income, Experience and Perception of Tipping are 
dependent variables; Stimulation and Tipping Size are the independent variables. Factor Analysis, Chi-square and SEM were used to 
analysis the data and found that there is significance between tipping behaviour and age, experience & income.  
Keywords: Tipping, service, dress, social norms. 

 
Introduction 

 Earlier in India, tipping behaviour is unethical, but today, it is very prevalent in the country and most popular in cities. 

Tipping is very familiar in hotel industry and ofcourse, there are other places where services are rendered are more prone to 

tipping, examples parking, hospitals, lodges, room-attenders, servants, drivers, etc. Tipping is exchange of benefits between 

the consumer and the person who provides the service. This behaviour of the consumer has significance in the industry 

either positive or negative. There are no formal rules among the consumers or the receiver on ñtipsò. Tips is also a form of 

bribing, if then, what motivates the consumer to tip? is the question which should be answered worldwide. This paper 

discusses the behaviour of the teaching community in Vellore city. It tries to exhibit the perceptions on tips, stimulating 

factors of tips and size of tips. There are more areas to research in this income generating industry. 

 
Review of Literature 

 Tips have significance with food portion, beverage portion, gender, alcohol consumption and friendliness of server 

(Cho, 2014). Tipping proves to be significant with the factors researched by Cho, the same findings are found in the Indian 

context as well and this study also proves that gender and friendliness has more impact on tipping behaviour. Cho found out 

the results based on the study among the student community who are not salaried, therefore, his findings cannot be 

generalised. The present study results can be generalised. Axelrod (1984) in his research found that, relationship between 

service and tipping should be stronger for regular customers than irregular customers. Customers, if they want to avail the 

best service regularly then they tip more, if a customer is not going to return again to avail the service, then the tip doesnôt 

matter. Melville (2014) conducted a study during the National arts festival at South Africa and found that farmers tip more if 

the service is good. In India, this tipping behaviour is not found among the farmers but teaching community showed 

significance in India. Meta-Analysis conducted by Lynn & McCall (1997) shows that bill size is the largest predictor of tip size 

followed by server attractiveness, server friendliness and customer mood. This present study also supports the work of Lynn 

and McCall. Norms clearly influences the human behaviour, it is enforced by internalized feelings of guilt and shame (Conlin, 

Lynn, & O'Donoghue, 2003). Consumers think that, tips is a social norm, if they donôt offer a tip, then they feel guilty.  

The study conducted by Parrett (2006) found that men tipped an average of 20%, compared with women who tipped an 

average of only 18.87%, the present study also proved to be significant among the teaching community. 

 
Objectives of the Study 

¶ To find out the perception of tips among the teaching faculties. 

¶ To find out the stimulating factors among the teaching faculties. 

¶ To find out the tipping behaviour among the teaching faculties. 

¶ To find out the tipping habit among the teaching faculties. 
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Research Methodology 

 The study was conducted among the teaching faculties those who are working in the arts and science colleges in 

Vellore city. Four colleges are situated in the city limits and the population is finite. Simple Random Sampling method was 

chosen to collect the data by using structured questionnaire. The reliability test showed the Cronbachôs Alpha score of 

0.754. Data was collected from 110 faculties and from that 107 was used for analysis. Three questionnaires were not fit 

since they were incomplete. ANOVA, Chi-square and Structural Equation Model was used to explain the data. 

 
Analysis and Interpretation 

 Frequency of the data found that the minimum age of the respondent is 22 years and the maximum age is 58 years, the 

mean age of the study is 39 years and it represents the entire teaching facultyôs behaviour in Vellore city. 

 
Table 1: Age Group of the Respondents 

 The table 1 shows that the majority of the 

respondents belong to the age group of 25 years to 

35 years, and the data represents a significant impact 

of young teachers, they form 35.5 percent of the total 

sample. 

 

 

Table 2: Gender of the Respondents 

  
 From the table 2, the study has a clear classification and representation of both 

male and female, 58 percent are male and 42 percent are female. 

 

 

 Table 3: Employment Type 

 
 The study has almost equal number of government and management teachers, it 

was very helpful for the study to analyses based on their income and type of the 

employment (Table 3). 

 

 Table 4: Tipping Habit 

  

 The study found that 63.6 percent have the tipping habit, 8.4 percent donôt have 

the habit, and 28 percent of the teachers tip sometimes (Table 4). 

 

 

 

 Table 5: Tips Means 

 It is found out that 51.4 percent of the teaching faculties perceive that tips means a 
gift, 20.2 percent perceive as reward, 19.6 percent as social norm and only 2.8 percent 
perceive it as obligation. Stimulators of tipping and Behavioral are the two variables with 
11 variable in stimulating factor and 6 variables in tipping behavior were used. The 
variables were analysed using Structural Equation Model with LISREL software and 
found that it doesnôt fit well since the RMSEA is 0.142 which is greater than 0.05, and 
none of the factors shoed the score above 0.95 in both stimulating and tipping size 
behavior. 

 

Recommendation, Suggestion and Findings 

 It is recommended to tipping industry to formulate strategies to motivate the teaching faculties to increase the tip size 

since, majority of the teachers has the habit of tipping. Tipping is an income generating service industry. It is suggested to all 

the service industry managers to formulate or train their employeeôs who are directly involved in receiving the tips from the 

consumers to dress well and increase their attractiveness to earn more tips. It is found that, teaching faculties perceive that 

tipping is a gift and they donôt think it as unethical since, only 2.8 percent think it as obligation. 

Age Group Frequency Percent 

Below 25 years 22 20.6 

25 to 35 years 38 35.5 

36 years to 45 years 35 32.7 

Above 45 years 12 11.2 

 107 100.0 

Gender Frequency Percent 

Male 62 57.9 

Female 45 42.1 

Total 107 100.0 

Type Frequency Percent 

Aided 55 51.4 

Unaided 52 48.6 

Total 107 100.0 

Habit Frequency Percent 

YES 68 63.6 

NO 9 8.4 

Sometimes 30 28.0 

Total 107 100.0 

Type Frequency Percent 

Gift 55 51.4 

Reward 28 26.2 

Obligation 3 2.8 

Social Norm 21 19.6 

Total 107 100.0 
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Table 6: Pearson Chi-Square 

Variables and Factor Significance 

Age and Service Quality 0.037 

Age and Dress 0.187 

Income and Service Quality 0.267 

Income and Dress 0.069 

Experience and Service Quality 0.006 

Experience and Dress 0.108 

 It is found out from the study that Age and Service 

has significance among the teaching faculties tipping 

behavior (0.037), as such, Experience and Service also 

has significant in the tipping behavior (0.006). 

 
Limitations of the Study 

 The study was conducted only in Vellore city and only 

among the teaching faculties who work in four arts and science colleges. Therefore, to generalize the findings, the future 

researchers can attempt to study at bigger sample covering a district or state. 

 
Conclusion 

 It can be concluded that, tipping industry is a huge income generating industry which is growing rapidly in India. It need 

to be organized with different views, i.e. tipping as unethical behavior and another is tipping as ethical behavior. This study 

attempted to prove that according to teaching faculties tipping means ñgiftò and tipping size depends on the service they 

receive and the how the service provider looks. There are yet more questions to be researched since many organizations 

does not allow their employees to get tips. Finally, tipping is widespread in the world and it keeps growing. 
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Abstract 
 The main objective of this article is to describe the importance of relationship of various components of pricing methods for attaining 
competitive advantage in market. Pricing methods comprise of Product pricing methods and Service pricing methods. Generally the 
Product pricing methods consist of product, price, place and promotion and it is generally used for pricing methods of tangible goods. 
However Service pricing methods are related to three different variables for example people, process and physical evidence .In our 
economy; price influences the allocation of resources. In companies, price is one significant factor in attaining high market share. Main 
pricing objectives are, profit maximization, high market share, to attain status quo by stable price and meeting competition in the market. 
There are four major methods for price determination, i.e. (1) Cost based pricing, (2) Break-Even Concept (3) Demand based pricing and 
4) Pricing related to market. Price setting is influenced by market conditions. The pricing methods involves the decisions related to which 
the products will be made available at a particular price, may be different price will be charged for the same product as per different 
market. Mostly pricing methods changes as per marketing conditions and also with changing environmental factors. 
Keywords: Pricing Methods, Market-skimming pricing, Market-penetration pricing, Price Competition.  

 
Introduction 
 A productôs price influences wages, interest, rent and profits. Price is a regulator of the economy because it regulates 

allocation of the factors of production. Pricing methods are the combination of different marketing decision variables being 

used by the firm to market its goods and services. A break-even point is that quantity of output at which total revenue equals 

to total costs, assuming a certain selling price. Another method of pricing is marginal analysis, which calculates demand as 

well as costs to determine the suitable price of the product. After identifying the market and gathering the basic information 

about it, the next step is the direction of market programming, is to decide upon the instruments and the strategy to meet the 

needs of the customers and the challenge of the competitors. It offers an optimum combination of all marketing ingredients 

so that companies can realise goals for example profit, sales volume, market share, return on investment etc. Productôs 

price is an important factor in determining its market demand [1]. Some firms use higher prices to transmit an image of 

superior quality and it is most likely to work well in the case of services and certain goods for which consumers have 

difficulty in judging quality. Pricing should be aimed toward a goal. Basically pricing objectives are to achieve a targeted 

return, to profit maximization, to increase market shares, to stabilize prices and to meet the competition. The marketing 

manager has to take into account the impact of different factors which are categorized under the 4 Pôs to decide pricing 

methods for a product. The pricing method or strategy means the route taken by the firm in fixing the price. Apparently, the 

method must be appropriate for achieving the set goals of pricing. There are several methods of pricing. Each of them is 

appropriate for achieving particular pricing objective. The different methods of pricing can be grouped into a few broad 

categories as shown in the above table. 1. All these elements are very significant and they share a common orientation. 

Table 1: Important Methods of Price Determination 
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Mark-up pricing  

Full cost pricing  

Marginal cost pricing 

Break Even Concepts Determination of break-Even point 

Demand Based Pricing 
Skimming pricing  
Penetration pricing  

Pricing as er Competition 
Pricing to meet competition 

Pricing below & above competition 
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Important Methods of Price Determination 

 Always there are different factors that influence the development of strong customer relationships in market [2]. 

Organizations are concentrating on the strong exchange relationships; and an understanding of relationship value of a 

customer as there is a framework which suggests that interrelationship between the variables of pricing methods at different 

levels. Each successive level of methods results in ties that bind the customer little closer to the firm. Price is the amount the 

consumer must exchange to receive the offering [3]. As the price of a product depends on different elements and hence it is 

changes constantly thus the pricing should be dynamic so that it can bear the changes over duration. The important factor in 

pricing is the deciding the cost of the product, strategy for marketing & its expenses related to distribution, advertisement 

expenses or any kind of price variation in the market. Nonetheless if there is change in all the variables then generally the pricing 

of the product may vary accordingly. Pricing at prevailing market levels makes sense for firms selling standardized products and 

also for individual firms in oligopoly, two variations of market level pricing are to price below or above the levels of competitors. 
 

Pricing 

 Price refers to a physical product or service for a consumer is ready to pay. Price is the amount of money paid by the 

buyer for acquiring product or service [5]. It includes tangible goods like furniture; garments, grocery items etc. and 

intangible products like services are purchased by consumers. The product is the key element of any pricing methods. The 

Pricing methods are conjuration and it can only be implemented by marketing managers. Pricing methods is a greatest 

strategy for attaining competitive advantage for any firm. The customer is king thus it is mandatory to employ excellent 

pricing methods by marketing manager is essential as these key elements will satisfy the customer needs and demands. It is 

highly necessary to plan and implement appropriate Pricing methods in 4PôS for competitive advantage. Marketing 

management is about placing the right product, at the right price, at the right place, at the right time. Following are the 

methods for pricing methods by 4pôs for competitive advantage:  
 

Pricing Methods 

Cost Based Pricing 

 The following approaches are commonly used under cost based pricing. 

¶ MARK-UP PRICING (COST PLUS PRICING): In mark-up pricing the selling price of the product is fixed by adding a particular 

margin or mark up to its cost. Generally, distributive trade and marketing firms, who do not have any manufacturing of their own, 

prefer this method. The slower the turnaround of the product, the larger is the mark-up and vice-versa. 

¶ FULL COST PRICING (ABSORPTION COST PRICING): Full Cost pricing is the pricing method that many among the 

manufacturer firms adopt. It is based on the estimated unit cost of the product with the normal level of production and 

sales. A profit margin is added to this unit cost. This method uses standard costing techniques and works out the 

variable cost and fixed costs involved in manufacturing, selling and administering the product. The selling price of the 

product is decided by adding the required margin towards profit to such total costs.  

¶ MARGINAL COST PRICING: Marginal cost pricing targets at maximising the contribution towards fixed costs. Marginal costs 

include all the direct variable costs of the product. In marginal cost pricing, these costs are fully realised and also a portion of 

fixed cost is also realised. The major difference in full cost pricing and marginal cost pricing is that the latter gives the flexibility 

not to recover a portion of the fixed costs depending upon the market situation. It also gives flexibility to recover a larger share of 

the fixed costs from certain customers, or certain segment of the business and smaller share from the others. 

Break Even Analysis 

 Break ïeven concept is essential for correctly understanding most of the cost-based method of pricing. In producing 
and selling a certain volume of any product, certain fixed costs and certain variable costs are incurred. When the volume is 
increased or decreased, the variable costs go up or down. The fixed costs usually remain the same. The firm is basically 

concerned with the total of the variable and fixed costs incurred 
for the particular volume. The break- even concept is aimed at a 
level where the total costs exactly equal to the total revenues, 
the result is zero profit and zero loss. At a level where the 
revenues exceed the costs, profits are earned and at the other 
level, losses are incurred.  When more units of the break-even 
level are produced and sold at the given price, the profits go up. 
The graph in fig. 2 shows the break-even concept. Many firms 
use the break-even concept in their pricing methods. They not 
only use the concept for price fixation but also to determine the 
level of production which is required for achieving the desired 
profits. 

 

   Fig. 2: Break-Even Concept 
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Demand Based on Pricing 

 The following approaches are commonly used under cost based pricing. 

 SKIMMING PRICING: One of the most commonly used strategies is the skimming strategy. This strategy refers to a 

firmôs desire to skim the market by selling at a premium price. This method literally skims the market in the first instance 

through high price and then settles down for a lower price. This means that at high price high profits in the introduction stage 

of the product. This method is especially useful in the pricing of new products of luxury. It also helps the firm to get the feel 

of the demand of the product and then make appropriate changes in the pricing strategy. 

 PENETRATION PRICING: As opposed to the skimming strategy, the objective of penetration price strategy is to gain 

foothold in highly competitive market. The main objective is to attain market share or market penetration. This method is 

quite useful in pricing of new products under specific circumstances. For illustration, when the new product is capable of 

bringing I large volume of sales, but is not a luxury item and there is no price insensitive segment backing it, the firm can 

choose the penetration pricing and make large-size sales at reasonable price before competitors. Penetration pricing in such 

cases will help the firm have a good coverage of the market and keep competition out for quite some time. A large number 

of south-Asian firms have used this strategy to enter foreign markets The problem with this strategy is that it often heralds a 

price war within the industry which could in turn, prove fatal to all firmôs profit. 

 CHARGING WHAT THE TRAFFIC WILL BEAR: It points out demand price. As there are two principles in pricing, one 

is called cost of service principle and other is termed as value of service principle. The second term is charging what the 

traffic can bear. Professionals like doctors, lawyers, chartered accountants etc., adopt this principle. They charge their fees 

on the basis of ability to pay and the cost factor comes secondary in their charges. A monopolist can afford to adopt this 

principle to maximize his profits [6]. This pricing strategy is also adopted by railways in India. 
 

Pricing as Per Competition 

 Marketers will choose a brand image and desired market share as per competitive reaction. It is necessary for the market 

planners to know what the rival firm is charging. Level of competitive pricing enables the firm to price above, below, or at par and such 

a decision is easier in many cases. Higher initial pricing is possible in a smaller market share, however if a firm aims to have a larger 

market share then it has to prefer relatively low pricing. Proper pricing strategy is evolved to reach the targeted market share either 

through penetration or through skimming price or through fair trading i.e. a compromise of getting a normal profit margin. The 

following approaches are commonly used under Pricing as per Competition. 
 

Discount Pricing 

 Discounts and allowances are price concessions offered to traders or buyers in the form of deductions from the list price of from 

the amount of a bill or invoice. These are forms of indirect price competition. The common forms of discounts are:  

 (A) Trade Discount: It is kind of functional discount [7]. It is given to the buyers buying for resale, for example, 

wholesaler or retailer, in payment of marketing functions which these traders are expected to perform. Seller quotes price 

less discount rather than net price. 

 (B) Cash Discount: It is rebate or a concession given to the trader or consumer to encourage him to pay in full by cash 

or cheque within a short period of the date of the bill or invoice. It is a deduction from the amount of the bill or invoice 

amount to be paid. Generally the period to avail the cash discount is usually 10 days 

 (C) Quantity Discount: In order to encourage a customer to make bulk or large purchases at a time, quantity discount 

is offered. It can reduce the prices for bulk purchase order. These may be even cumulative, i.e., on total volume of 

purchases made during a certain period. They are really patronage discount. 

 (D) Seasonal Discount: The manufacturer may offer additional seasonal discount for example 10%, 15% to a dealer 

or a customer who places an order during the slack season. This will ensure better use of production facilities. 
 

Premium Pricing 

 This strategy is used by a firm that has heterogeneity of demand for substitute products with joint economies of scale. For 

example a colour television set. There are different models available with different features, like few with remote control and another 

without it. These types are substitute of each other and also it satisfies customerôs needs. But the firm may opt to premium price the 

first model and hence position it at the top of the product line for high income group of customers. This strategy is also used in retail 

marketing where a merchandize may be offered at a higher price in a premium store and at a lower market price in relatively low 

image store catering to the mass market. This strategy applies to complementing products also. 

Going Rate Pricing (Parity Pricing) 

 This is a method which is competition oriented [8]. In this method, the firm prices its products at the same level as that 

of competition. This method assumes that there will be no price war within the industry. It is commonly used in oligopolistic 

market. Despite its advantages there are few limitations, the first is that it is not necessary that the leader firm had taken an 
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apt decision thus the new firms may follow a wrong pricing strategy. Secondly, it is not always true that a decision taken in 

collective wisdom is the best. Especially not be so from customerôs point of view. 

 
Pricing Methods of 4 Põs for Competitive Advantage 

 A Challenge Pricing methods are the combination of four elements i.e. Product, Price, Promotion and Place and every 

company has the option to design an optimum admix in order to create a trusted marketing strategy. The marketing 

manager has to consider the behavioural forces and then decide marketing elements in his mix considering the available 

resources. The manager must examine the resources of the company to decide a mix of procedures that fit the resources. 

The top level management has to support their effort in supporting new ways of business through the organization.  

 THEORETICAL APPROACH: Due to no specification on how much percentage of attention to product planning mixed 

with pricing or how much of pricing. Or how much of physical distribution and how much of promotional efforts would bring 

about an optimum result hence it cannot substitute an individualôs strategy. It is theoretical in nature. 

 LACK OF UNIFORMITY: There is no uniform opinion about the composition of the variables of pricing methods. It has 

led to confusion and difficulty to understand the components of four elements. 

 CHANGING ENVIRONMENT: Pricing methods are dynamic and flexible concept. Thus it changes with the change in 

needs and preferences of the customers and market forces like competition, government policies and marketing situation. 

 TO IDENTIFY TARGET CUSTOMERS: The marketing manager has to identify the target customers by discovering 

their needs as well as expectations for deciding appropriate pricing methods. Proper market research, foresighted 

approaches are very important factors to locate target markets. 

 
Conclusion 

 This report is an overview that after deciding on pricing goals and deciding the price, Marketers must establish pricing 

methods to attain maximum market share. Price is one of the most important variables in the marketing mix. Its importance 

has increased substantially over the years because of environmental factors like recession, intensity of inter firm rivalry, and 

the customer becoming aware of alternatives. In order to arrive at the mot acceptable price level, the marketer needs the 

information on customers, competition, and the firmôs cost structure. Marketing manager should be an expert in deciding 

pricing strategy as it is significant for market entry methods of an organization. Marketing manager should meet the demand 

from different markets and also match the competition in the market by delivering satisfaction to the customer as far as the 

pricing strategy is concerned. This is only possible by an accurate blend of all the elements pricing strategy as it helps in 

achieving organisational goals of profit maximization by high sales volume, attaining higher market share and satisfied 

customers. 
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Abstract  
 This study focuses on demographic background and factors influencing professional prospects of private medical practitioners in 
Vellore district, Tamilnadu. The primary data was collected from about 335 private medical practitioners through non-disguised and close-
ended questionnaire. Multistage random sampling method was administered to collect data. The statistical tools such as percentage 
analysis, factor analysis, and cluster analysis have been utilized to analyze the data by using SPSS package. It is found from the cluster 
analysis that 146 respondents (43.6%) had high focus, 108 respondents (32.2%) had moderate focus and 81 respondents (24.2%) had 
less focus on both factors namely motivation and opportunity of professional prospects. It is suggested that the practitioners should make 
it convenient to attend and take care of more number of patients per day. In this connection, they must be ready to allot more time with 
patients. Taking care of more number of patients leads to professional prospects. 
Keywords: Professional Prospectus, Private Medical Practitioners, Health Care. 

 
Introduction 

 Health care is one of Indiaôs largest sectors, in terms of revenue and employment, and the sector is expanding rapidly. 

The role of private sector has been critical in the provision of medical care services. Though public sector provisions 

dominated healthcare delivery for the first few decades after the Indian Independence, economic and political changes over 

the three decades, propelled, the growth of private hospitals in Vellore district of Tamilnadu, which are now poised to grow 

rapidly. Other factors such as changing consumer perception, increasing awareness about quality of medical care, greater 

penetration of insurance in rural areas, increased purchasing power, changing demographic structure, government policies 

on tax exemption, foreign direct investment, Tamilnadu insurance scheme, low- interest loan, reimbursement option for 

employees have aided the private hospitals to dominate the healthcare system and its quality. Inherent problems in public 

hospitals have also aided the private hospitals to grow steadily. 

Statement of the Problem 

 The private medical practitioners wish to concentrate only on outpatient services and they do not focus on inpatient 

services as they have limited infrastructure, equipment and technology when compared to the well-built corporate hospitals. 

They mainly prefer to follow individual practice rather than group practice, as private hospitals do not have adequate number 

of medical practitioners and supporting staff. This study focuses on professional prospects of private medical practitioners. 

This study deals allopathic medical practice with various specializations such as, Gynaecology & Obstetrics, Paediatrics, 

Ophthalmology, ENT, Anaesthesia, Cardiology, Neurology, Urology and Dermatology. The other medical practices such as 

Dental science, Homoeopathy, Unani, Ayurveda, Siddha were excluded from the study. 

Review of Literature 

 Erica Frank et al (1999) examined personal and professional characteristics that were correlated with three major 

outcomes: career satisfaction, desire to become a physician again, and desire to change oneôs specialty. They found that 

women physicians were generally satisfied with their careers. However, 31% maybe, probably, or definitely not choose to be 

a physician again, and 38% maybe, probably, or definitely prefer to change their specialty. Physicianôs age, control of the 

work environment, work stress, and a history of harassment were independent predictors of all three outcomes, with 

younger physicians and those having least work control, most work stress, or having experienced severe harassment 

reporting the most dissatisfaction. Julia E McMurray et al (2000) described gender differences in Job Satisfaction, Work Life 

Issues, and Burnout of U.S. Physicians. Compared with male physicians, female physicians were more likely to report 

satisfaction with their specialty and with patient and colleague relationships, but less likely to be satisfied with autonomy, 

relationships with community, pay, and resources. Female physicians reported significantly less work control than male 

physicians regarding day-to-day aspects of practice including volume of patient load, selecting physicians for referrals, and 

details of office scheduling. They concluded that gender differences exist in both the experience and satisfaction with 

medical practice. Gazewood et al (2000) conducted a study to measure physician satisfaction with medicaid managed care. 

They carried out a cross-sectional survey of primary care physicians involved with medicaid managed care or in traditional 
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medicaid managed care in Eastern and Central Missouri. Physicians involved with medicaid managed care were less 

satisfied with clinical autonomy in comparison with their past experience with traditional Medicaid. They concluded that 

improving physiciansô clinical autonomy might result in better satisfaction with medicaid managed care. Sunil Nandraj et al 

(2001) analysed the growth in the importance of the consumer lobby, especially in Mumbai, where there is potential to not 

only include a consumer quality of care perspective, but also to explore the potential of using accreditation status as a way 

of signalling service quality levels to potential users; thereby service user choice could be used to drive the accreditation 

process. An incentive to hospitalsô participation would be if this signalling resulted in an increased share of the service user 

market. As this sector grows, their involvement and support for such a system will become more important. Stoddard et al 

(2001) examined the degree to which professional autonomy, compensation and managed care are determinants of career 

satisfaction among physicians. They hypothesized that professional autonomy is as strong predictor of career satisfaction 

among physicians, after controlling the effects of other important determinants such as income and managed care. They 

tested both the direct effects of managed care on satisfaction and indirect effects exerted through autonomy and income. 

Multivariate analysis demonstrated that traditional core professional values and autonomy were the most important 

determinants of career satisfaction after controlling all other factors. Relative income was also an important independent 

predictor. Their results suggested that when managed care erodes professional autonomy, the result has a highly negative 

impact on physician career satisfaction. Christopher Simpson et al (2008) determined that a family medicine residency 

training program choice (i.e., allopathic, osteopathic, or dually accredited) has an impact on professional satisfaction. The 

authors found that there are no statistically significant differences in professional satisfaction levels among osteopathic 

family physicians who were recent medical school graduates regardless of residency training programme choice. Till 

Barnighausen & David E Bloom (2009) analysed that health workers are motivated not only by financial compensation but 

also by other factors, such as altruism, the satisfaction of successfully applying their skills in caring for their patients and 

recognition from their peers. For instance, a study in Benin and Kenya found in semi-structured interviews that nurse and 

doctors are more commonly referred as óhealing patientsò, ñvocationò ñprofessional satisfactionò and ñrecognition by 

supervisorsò than to ñremunerationò when asked what currently encourages them to do their work well. Rupa Chanda (2011) 

concludes that although there are several promising areas for India-EU relations in health services, it will be difficult to 

realize that these opportunities were given the pre-dominance of public healthcare delivery in the EU and sensitivities 

associated with commercializing healthcare. Hence, a gradual approach based on pilot initiatives and selective collaboration 

would be advisable initially, which could be expanded once there is demonstrated evidence on outcomes. 

 
Objectives of the Study 

1. To study the socio-economic profile of private medical practitioners in Vellore District. 

2. To assess the professional prospects of private medical practitioners in Vellore district. 

 
Methodology 

 In order to get insights into the perception of private medical practitioners on Indian health care system, this study is 

conducted. This study is based on both primary and secondary data. Multi-stage random sampling method was used to 

select the respondents to study the private health care system. There were 675 private medical practitioners in Vellore 

District of Tamilnadu constituting the population frame for the study. The optimum sample size worked out to 335 is 

considered appropriate to make the sample efficient, representative and reliable. The primary data have been collected from 

the medical practitioners in Vellore district. Qualitative and descriptive research design has been employed to assess the 

professional prospects of private medical practitioners in vellore district. The samples are selected based on availability of 

respondents and their willingness and interest to fill up the questionnaire provided to them. The secondary data were 

collected from Indian Medical Association, World Health Organisation, various Journals, Thesis, Bulletins, Magazines, 

Periodicals, and Dailies. The data collected from the respondents have been tested with the relevant statistical techniques. 

Simple percentage analysis has been deployed to analyse the demographic background of the health care provider. Factors 

influencing on the professional prospects of private medical practitioners in vellore district were examined by utilizing 

principal component factor analysis. Five point Likert scale ranging from five to one, that is, 5 is assigned for óStrongly 

Agreeô, 4 is for óAgreeô, 3 is for óNeutral, 2 is for óDisagreeô and 1 is for óStrongly Disagreeô was designed to collect the data.  

 
Results and Discussions 

Analysis of Demographic Background 

 The data gathered from the private medical practitioners concerning demographic background such as, gender, age, 

experience, education background, monthly income, hospital location are presented in Table-1. 
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Table 1: Analysis of Demographic Background 

Particulars Category Respondent Percentage 

Gender 
Male 
Female 

298 
37 

88.9% 
11.1% 

Age 

Less than 30 years 
31 ï 40 years 
41 ï 50 years 
Above 51 years 

53 
118 
112 
52 

15.8% 
35.2% 
33.5% 
15.5% 

Experience 

2 ï 5 years 
6 ï 10 years 
11 ï 15 years 
16 years and more 

78 
96 
107 
54 

23.3% 
28.6% 
31.9% 
16.2% 

Educational Qualification 

MBBS 
MD 
MS 
Others 

113 
89 
68 
65 

33.7% 
26.5% 
20.3% 
19.5% 

Monthly Income 

Less than 1,00,000 
1,00,001 ï 2,50,000 
2,50,001 ï 5,00,000 
5,00,001 & above 

38 
134 
98 
65 

11.3% 
40% 

29.2% 
19.5% 

Specialization 
Gynaecology 
Paediatrics 
Other Adult Care 

68 
79 
198 

20.3% 
23.6% 
59.1% 

Hospital Location 
Rural 
Urban 

41 
294 

12.2% 
87.8% 

 Source: Primary data 

 It is acknowledged from table-1 that the sample covers 335 private medical practitioners which consist of 88.9% male 

respondents and 11.1% female respondents. Age of the respondents are admits that 15.8% of respondents are less than 

the age of 30 years, 35.2% of respondents comes under the age of 31 to 40 years, 33.5% of respondents falls in the age of 

41 to 50 years and rest falls above 51 years. Experience in medical practice shows that 23.3% of respondents offering 

medical practice from 2 to 5 years, 28.6% of respondents having medical experience from 6-10 years, 31.9% of respondents 

coming under 11 to 15 years and remaining 16.2% of respondents are having 16 more years experience in medical field. 

This study also asserts that 33.7% of respondentôs education is merely MBBS, 26.5% of respondents are completed MD as 

additional degree, 20.3% of respondents are MS degree holders and 11% of respondents are specially study some other 

courses. Monthly income shows that 11.3% of respondents earning monthly income of less than Rs.1,00,000, 40% of 

respondents earning monthly income more than 1,00,001 but less than 2,50,000. 29.2% of respondentôs monthly income is 

ranges between 2,50,001 to 5,00,000 and rest 19.5% of respondentôs monthly income falls more than 5,00,001. 

Specialization of the private medical practitioners shows that 20.3% of respondents are focussing on Gynaecology 

treatment, 23.6% are focussing on Paediatrics and 59.1% are concentrating adult care like Ophthalmology, ENT, 

Anaesthesia, Cardiology, and Neurology and so on. Hospital location clearly shows that 12.2% are running their hospital in 

rural based areas and rest 87.8% are practising in urban areas.  

 
Factors Influencing Perception of Private Medical Practitioners (Factor analysis) 

 The factor analysis tries to identify and define the underlying dimensions (Factors) in the original variables. Here six 

variables are identified to study the professional prospects of the private medical practitioners of the study area. Initially the 

correlation among those variables is calculated. Usually a correlation value of 0.3 is considered sufficient to explain the 

relation between variables. If the correlations between variables are small, it is not likely that they share common factors. A 

closer examination of the correlation matrix may reveal the variables which do not have any relationships. Therefore, all the 

six variables have been retained for further analysis. Further, two tests are applied to the resultant correlation matrix to test 

whether the relationship among the variables is significant or not. 

Table 2: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.847 

Bartlett's Test of Sphericity 

Chi-Square 816.632 

df 15 

Sig. 0.000 

   Sources: Primary Data 
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 The Kaiser-Meyer-Olkin test is based on the correlations and partial correlations of the variables. The value of test 

statistics is given above as 0.847, which means the factor analysis for the identified variables is found to be appropriate to 

the data. Another test namely Bartlettôs test of sphericity is used to test whether the correlation matrix is an identity matrix. 

The test value is 816.632 and the significant value is 0.000.Hence, there exists a significant relationship among the 

variables. The measure of KMO test and value of Bartlettôs test indicate that the present data is useful for factor analysis. 

 The rule of thumb is applied to choose the number of factors for which ñEigen valuesò with greater than unity is taken by 

using Principal Component Analysis (PCA) method. The component matrix so formed is further rotated orthogonally using 

varimax rotation algorithm. All the statements are loaded on the two factors. The results so obtained have been given in 

tables separately along with factor loadings. 

Table 3: Factor and Total Variance 

Component 
Initial Eigen values 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

% of Variance Cumulative % % of Variance Cumulative % % of Variance Cumulative % 

1 58.644 58.644 58.644 58.644 35.520 35.520 

2 12.182 70.825 12.182 70.825 35.306 70.825 

3 9.378 80.203 - - - - 

4 7.831 88.035 - - - - 

5 7.030 95.064 - - - - 

6 4.936 100.000 - - - - 

Sources: Primary Data 

 Among the two factors, the first factor which accounts for around 35 per cent of variance is the prima criteria 

considered to study the professional prospects of the private medical practitioners of the district. The following table gives 

the factor matrix where principal components analysis extracted two factors. 

Table 4: Component Matrix 

Component 1 2 

1. Adopting means to improve the perception of fairness in training opportunities 0.826  

2. Providing freedom to interact with superiors and patients 0.763  

3. Increasing training intensity 0.762 0.419 

4. Linking rewards and recognition with performance 0.759 -0.498 

5. Providing opportunities for Continuous Medical Education (CME)  0.744 0.403 

6. Providing opportunities for promotions, career growth, higher roles and responsibilities 0.738  

Sources: Primary Data 

 Since the factor loadings (coefficients) indicate how much weight is assigned to each factor, factors with large 

coefficients for a variable are closely related to that variable. Thus the six variables in the data are reduced into two factor 

models and each factor is identified with the corresponding variable as given below: 

Table 5: Grouping of Factors 

Component 1 2 

Motivation 0.709 0.705 

Opportunity -0.705 0.709 

 Sources: Primary Data 

 If the score is high the level of the factor related to 

the professional prospects will be high on the 

respondent. 

 
Cluster Analysis 

 The professional prospects of private medical 

practitioners are classified into three segments because 

the difference between the coefficients is significant only 

on three cases on the hierarchical cluster. For the 

purpose of classification of practitioners K-Means cluster 

is used. 

Table 6: Final Cluster Centers 

 Cluster 

1 2 3 

Motivation 3.17 2.29 4.24 

Opportunity 3.38 2.22 4.12 

Average 3.28 2.25 4.18 

Rank II III I 

  Sources: Primary Data 

 The final cluster centers Table 6 reveals the mean values for the three clusters which reflect the attributes of each 

cluster. The highest mean value for motivation and opportunity are 4.24 and 4.12 respectively. The rank of the clusters on 

each factor is also given in the table. The average score of the first cluster is 3.28 and second cluster is 2.25. The average 

score of the third cluster is 4.18 with first rank. In the case of third cluster, practitioners have high focus on both factors of 

professional prospects.  
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    Table 7: ANOVA 

Sources: Primary Data 

The Anova Table 7 indicates that the difference existing among the three clusters in the mean values is significantly 

different. The significant value for both the 

criteria is 0.000.This means that both the 

factors have significant contribution on 

dividing practitioners into three segments 

based on choice criteria. 

 
Table 8: Number of Cases in each Cluster 

  Sources: Primary Data 

 The Table 8 shows that out of 335, 108 (32.2%) respondents have moderate 

focus on both factors, 81(24.2%) respondents have less focus on both factors and 

146(44%) respondents have high focus on both factors of professional prospects. 

 
Conclusion 

 The majority of demographic background shows that 88.9% are male, 35.2% are 

in the age group of 31-40 years, 31.9% are having experience in the range of 11-15 

years, 33.7% of respondentôs education is MBBS, 40% of respondents monthly income ranges between 1,00,001-2,50,000. 

Specialization shows that 59.1% of respondents practising adult care, and 87.8% are conducting their hospital in urban 

areas. From the Final cluster centers of cluster analysis, it is learnt that the first cluster people had moderate focus, second 

cluster people had less focus and third cluster people had high focus on professional prospects. It is found from the cluster 

analysis that 146 respondents (43.6%) had high focus, 108 respondents (32.2%) had moderate focus and 81 respondents 

(24.2%) had less focus on both factors namely motivation and opportunity of professional prospects. It is suggested that the 

practitioners should make it convenient to attend and take care of more number of patients per day. In this connection, they 

must be ready to allot more time with patients. Taking care of more number of patients leads to professional prospects. It is 

also suggested that the private medical practitioners to take suitable measures to extend bed facility, care on more patients 

in a day, and improvement in staff-patient ratio. 
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Criteria 
Cluster Error 

F Sig. 
Mean Square df Mean Square df 

Motivation 103.697 2 0.220 332 471.750 0.000 

Opportunity 93.831 2 0.246 332 381.766 0.000 

Cluster Value Percentage 

1 108.000 32.2 

2 81.000 24.2 

3 146.000 43.6 

Valid 335.000 100 

Missing 0.000 0 
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Introduction  
 The consumer co-operative movement started with the foundation of the Rockdale model in the first half of the 
nineteenth century in Britain. Later, it spread to other parts of the world to meet the challenges posed by technical changes 
and changes in the social policy. Consumer co-operatives are more widely found in advanced countries, although their role 
in developing countries is more widespread and compelling. The term consumer co-operative society refers to the economic 
institution, which is set up by the consumers themselves on a co-operative basis to protect their collective interests.  
 
Objectives 
 The societies, irrespective of the country in which they function, operate with the following objectives: 

¶ The most important objective of consumer co-operatives is to supply goods to consumers at reasonable prices. 

¶ While purchasing any commodity, the rational consumer considers only two aspects, namely, the price and the quality. 

¶ Retail traders try to maximize their sales without affecting their profit margin. 

¶ Unscrupulous retail traders, wishing to maximize their profits at any cost, might offer adulterated goods to consumers. 

¶ The broader objective of consumer co-operative societies is to eliminate the dishonest intermediaries in trade whose 
action benefit neither the producers nor the consumers. 

 
Conditions for Success of Consumersõ Co-operatives 
 (i) Consumersô Involvement (ii) Size (iii) Location (iv) Purchasing Policy (v) Amalgamation (vi) Constant Supply  
 (vii) Financial Strength (viii) Sales Policy. 
 
Consumerõs Co-operative Movement in India 
 The consumer co-operative movement began in India in the year 1904. But the movement did not amount to much till 
the beginning of the First World War, and then it began to develop gradually. The Second World War was mainly 
responsible for the momentum gained by the movement. When our country became independent, the Government took 
keen interest in popularizing the movement among the masses. There is a great need for the development of customer co-
operatives in India because of the following reasons. (i) The consumers in India are not organized as a class. (ii) There is 
great exploitation of consumers by retail traders in so far as price, quality, weighment, etc, are concerned. (iii) Retail trade is 
conducted on a non institutional basis. (iv) There is shortage of essential consumer goods because of the increased demand 
consequent on the increase in population. (v) The supply of goods in the agricultural sector has not expanded at a rapid rate 
because agriculture continues to depend heavily on rainfall. The supply of industrial goods is not large enough as a result of 
the scarcity of capital. (vi) Quit often, retailers and wholesalers in India create an artificial scarcity of essential goods (vii) 
India does not have enough foreign exchange reserves to import foodstuffs and other essential commodities, and that is why 
their prices are high. These societies formed by ordinary people obtaining essential commodities or day to day requirements 
of goods at cheaper prices for this purpose, consumer co-operative stores are organized by such societies these societies 
make their purchases in bulk from wholesalers at wholesale rate and sell the goods to members and non-members at 
market prices. The difference is represented by surplus whichôs distributed among the purchasing members in the farm of 
bonus in the purchases. It is the oldest form of co-operative organization. 
 
Objectives and Aims 

¶ To strengthened the bargaining capacity of the members 

¶ To secure the members, a better price for their products 

¶ To eliminate middlemen 

¶ To provide finance facilities to its members 

¶ To stabilize the prices 

¶ To develop fair-trading practices 

¶ To provided the facility of grading and transportation 
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¶ To act as an agent between government and producers or members for procurement and implementation of price 
support policy 

¶ To provide economic interest of its members 

¶ To promote encouraging self help and thrift among members 

¶ To act as a distribute centers for agricultural requisites 
Causes for Poor Performance 
 (i) Poor result of official initiative (ii) Target Hunting (iii) Unplanned setup (iv) No integration of tiers (v) Weak 
organizational structure (vi) Competition from credit societies (vii) Poor Management (viii) Mal practices (ix) Unregulated 
Markets (x) Lack of supervision and audit (xi) Purchase through private person or taders 
Suggestions 

¶ The promoters must thoroughly understand the principles and methods of consumer co-operation 

¶ The promoters should work out a detailed plan for setting up the store, taking into consideration the resources available 
and the local needs. 

¶ To arrange adequate financial resources 

¶ To give suitable accommodation facilities 

¶ To supervise the members and working staff 
Industrial Co-Operatives 
 An Industrial co-operative is an undertaking of draft man or skilled workers engaged in the cottage or small scale 
industries to undertake production purchase and supplied of raw materials, Marketing of products and supplying other 
services to the members. 
Objectives 
Social Objectives 

¶ Safeguarding of the interest of the poorer sections against exploitative trends. 

¶ Disposal of wealth from rich to poor. 
Economical Objectives 

¶ To Create employment opportunities 

¶ To provide machines and raw materials  

¶ To increase in production. 
Advantages 

¶ It helps the workers to purchase raw materials, equipments and tools at cheaper rates. 

¶ It help to the workers in marketing their products 

¶ It provides the necessary mutual help and production for the members and both industries 

¶ It increases the income of the members. 
Problems of Industrial Co-operatives 
 (i) Poor result of official initiative (ii) Target Hunting (iii) Unplanned setup (iv) No integration of tiers (v) Weak 
organizational structure (vi) Competition from credit societies (vii) Poor Management (viii) Mal practices (ix) Lack of 
supervision and audit(x) Unregulated Markets. 
Suggestions 

¶ The promoters must thoroughly understand the principles and methods of consumer co-operation 

¶ The promoters should work out a detailed plan for setting up the store, taking into consideration the resources available 
and the local needs 

¶ To arrange adequate financial resources 

¶ To give suitable accommodation facilities 

¶ To supervise the members and working staff. 
 
Conclusion 
 The Cooperatives in the 21st Century must remain on vanguard in providing the required lead to the millions of our 
producers. This calls for well managed efficient cooperative sector and to keep them away from the fears to draconian laws 
and unwanted interference. The vision for the second century is to withstand the challenges of competitive business 
environment where excellence, efficiency and high productivity parameters will be given priority. 
  



Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   85 

 

ACTIVE AND PASSIVE VOCABULARY: DIFFERENT TECHNIQUES  

OF TEACHING VOCABULARY  

 
Dr. P. Vijay Anand  

  Asst. Prof. of English (shift II), Department of English, 

Periyar Arts College, Cuddalore 

 

 

 
Abstract 
 The purpose of this paper is to discuss the types of vocabulary and its techniques of teaching in the classroom. English is a living language 
and so it is difficult to be precise about the exact number of words in the languages. New words are constantly being added while others 
disappear through lack of use. We each have our own personal vocabulary which is unique to us. Obviously there is a great deal of overlap from 
one person to another, but the exact set of words that one person has in his vocabulary will be distinct from the next personôs. 
 

Introduction 

 Vocabulary is the set of lexical items in a language; it is also called the ólexiconô. The term lexicon is known in English 

from the early 17th century, when it referred to a book containing a selection of a languageôs words and meanings; arranged 

in alphabetical order. The term itself comes from Greek ólexisô word. It has taken on a more abstract sense, especially within 

linguistics, referring to the total stock of meaningful units in a language-not only the words and idioms, but also the parts of 

words which express meaning, such as the prefixes and suffixes. Words are referred to as ôthe building blocks of languageô. 

These are powerful tools. We need a rich supply of words so that we can select the correct tools for the job as we would with 

any other task we tackled. We need a good vocabulary. A good vocabulary is that which (a) fills our needs, (b) gives us 

confidence, (c) helps us to understand, (d) is varied and (e) is exact. 
 

Types of Vocabulary 

 On the basis of its application, vocabulary is divided into two types: (i) Active Vocabulary and (ii)Passive Vocabulary. 
 

Active Vocabulary 

 Active vocabulary consists of those words over which one can use in his speech and writing. He knows the meaning of 

those words accurately. Active vocabulary refers to the productive side of language. It consists of the words one uses 

confidently because he understands their meanings and usage. In order to give the proficiency in spoken and written language, 

words must continuously be added to the active vocabulary of the students. Active vocabulary of a language calls for: 

¶ The use of right word in right place. 

¶ The spontaneous recall of words. 

¶ Grammatical accuracy i.e., use of correct tenses, inflections and word order. 

¶ In speech, fluency and ability to reproduce correct sounds, pronunciation, intonation, rhythm etc. 
 

Passive Vocabulary 

 The Passive Vocabulary consists of those words, meaning of which can be understood when they appear in speech or 

writing of others but which we cannot use in our own speech and writing because we are not fully conversant with them. In 

passive vocabulary, the person does not know the precise meaning of a particular word and he does not make use of those 

words in communication. Sometimes he can understand the meaning of that word only to a certain extent depending on the 

contest. Passive vocabulary refers to the receptive side of language. Passive vocabulary calls for: 

¶ Recognition of vocabulary in speech or writing. 

¶ An acquaintance with major grammatical items or forms. 

¶ The skill of stimulating rapidly the sense of large word groups. 

 It is observed that an undergraduate student has 3000 to 5000 active vocabulary whereas the same student has 5000 

to 10,000 passive vocabulary. 

 A good communicator tries to turn passive vocabulary into active vocabulary. It is obvious that words from passive 

vocabulary shift to active vocabulary after some years. There is no hard and fast rule of acquiring active vocabulary. The 

one and only requirement is the studentôs enthusiasm and effort with some proper directions. 
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 The teaching of vocabulary has not been accorded a place of prominence in the syllabus at any stage of education. It 

has been relegated to a secondary status in favor of syntax of the university level. The undergraduate student must have 

enough foundation both in terms of vocabulary and syntax. Of the two, vocabulary is more fluid and hence it should be given 

as much importance as the choice of structures in the English curriculum. Vocabulary teaching is very essential especially 

where students are from regional medium schools and have limited exposure to English. 

 A language teacher must know the techniques of teaching vocabulary which he should apply in the classroom. Before 

applying the techniques of teaching vocabulary, a language teacher must know the principles of vocabulary teaching. These 

principles are, 

¶ To find out the frequency of the word. 

¶ To find out the applicability of words related to different contexts ï selection of vocabulary items is very important. 

¶ An easier word should be taught first. 

¶ Sequencing or gradation or ordering of items is necessary. 

¶ Improvement or enrichment of vocabulary refers to both active and passive vocabulary. 

¶ Guessing the meaning from the context or acquaintance with the usage. 

 
Techniques of Teaching Vocabulary 

 There are a good number of techniques of teaching vocabulary some of which are discussed below: 

¶ Showing pictures or using Audio-visual aids: To a certain extent, the language teacher should have the mastery over 

the skill of drawing so as to teach vocabulary. He should produce some picture of animals, birds, fruits, vegetables etc. 

The teacher can also use some other audio-visual aids to teach vocabulary properly. 

¶ Showing real objects or models: The objects which the teacher can easily bring in the classroom should be shown to 

the students. For example, stick, stone, maps, clock etc. 

¶ Miming or performing an action: To teach some words, the teacher should actually perform the action like walking, 

writing, laughing etc. in the class. 

¶ By framing illustrative sentences: These sentences should be such that meaning of the words flashes from the context 

clear as crystal. For example, the train left the station at 7.55. I could not catch it. I missed the train. 

¶ It should be always kept in mind that this type of sentences should be simple in structure. 

¶ By associating with other words: The teacher should try to associate a new word with the word that is already known to 

the students. This can be done by asking and giving examples of synonyms and antonyms. Referring to a thesaurus is, 

too, a useful method. 

¶ Identifying the lexical set: Ability to identifying the lexical set is very essential in teaching vocabulary. For example, 

accelerator, breaks are the words of the some lexical set. 

¶ Breaking words into component units: The meaning of words should be explained by breaking words down into their 

component units and providing the meaning of each unit separately, and then giving the combined root + affix meaning.  

¶ Exposure of different contexts: Learners should be exposed to different kinds of contexts in which a word may be 

used, to ensure its proper usage. One context does not ensure mastery of the word. The teacher should give proper 

guidance to the students to work with the new words actively, regularly and systematically. 

¶ Selecting the bases and their order of presentation: The selection of bases and their order of presentation should 

be made in accordance with their frequency of use and proliferation, i.e., those that are more prolific should be 

introduced first. It has been asserted that more than 240 words have sprouted out of the Latin word óspectareô meaning 

to óseeô. 

¶ To give some importance on word-formation: The teacher should teach the different affixes (prefixes and suffixes) 

and their functions should be taught in order to give proper interpretation of a new word. Words can be grouped into 

clusters on the basis of their affixes. Knowing the meaning of a prefix or a suffix will definitely help learners to 

understand the meaning of a word. 

¶ Crossword puzzles: Crossword puzzles help in studying vocabulary. Almost all the English newspapers have 

crossword puzzles. The teacher should produce adequate crossword puzzles for the sake of teaching vocabulary. This 

is a useful tool in building oneôs vocabulary. 

¶ Word games: Sometimes the teacher should conduct some word games among the students in the classroom. This 

will help the students a lot because the process of learning vocabulary becomes an entertaining work. 

¶ Giving equivalents in mother-tongue: Most of the students may not be acquainted with all the terms in the target 

language. But those terms can be taught through the medium of their mother-tongue. The barrier of understanding the 

meaning of some specific words can be removed in this way. 
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¶ Encourage the students to use a dictionary: Students should be always encouraged to use a dictionary. It is always 

beneficial to use a monolingual dictionary. To get a wide exposure to the language, it is an essential act which the 

students should be advised to perform. 

 These are the basic techniques of teaching vocabulary. A teacher can use various innovative techniques at his will 

while teaching vocabulary. The vocabulary teaching will become unfruitful until and unless the teacher creates a cozy 

atmosphere in the classroom. 

 
Conclusion 

 Vocabulary is one of the major problems confronting EFL learners. Because of their anemic vocabulary, they cannot 

communicate their ideas as clearly as they would like to and they cannot grasp the ideas transmitted to them. Their 

listening-comprehension, writing and reading abilities are hampered by their limited vocabulary. Therefore, there is a need of 

systematic vocabulary building program me which should come under the curriculum of language teaching. The importance 

of knowing the meaning of words is attested by the inclusion of a separate vocabulary component in college and scholarship 

tests such as TOEFL and GRE. 
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Introduction  

 Vocabulary represents one of most important skills necessary for teaching and learning a foreign language. It is the 

basis for the development of all the other skills: reading comprehension, listening comprehension, speaking, writing, spelling 

and pronunciation. Vocabulary is the main tool for the students in their attempt to use English effectively. When confronted 

with a native English speaker, when watching a movie without subtitle or when listening to a favorite English song, when 

reading a text or when writing a letter to a friend, students will always need to operate with words. In what follows, the focus 

of this introductory chapter will be on why vocabulary is important, on what makes words difficult, on the main reasons for 

which students often forget the words they learn and on some techniques which help them remember the vocabulary. 

 
Importance of Vocabulary  

 Talking about the importance of vocabulary, the linguist David Wilkins argued that: ñwithout grammar little can be 

conveyed, without vocabulary nothing can be conveyed.ò Indeed, people need to use words in order to express themselves 

in any language. Most learners, too, acknowledge the importance of vocabulary acquisition. In my experience as a teacher, I 

noticed the fact that students usually find it difficult to speak English fluently. They usually consider speaking and writing 

activities exhausting because they keep on using the same expressions and words and very soon their conversation is 

abruptly interrupted due to missing words. And the main reason for such communication problems is the lack of vocabulary. 

Other students are confronted with the problem of forgetting the words immediately after the teacher has elicited their 

meaning or after they have looked them in the dictionary, and this also a cause of the lack of vocabulary. The more words 

students learn, the easier they memorize them. The teacher has an essential role in helping students to improve their 

vocabulary. Unfortunately, vocabulary teaching has not been enough responsive to such problems, and teachers have not 

recognized the tremendous importance of helping their students to develop an extensive vocabulary. If we look back in the 

past, we discover that for a long time, English used teaching approaches such as Direct Method and Audiolingualism which 

emphasized the primary importance of teaching grammatical structures. Since the accent was on grammar, few words were 

introduced in such courses and most often, they were limited and related to the grammar structures taught. 

 By the beginning of 1970s, there was a major change in teaching English. The focus turned from the Direct Method and 

Audiolingualism to the Communicative Approach which emphasized the importance of teaching vocabulary. Students were 

exposed to diverse vocabulary and speaking activities. Many words began being introduced during such courses and 

students were encouraged to express themselves as much as possible. Nowadays, there is more freedom in choosing the 

methods to be used during English classes. The English syllabus is organized around both vocabulary and grammar 

structures. Since there is a certain number of classes allotted for each item in the syllabus, teachers usually have the 

necessary time to insist on teaching and practicing vocabulary. Vocabulary is no longer treated as an add-on and teachers 

become more aware of the importance of vocabulary and attention is paid to the grammar of words, to collocations and to 

word frequency. Nevertheless, students still have difficulties in expressing themselves fluently and still consider speaking 

tasks exhausting. 

Reason for Vocabulary Difficulties in English  

 In English, like in any other foreign language, some words are easier to learn than others. Easiest of all are the words 

more or less identical to the studentsô native language, like, for instance, the word ñvocabulary.ò However, students might be 

trapped in their confidence with which they memorize such identical words, since English has a list of some problematic 

words, called ñfalse friendsò. These false friends are words identical in form to certain Romanian words, but completely 

different in meaning. An example of this would be ñsensible.ò While many students might confidently translate this word 

simply ñsensibil,ò they will be astonished to find out that, the Romanian equivalent for ñsensibleò is in fact ñrational,ò while the 

English equivalent for ñsensibilò is ñsensitive.ò This demonstrates the crucial importance of allotting a special lesson for these 

false friends and of encouraging students to practise them as often as possible. 
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 Another aspect that makes English vocabulary difficult is the pronunciation of certain words. Research shows that 

words that are difficult to pronounce are more difficult to learn. Many learners find that words with clusters of consonants 

such as ñhealthò or ñcrispsò are problematic. Length or complexity of the words is another characteristic of the difficulty of 

English vocabulary. A long word will be more difficult to memorize than a short one. Also, variable stress of words such as 

ñnecessaryò and ñnecessityò can add to their difficulty. The meaning of the words is another controversial feature of the 

English vocabulary. When two words overlap in meaning, students are likely to confuse them. An example in this case would 

be the difference between ñmakeò and ñdo.ò These words have the same meaning, but are used in different expressions. 

You ñmake a decisionò, but you ñdo homework.ò Students might find the use of these two words confusing. 
 

Reasons Forgetting the Vocabulary Acquired 

 It is important that teachers insist on the practice of vocabulary because with all their best will, students forget the 

words they learn. Jeremy Harmer identifies two main reasons that cause forgetting: interference from subsequent learning 

and insufficient recycling. Most teachers are aware of the fact that introducing a new vocabulary may imply forgetting the old 

one. This happens most frequently when words are taught that are very similar to the ones recently acquired because, 

according to Harmer, the new words have the effect of ñoverwritingò the previously learnt material. This is the reason why 

teachers should avoid teaching lexical sets containing words that have similar meanings to the previously ones. 

 The second cause that triggers forgetting is insufficient recycling of the vocabulary acquired. Research shows that 

frequent review of learnt material can dramatically reduce the rate of forgetting. Nevertheless, it is not enough to simply 

repeat words and to reencounter them in their original context. What really helps is to recycle the words in different ways 

and at equal levels of depth. Research argues that if learners use or encounter the words in a different way from that in 

which they first met them, then better learning is likely to be achieved. Another important aspect when recycling certain 

words is for students to make sure that they really understand the meaning and the use of those words. Students might also 

try to apply the new words to their real life events or activities. 
 

Techniques for Memorizing Vocabulary 

 In order to be able to have a rich vocabulary, not only do students need to learn as many words as possible, but they also 

need to remember them because, in fact, learning is remembering. Unlike grammar learning which is based on a system of rules, 

vocabulary knowledge implies accumulating individual items. It is a learning process that relies primarily on memory. 

 Learners are different in terms of how easily they memorize vocabulary. According to Jeremy Harmer, researchers into 

the domain of memory distinguish three types of memory: short-term store, working memory, and long-term memory. The 

short-term store is ñthe brain's capacity to hold a limited number of information items for periods of time up to a few secondsò 

(Harmer 23). Thus, it is the kind of memory that does not help students too much in their attempt to learn vocabulary items, 

because successful vocabulary learning involves something more than just holding words in your memory for some 

seconds. The working memory focuses on holding words long enough in your memory so that to be able to operate with 

them. It is the kind of memory that relies on reasoning and logic. Thus, if a student comes across a new word such as ñto 

acknowledgeò which means ña recunoaste meritul cuivaò, he will be able to easily memorize it by comparing it with another 

word from his long-term memory, for example, ñknowledgeò meaning ñcunoastere.ò Using such an association will certainly 

help students keeping words in their memory for longer periods of time. Finally, the long-term store is the most trustworthy 

kind of memory. Unlike the working memory which has a limited capacity of holding words in the brain, the long-term 

memory has a tremendous capacity and its contents are durable over time. However, the fact that students forget 

vocabulary from one lesson to another, demonstrates the fact that it is not enough to have a long-term memory. It implies 

students' efforts and teachers' witty techniques when learning and teaching vocabulary. The great challenge for language 

learners and teachers is to transform the material from quickly forgotten to the never forgotten. 

 It has been designed a number of techniques meant to help learners efficiently memorize words and to help teachers 

make the process of learning easier for their students. Repetition is an important technique in learning vocabulary. In order 

for the words to be kept as long as possible in the memory, it is necessary that they be repeated at frequent periods of time. 

However, repetition alone will not be effective. It must be accompanied by the understanding of the meaning of those 

particular words and by correlation with other similar already learnt words. Another important technique is using the newly 

learn words. In this case, the teachers' role is also valuable. In the classroom, teachers should insist on practicing the news 

vocabulary by encouraging students to speak as much as possible and by designing vocabulary-centered activities and 

games. At home, students need to be motivated to individually keep on using the new words until they are stored in the long-

term memory. Practicing vocabulary is strongly connected to applying vocabulary to students' real life events. Learners will 

acquire vocabulary easily if they practise it by associating words with events from their daily life. Considering that students 

are presented a new word list related to the topic entitled ñtravelling.ò Learners will successfully memorize the word list by 

creating a real life event, for instance ñgoing to Italyò and then performing a situation in which all the words can be included. 

This can be done in classroom as well as at home and will certainly entertain students and have positive results. 
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 Another witty technique to be taken into consideration when both learning and teaching vocabulary is imaging. 

Students will easily learn new words if they are taught to associate them with their picture. If, for example, students 

associate ñtravel agencyò with the image of the particular building where we go to ask information about travelling, they are 

likely to keep that word in their mind for longer time. Thus, it is extremely important for the students to visualize the words 

they must learn. This will help the learning process and will keep the words in the long-term memory. 

 In conclusion, vocabulary is the most required skill when learning a foreign language. It is on vocabulary that all the 

other skills, reading, writing, speaking, and listening are based and developed. This chapter has shown why it is important to 

learn new words and why English vocabulary is difficult to memorize. Moreover, it dealt with two main reasons for which 

most of the students permanently forget the words acquired. And finally, it has suggested methods and techniques that help 

to understand the new vocabulary by using the working memory and to transfer it in the long-term memory.  
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Abstract 
 Green HRM is an emerging field of research in the organisational studies after 1990s. Organizations across the world are 
incorporating and working toward implementing GHRM practices to gain competitive advantages among the corporate world. Green HR 
emphasizes the importance of the decisions, processes and choices organizations make about managing people and shows how 
workforce management directly affects strategic organizational outcomes. Green HRM is a strategy that used to reduce the carbon foot 
prints of every employees by way of electronic filling, job-sharing, teleconferencing and virtual interviews, recycling, telecommunicating, 
online trading etc. It helps to create environment friendly HR initiatives resulting in greater efficiencies, lower cost and better employee 
engagement and increase employee retention. Due to that, this paper has its focus on exploring green HRM practices from the light of 
existing theoretical and empirical research works done by the scholars in this field. The contribution of this paper lies in extending the 
scope and depth of green HRM in materializing sustainable environmental performance of organisations. 
Keywords: Green HRM, Sustainability, Green recruitment, Green performance management, Green Compensation. 

 
Introduction 

 Green human resources refer to using every employee interface to promote sustainable practices and increase 

employee awareness and commitments on the issues of sustainability. It involves undertaking environment-friendly HR 

initiatives resulting in: 1) greater efficiencies, and 2) lower costs and better employee engagement and retention. Green 

management initiatives become an important factor in forward thinking business houses around the world. There is a 

growing need for strategic Green HRM ï the integration of environmental management into HRM. HR professionals 

indicated that encouraging employees to be more environmentally friendly in the workplace was the top practice for their 

organizations. Nowadays companies are implementing EMS (Environmental Management System) a strategic tool, to gain 

competitive advantage. This system provides better control of firmôs environmental impacts. It includes commitment, policy, 

planning, implementation, measurement and evaluation, review and improvement of HR systems that fit with organizationôs 

culture and long-term goals.  

Review of Literature  

 The following section presents summaries of the existing and certain new green HRM practices under each function of 

green HRM. In general, job descriptions can be used to specify a number of environmental protection related task, duties 

and responsibilities (Wehrmeyer, 1996; Renwick et al, 2008 and 2013). These days, some companies have incorporated 

environmental and social tasks, duties and responsibilities as far as possible in each job in order to protect the environment. 

In some companies, each job description includes at least one duty related to environmental protection and also specifically 

includes environmental responsibilities whenever and wherever applicable. . In addition, some companies use teamwork 

and cross-functional teams as job design techniques to successfully manage the environmental issues of the company (May 

and Flannery, 1995; Florida, 1996; Clement, 1997; Palmer and Andrews, 1997; Beard and Rees, 2000; Griffiths and Petrick, 

2001; Daily and Huang, 2001; Govindarajulu and Daily, 2004; Jabbour, Santos, and Nagano, 2010). It is because of the 

reason that environmental protection task of a company requires or demands multi-disciplinary team works.The Chartered 

Institute of Personnel and Development (CIPD) believe in that becoming a green employer may improve employer branding, 

company image and is a useful way to attract potential employees who have environmental orientation (CIPD, 

2007).Attracting environmentally aware talent might be facilitated by pro-active branding of the organization as a high-quality 

ñgreen employer of choiceò (Renwick et al, 2008; Jackson et al, 2011). Increasingly, firms are beginning to recognize that 

gaining a reputation as a green employer is an effective way to attract new talent (Phillips, 2007; Stringer, 2009). Really, 

environmentally responsible employers can attract talent that they needed to implement corporate environmental 

management initiatives and ultimately it contributes to achieve organizations environmental goals 

 
Need for Green Human Resource Management  

 Last two decades of this century have witnessed a unanimous consensus for the need of a realistic environmental 

management drive all over the world. This effort was undertaken since the damaging effects of different pollutants among 
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which the industrial wastes being the major culprit that has been deteriorating and depleting our natural resources very fast 

has been evident. The Green HRM Scholars of management around the world are now analyzing various managerial 

practices that can facilitate the achievements of the goals of GHRM and also have a significant impact on the environmental 

competitiveness of the organizations  
 
Objectives  

 To provide basic understanding of Green HRM  

 To elaborate on Green HR Initiatives and Practices. 

 
Research Methodology  

 In order to achieve the stated review objective, a systematic review of literature was conducted by using an archival 

method. This paper employs a methodology to review the articles cited in the databases Sage, Taylor and Francis Online, 

Springerlink, ScienceDirect, JSTOR, Wiley Online Library, and Emerald with Ăgreen HRM or environmental HRM as the 

topic. Hence the study for this paper becomes a desk research rather than a survey or any other mode of researching.  
 
Green Initiatives  

 Organizations generally organize HR practices into systems that are consistent with their culture and business strategy 

(Boselie et al., 2001).We can say that green initiatives included in HRM manifesto is a part of corporate social responsibility 

in the long run. Today, organizations are implementing and integrating green initiatives in their agenda with the help of their 

human resource. Managers make sure that their HR is utilizing green human resource practices in appropriate manner. HR 

department before implementing green initiatives and, all of them can be not contained within a single document. Owing to 

the space limit the following section of the paper briefly focus upon some of the major green initiatives for HR departments.  

 Green building The organizations round the globe are considerably opting for green building as their workplace and 

offices as an alternative to traditional offices. The phenomenon is quite trend setting as Green buildings fulfil certain criterion 

for reducing the exploitation of natural resources that are utilized in their construction. Furthermore, green buildings include 

some enhanced features related to green practices such as energy efficiency, renewable energy, and storm water 

management. Recent years have witnessed a great upsurge in adoption of green buildings by organizations at a fast pace. 

The business world has become increasingly aware of the significant role played by green buildings while dealing with 

environmental issues. Green buildings also serve as a platform for financial savings for organizations as their construction 

and engineering involve low cost.  

 Paperless office Most of the work in the office is managed on paper but, with introduction of IT, the consumption of 

paper has been reduced. Today E-business and learning have changed the methods and procedures at offices converting 

them into paperless offices. Paperless office is a work place where the use of paper is either restricted or eliminated by 

converting important official documents and other papers into automated workflows. The practice greatly reduce the 

consumption of paper, the costs of paper-related actions including copying, printing, and storing, and also save the time 

used for searching paper documents.  
 
Conservation of Energy  

 Conservation of energy in the office has the potential for a great environmental impact. In an effort to provide more 

efficient and eco-friendly services, offices around the world have implemented several energy conservation initiatives to 

reduce the environmental impact. The HR department at the UK arm of Sky has started a campaign where the employees 

are asked to turn off PCs, TVs, and lights when leaving, to use 100% renewable energy, and introduced solar lighting 

(Davies & Smith, 2007), Whereas the HR department of other British organizations is emphasizing upon their travel policy 

which promotes car sharing and the increased use of public transport (Simms, 2007). In addition, HR systems such as e-HR 

are seen to be able to help management and employees track their own carbon emissions (Beechinor, 2007). Organizations 

are also promoting the extensive use of energy starrated light bulbs and fixtures which undoubtedly consumes at least two-

thirds less energy than regular ones.  

 

Recycling and Waste Disposal  

 Recycling is the methodology of processing used up materials (waste) into new and useful products. Recycling reduces 

the use of raw materials that would have been otherwise used to produce new products. Consequently, this practice saves 

energy and reduces the amount of waste that is thrown into the dustbins, thereby making the environment cleaner and the 

air fresher. At present, the whole corporate world is reciting the old mantra of three RsðReduce, Reuse, and Recycle to 

save the environment. 
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GHRM Practices 

 GHRM is a manifesto which helps to create green workforce that can understand and appreciate green culture in an 

organization. Such green initiative can maintain its green objectives all throughout the HRM process of recruiting, hiring and 

training, compensating, developing, and advancing the firmôs human capital (Dutta, 2012). In this part of the paper, we 

briefly describe a few specific functional HRM activities which identify with the sustainability and the natural environment at 

the workplace and also provide opportunities for research in future. 

 
Green Recruitment  

 Attracting high-quality staff is a key HR challenge in the ñwar for talentò (Renwick et al., 2013, p. 2). Holtom, Mitchell, 

Lee, and Eberly (2008) in their study on turnover and retention of employees argue that the most important benefit 

dimensions of HR and sustainability are retention/recruitment and satisfaction. Firms are now beginning to recognize the fact 

that gaining reputation as a green employer is an effective way to attract new talent (Phillips, 2007; Stringer, 2009). German 

firms such as Siemens, BASF, Bayer and Mannesmann use environmental activities and a green image to attract high-

quality staff.. Green recruiting is a system where the focus is given on importance of the environment and making it a major 

element within the organization. Complementing this, the recruits are also enthusiastic, and to some extent, passionate 

about working for an environment friendly ñgreenò company. We conclude that green recruitment provides the employer with 

an opportunity to stand ahead of the crowd and further increase their chance of attracting the candidates and retain them 

after induction. Corroborating the recent green trend, we propose that the recruitment process be aligned with environment-

friendly issues.  

 

Green Performance Management  

 Performance management (PM) is the process by which employees are prompted to enhance their professional skills 

that help to achieve the organizational goals and objectives in a better way. The recognition of the corporate strategy 

culminates into the PM. Green performance management consists of issues related to environmental concerns and policies 

of the company. It also concentrates on use of environmental responsibilities. Epstein and Roy (1997) in their study 

concluded that when HR managers integrate environmental performance into PM systems they safeguard environment 

management against any damage. Today some firms deal with the issue of PM by installing corporate-wide environmental 

performance standards, and Green information systems/audits to gain useful data on environmental performance (Marcus & 

Fremeth, 2009). The HR staff should modify the performance appraisal rating system to include dimensions for rating people 

on the following behavioral and technical competencies: teamwork, collaboration, diversity, innovation, and environmental 

stewardship.  

 
Green Training and Development  

 Training and development is a practice that focuses on development of employeesô skills, knowledge, and attitudes, 

prevent deterioration of EM-related knowledge, skills, and attitudes (Zoogah, 2011, p. 17). Green training and development 

educate employees about the value of EM, train them in working methods that conserve energy, reduce waste, diffuse 

environmental awareness within the organization, and provide opportunity to engage employees in environmental problem-

solving (Zoogah, 2011). Green T&D activities make employees aware of different aspects and value of environment 

management. It helps them to embrace different methods of conservation including waste management within an 

organization.  

 

Green Compensation  

 In the context of Green HRM, rewards and compensation can be assumed as potential tools for supporting 

environmental activities in organizations. In accordance to a strategic approach for reward and management, modern 

organizations are developing reward systems to encourage ecofriendly initiatives embarked upon by their employees. The 

statement is supported by a survey conducted in the UK by CIPD/KPMG that estimated that 8% of UK firms were rewarding 

green behaviors with various types of awards and/or financial incentives (Phillips, 2007, p. 9), and these practices can be 

effective in motivating employees to generate eco-initiatives (Ramus, 2002).  

 
Green Employee Relations 

 Employee participation in Green initiatives increases the chances of better green management as it aligns employeesô 

goals, capabilities, motivations, and perceptions with green management practices and systems. Involving employees in EM 

has been reported as improving EM systems such as efficient resource usage (Florida & Davison, 2001); reducing waste 

(May & Flannery, 1995); and reducing pollution from workplaces (Kitazawa & Sarkis, 2000). Several workers in their study 

concluded that individual empowerment positively influences productivity and performance, and facilitates self-control, 
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individual thinking, and problem-solving skills (Renwick, 2008; Wee & Quazi, 2005). An important way in which employee 

involvement and participation can be encouraged within the organization is to seek entrepreneurs within the company who 

are socially or ecologically oriented known as eco-entrepreneurs Other benefits of employee involvement are improvement 

in employee and organizational health and safety, as well as development of eco-friendly staff. We propose that keeping the 

policies in place, long-term trust among the management and employees will be built which will provide an opportunity to the 

employees to express their personal ideas at workplace and help to create climate conducive to green management 

practices and systems.  

Conclusion 

 The Greening HRM involves specific HRôs policies and practices aligned with the three sustainability pillarsð

environment, social, and economic balance (Yusliza, Ramayah, & Othman, 2015, p. 1) The responsibility of the present 

generations, HR managers are to create awareness among the youngsters and among the people working for the 

organization about the Green HRM, Green movement, utilization of natural resources and helping the corporate to maintain 

proper environment, and retain the natural resources for our future generation i.e. sustainable development(Mathapati, 

2013, p. 2). It is not a hidden fact that human resource is the most important asset of an organization that plays an important 

role in managing the employees. At the moment, the recent increased trend of corporate focus on greening the business, 

the modern HR managers have been assigned with additional responsibility of incorporating the Green HR philosophy in 

corporate mission statement along with HR policies. On the concluding note, we would like to add that HR is the major role 

player in implementing GHRM practices and policies. Apart from this, they have a crucial role to play in recruitment of new 

employees who are more responsible toward green business practices thus, indirectly saving the Earth. Last, but not the 

least, HR has significant opportunity to contribute to the organizationôs green movement and plays important role in 

enthusing, facilitating, and motivating employees for taking up green practices for greener business 
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Abstract 
 Advertising today has influenced youth lifestyle eating habits, ethics etc. It has influenced decision making by making youth 
conscious about latest electronics gadgets, branded outfits, eating habits, etc. Today it is seen that youth are highly dismayed by 
advertising. It is becoming an unethical practice of advertisers to increase their intensity of exploiting consumers just to increase sales & 
profit. Nowadays media sell us dreams, entrust us into confusing dreams with reality. They pander our desires for things that are bad for 
us; they manipulate us into wanting things we donôt really need. The various types of unethical advertisements like advertisements with 
obscenity and sexual overtone, endorsed by children, surrogate advertising, subliminal advertisements, false and misleading 
advertisements etc. The ethical aspect of Indian advertisement is extremely important for restoration of our Indian culture, norms, ethics 
and heritage. The study was conducted among college students. The aim of this research is to study the ethical issues in media and its 
impact on youth and the need for regulatory framework. In this paper, the researcher focussed on media habits, deceptive advertising and 
sexually suggestive advertising. The results are discussed and recommendations are presented in this paper. 
Keywords: Ethical issues ï Youth ï Advertisement ï Media 

 
Introduction 

 Advertising is not a new issue to be discussed. It has been in existence since ancient time in varied forms. It has gone 

through major transformations and transitions which have resulted in change in its role and its character.  

 Today it becomes necessary to discuss and take a thought on advertising because every individual today is surrounded 

by advertisement from morning till night in various forms. Advertisements have found new ways and means to catch public 

attention like at public places like ATM card outlets, on transport buses, on road side glow lights and signs, balloons, door 

drops, pamphlets , in shops as posters, etc. are few to name them.  Advertising today has influenced youth lifestyle eating 

habits, ethics etc. It has influenced decision making by making youth conscious about latest electronics gadgets, branded 

outfits, eating habits, etc. Today it is seen that youth are highly dismayed by advertising. It is becoming an unethical practice 

of advertisers to increase their intensity of exploiting consumers just to increase sales & profit. Geoffrey Klemper (2004), 

describe the advertisement as ñThey sell us dreams, entrust us into confusing dreams with reality. They pander our desires 

for things that are bad for us; they manipulate us into wanting things we donôt really needò. When it comes to describing 

advertising or marketing campaign is sex appeal. It is noticeable when viewing the latest TV commercial for virgin flight that 

sex appeal must been a bold heading on their manifesto. Shameless & gratuitous, it targets those virile, imagination young 

men, who fantasize about taking an attracting & exquisitely dressed hostess to the mile high club. It was seen that virgin 

flights profit margin was considerable high. Itôs an era of internet which is so interactive & accessible; the boundaries of 

censorship, the allowance to breach boundaries have many brands leaving tantalizing hints or draw clear attention to x-rated 

version of the commercials. Sex and the mediaôs amorous relationship continue to intensify. Young children enjoy 

pretending to be grown up on T.V., mobile phones; computers and laptops were once luxury commodities. Today these 

items are as regular in the household as cutlery. Many youngster & kids have their own separate rooms where access to 

programmed material on these media is easily available. The cruel cycle of industry & entertainment allows no room for the 

consideration of parents trying to maintain the innocence & healthy naivety children used to have.  

 Advertising always telling them they are losers unless they are cool. The internet, media of the millennium has become 

an effective tool for reaching young people with very little parental supervision. Young generation is open to risk and is 

willing to try anything and as a result marketers are willing to try innovative strategies. Youth always had the power of voice, 

but today they also have wallet power. They decide how they want to spend and what they want to spend on. 

 Advertising has been called news, especially when it introduces a new product or gives new information about an 

existing one. However, most contemporary advertising does not introduce new products (nor does it provide much new 

information about older ones). Thus, to claim that advertising is news really pushes the point out of proportion. It may 

sometimes be "news," but most of the time it clearly is not. 
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Indian Scenario  

 In India advertising dates back to the era of civilization, as of Harappa, Mohenjo-Daro which indicates names engraved 

on exquisite earthen, stone or metal works, which is comparable to the present trade mark system. Paintings or writings on 

wall indicating slogans or stone engravings indicate a form of advertising. The earliest forms of advertising were mostly used 

for religious purposes. That is, advertising was in the form of propaganda. To spread the teachings of Buddha, the emperor 

Asoka of Kalinga set up rock and pillar edicts all over the Indian Territory between 563 and 232 B.C. These rock and pillar 

edicts can be called the forerunners of poster advertising of today. Thus .it was the outdoor advertising that came to light 

with the point of sale display in market places. 

 The word 'ethics' comes from the Greek word 'ethikos'. It refers to one's moral character and the way in which society 

expects people to behave in accordance with accepted principles. Ethics means a set of moral principles which govern a 

personôs behaviour or how the activity is conducted. And advertising means a mode of communication between a seller and 

a buyer. Thus ethics in advertising means a set of well-defined principles which govern the ways of communication taking 

place between the seller and the buyer. Ethics is the most important feature of the advertising industry. Though there are 

many benefits of advertising but then there are some points which donôt match the ethical norms of advertising. An ethical ad 

is the one which doesnôt lie, doesnôt make fake or false claims and is in the limit of decency.  Nowadays, ads are more 

exaggerated and a lot of puffing is used. It seems like the advertisers lack knowledge of ethical norms and principles. They 

just donôt understand and are unable to decide what is correct and what is wrong.  

 The main area of interest for advertisers is to increase their sales, gain more and more customers, and increase the 

demand for the product by presenting a well decorated, puffed and colourful ad. They claim that their product is the best, 

having unique qualities than the competitors, more cost effective, and more beneficial. But most of these ads are found to be 

false, misleading customers and unethical. The best example of these types of ads is the one which shows evening snacks 

for the kids, they use colouring and gluing to make the product look glossy and attractive to the consumers who are 

watching the ads on television and convince them to buy the product without giving a second thought.  

 
Major Ethical Issues in Advertising in India  

 Advertisement acts as a communicating bridge between producer and consumer. With industrialization and expansion 

of market access, importance of advertising is steadily on the increase in modern society. Advertising, uses media as its 

vehicle, is a pervasive, powerful force shaping attitudes and behaviour in today's world. At times it goes beyond the 

traditional role of ófair and truthfulô information and portraits obscene, undesirable and unethical scenes giving a detrimental 

result especially on the young population of the society. The various types of unethical advertisements like advertisements 

with obscenity and sexual overtone, endorsed by children, surrogate advertising, subliminal advertisements, false and 

misleading advertisements etc. The ethical aspect of Indian advertisement is extremely important for restoration of our 

Indian culture, norms, ethics and heritage.  

 
Reflection of Advertising on Youth Psyche, Lifestyle, Values and Behaviour  

 Youth is best understood as a period of transition from the dependence of childhood to adulthood. Youth is a more fluid 

category than a fixed age-group. Around the world the term youth, adolescent, teenager, kid and young person are 

interchanged, often meaning the same thing occasionally differentiated.  

 
Review of Literature 

 The youth have always been a prime target for marketers. More so in India now, as two-thirds of the population is 

below 35 years of age. The youth are ñtrysumersò (consumers who are willing to try new products) of the Indian marketða 

group that can play a pivotal role in any marketing campaign (Priyanka Mehra,2008).  

 The excessive exposure to sexual content has lead young people as well as many adults to treat it as something 

ordinary, youth now look up to the models or spokespeople in Ads as idols, they try to imitate them in their looks, outfit 

selection and style.  A study conducted by the Centre on Alcohol Marketing and Youth in 2001, surveying youth exposure to 

alcohol advertisements, revealed shocking evidence that about a fourth of television alcohol advertising, comprising of about 

51,084 ads, was delivered more effectively to youth than to adults, reaching 89 percent of the youth audience. Other 

research conducted in 2001 reflected that alcohol industry spent ñ$1.8 million and placed 3,262 ads on programs where the 

underage audience was more than 50% (Srivastava & Kochar, 2010).  Devi et al. (2010), Unethical advertising promotes 

harmful products, targets inappropriate audiences, makes tall claims attempts to alter lifestyles, and derides competition. 

Unethical issues in advertisement include providing misleading information, using ambiguous terms, and defaulting 

promised rewards. Hence, the study has been focused to explore the perception of youths regarding ethical aspects of 

advertising. The findings of the above study state that ethics should be followed in advertisements, use of sex and 
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sentiments in ads to be avoided. Majority of the respondents do not know the existence of ASCI. Hence more awareness is 

to be created and the board has to function effectively and ban advertisements which do not follow the ethics. 

 The youth market is viewed as a difficult group to connect with and sell to, based on the fragmented media landscape 

and young peopleôs keen ability to identify and reject marketing messages that lack credibility. Successful brands marketing 

to youth have a foundation in or association with key interests and drivers among youth: music, sports, fashion, video 

gaming and technology, among others (Soney Mathews, 2010). Shah & D Souza, (2010) Stereotyping is also being 

promoted in the society by showing females need fair complexion in advertisements to be confident, while men are shown to 

be dominant and powerful and in commanding positions also needs a check. Hoot (2001), Media ethics remained a concern 

for the better part of 2011 with a number of challenges manifesting themselves. According to Kaustav Sen Gupta (2011), 

youth in India form a major chunk and are using all types of media to access information about latest gadgets, gizmos, 

fashion trends, education, lifestyle etc. Internet and television rule this sector and they access information to the maximum.  

 Teens rank the media as the leading source of information about sex, second only to school sex education programs. 

Numerous studies document adolescentsô susceptibility to the mediaôs influence on their sexual attitudes, values and beliefs 

(Brown, et.al, 1993, and Americal Academy of Paediatrics, 2001). 

Materials and Methods 

 Aim: To study the Ethical Concerns and challenges in media and its impact on youth ï a need for regulatory framework  

Objectives 

¶ To study the ethical issues and challenges in advertising 

¶ To find out the attitude and perception of youth towards deceptive advertising and sexually suggestive advertising. 
Research Design 

 Descriptive Research Design was used as this study describes the ethical issues in media and its impact on young 

generation. The study was conducted among under graduate students in Vellore. Simple random sampling was adopted; 

lottery method was used to collect data.  

Research Instrument 

 The tool consists three parts. First part consists of demographic details like age, gender and education of the 

respondents. Second part contains questions related to media habits, frequency of watching advertisements, types of media 

being followed, etc. Third part deals with attitudinal questions classified into two parameters namely Deceptive Advertising (7 

questions) and Sexually Suggestive Advertising (12 questions) The questions are rated in five point likert scale from 

Strongly Disagree ï 1 to Strongly Agree ï 5.  

Data Analysis 

 The data was analyzed using SPSS version 19.0. The data was analyzed and proper interpretation of the data was 

given. The data is presented in the form of tables.  

Results  

Table 1: Distribution of Respondents 

 The above table shows that majority (70.6%) of the respondents 

were male and the remaining 29.4 percent were female in the study. 

Majority (85.7%) of the respondents were studying bachelor degree in 

commerce, 9.2 percent of them were studying bachelor degree in 

business administration and only 5 percent of them were studying 

bachelor degree in science.  

 

     Table 2: Media Habits 

 Students are the first cluster who comes 

into mind when we talk of youth in India. 

Almost all the youth (97.9%) watch 

advertisements in Television, Newspaper, 

Magazine, internet and from other media.  

 Majority (66.9%) of the respondents 

watch advertisement in Television, 12.0 

percent of them watch in Internet, 7.7 percent 

of them watch Daily Newspaper, 10.6 

percent watch other media and only very few 

(2.8%) of them watch in magazine. Therefore 

Television is a major media that attract youth.  

  

Variable Label Frequency Percent 

Gender 
Male 94 66.2 

Female 48 33.8 

Education 
BBA 17 12 

B.Com 125 88 

Watch Advertisement 
Yes 139 97.9 

No 3 2.1 

Media you observe the most 

TV 95 66.9 

Newspaper 11 7.7 

Magazine 4 2.8 

Internet 17 12.0 

Any other 15 10.6 

Frequency of watching advertisement 

Daily 109 76.8 

Occasionally 20 14.1 

Never 13 9.2 

Impact of advertisement 

Less than a day 25 17.6 

One day 62 43.7 

One week 28 19.7 

One month 12 8.5 

More than a month 15 10.6 
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 More than three fourth (76.8%) of the respondents watch advertisement daily, very few of them watch advertisement 

occasionally (14.1%) and never (9.2%). This shows that the youth are updating their knowledge by watching advertisement 

daily. The above table shows that 43.7 percent of them have impact of advertisement for one day. One fifth of the 

respondents were having the impact for one week, 17.6 percent of them have less than a day, and 10.6 percent of them 

have the impact for more than a month and only 8.5 percent of them have the impact for one month.  

 
Table 3: Correlation co-efficient between Age of the Respondents, Deceptive Advertising, Sexually Suggestive 

Correlations 

 Age Deceptive Sexually suggestive 

Age 
Pearson Correlation 1   
Sig. (2-tailed)    

N 142   

Deceptive 

Pearson Correlation -.013 1  

Sig. (2-tailed) .875   

N 142 142  

Sexually suggestive 

Pearson Correlation .016 .330** 1 

Sig. (2-tailed) .853 .000  

N 142 142 142 

**. Correlation is significant at the 0.01 level (2-tailed). 
 Correlation co-efficient was calculated to find the relationship between age of the respondents and deceptive 

advertising and between age of the respondents and sexually suggestive advertising. The above result shows that there is 

no significant relationship between age and deceptive advertising (r = -0.013, p = 0.875), and age and sexually suggestive (r 

= 0.016, p = 0.853). Whereas there is a significant positive relationship between Deceptive Advertising and Sexually 

Suggestive Advertising.  

 
 Table 4: Statistical Comparison between Male and Female with regard to  

   Deceptive Advertising and Sexually Suggestive 

 The above table shows 

the statistical comparison 

between male and female 

with regard to Deceptive 

Advertising and Sexually 

Suggestive. The t test result 

reveals that there is no 

significant difference in the mean score between male and female with regard to deceptive advertising (t = 1.063, p = 0.289) 

and sexually suggestive (t = 2.177, p = 0.031). It can be inferred that gender is not influenced by deceptive advertising, 

whereas gender is influenced by sexually suggestive advertising. Further the result reveals that Male (M = 33.14, SD = 

6.188) are more sexually suggestive than Females (M = 30.88, SD = 5.151). 

 
Table 5: Statistical comparison between Education with regard to Deceptive Advertising and  

Sexually Suggestive Advertising 

Variable Gender N Mean SD Statistical Inference 

Deceptive Advertising 
B.B.A 17 22.41 3.970 t = 3.733 

p = 0.000 
Significant B.Com 125 19.22 3.217 

Sexually Suggestive 
B.B.A 17 35.41 3.825 t = 2.282 

p = 0.024 
Significant B.Com 125 31.96 6.063 

 The above table shows the statistical comparison between B.B.A and B.Com students with regard to Deceptive 

Advertising and Sexually Suggestive. The t test result reveals that there is a significant difference in the mean score 

between B.B.A and B.Com with regard to Deceptive Advertising (t = 3.733, p = 0.000) and sexually suggestive (t = 2.282, p 

= 0.284). The result reveals that the mean score of B.B.A students are more for Deceptive Advertising and Sexually 

Suggestive. 

Recommendation and Conclusion 

 Indian nation is multilingual and multicultural country which makes people vary in their perception, lifestyle, values and 

behaviour hence opinion of respondents from other parts of the country should also be taken for extensive and intensive 

Variable Gender N Mean SD Statistical Inference 

Deceptive Advertising 
Male 94 19.82 3.196 t = 1.063 

p = 0.289 
Not Significant Female 48 19.17 3.927 

Sexually Suggestive 
Male 94 33.14 6.188 t = 2.177 

p = 0.031 
Significant Female 48 30.88 5.151 
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study. Further research can also be done to define what marketing strategy is in a solemnised way. The plea today is to find 

the free spaces that are available to the corporate houses for ethical choices. Future research can also deliberate on finding 

means to prevent cultural evasion caused by unethical and inappropriate advertising. 

 In an attempt to moderate the intensity of these Ads in the media; governments; should put more specific rules and 

regulations on Ads, regarding all its different aspects. Since the current regulations are easy to get around. In addition to 

that, different countries should put into consideration that despite the fact that the world is becoming one market; still this 

market exists in different cultures and norms that should be respected and cared for. Therefore, not only governments 

should apply regulations, but the brand owners themselves as well. With regard to parents, they should be more careful to 

what their children are watching, and guide them as a friend. 

 The call of the hour is to ensure that business and corporate houses build moral and ethical considerations into their 

public communication. They must make sure that their actions remain pro social and humanistic. Towards this end, they 

must balance their bottom line and welfare of public at large. 

Young generations may be misled easily by the influence of media. Therefore media has the responsibility to follow and 

practice the ethics in their profession. 
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Abstract 
 This paper measures the level of customer satisfaction towards the services and facilities provided by the bank branches after the 
demonetization in Tirupattur Taluk, Tamilnadu, India along with their demographical aspects and banking activities. The research has 
been conducted under descriptive research design with the sample size of 125 selected randomly from the bank customers through the 
structured questionnaire. The Cronbachôs alpha value of the tool is 0.832. The software of SPSS 21 is adopted for the analysis of data. 
The interpretations were made through the simple percentage analysis, correlation and chi-square test. The main findings of the study is 
customers in Tirupattur Taluk are satisfied on the account opening procedure, working condition at ATM centres, mobile banking, and 
online banking, safety at branch, ventilation and drinking water. However, the customers are expecting the minimum amount as balance, 
speedy services and quick addressal of customerôs grievances.  
Keywords: Bank, Branch, Customer satisfaction, Services and Facilities 

 
Introduction 

 Bank plays as nerve system of the economy of a country by mobilizing the fund from general public and supplying it to 

meet the requirement of various sectors of economy and needy people. It inculcates the saving habits of the people which 

are essential for the survival of the economy as well as the family. The Indian banking industry has undergone major 

changes due to economic liberalization, globalization, and information technology revolution, increasing competition, 

financial sector reforms and changing customer requirements. There is a multi dimensional change in the Indian banking 

system and banking method due to the entry of private sector banks and multi-national banks. Now the customers have the 

choice of conducting their banking transactions either through offline mode (through bank branches) or through online mode 

(through mobile banking and online banking).  The sound banking system at geographically and economically gross root 

level (i.e. village and lower class people) will decide the economic progression of the country. As per the financial inclusion 

policy of reserve Bank of India and Government of India, the focus of opening bank branches is shifted from urban area to 

rural and semi urban areas.  As per the report on Trend and Progress of Banking in India 2015-16 published by Reserve 

bank of India, the spread of bank branches at every corner of India has resulted in accumulation of number of saving bank 

account from 73.5 million in March 2010 to 495.2 million in September 2016. The financial policy of RBI, Pradhan Mantri Jan 

Dhan Yojana scheme and demonetization are the main pillars for the growth of the banking sector. However, the basic 

foundation for the growth of bank is purely depends on the customer satisfaction on the bank and banking. Otherwise, the 

face of banking structure will tarnish and system will collapse.  

 

Importance of the Study 

 Though the focus on banking is shifted from offline to online the architect of banking starts from the branches of banks 

only. The number and amount of banking transactions through the online banking and card based banking is increasing 

rapidly. However, the online mode is still lagging far behind from the offline i.e. branch banking in every aspects starts from 

the opening of account, making deposits, obtaining loan, fund transfer and etc. The prime step of banking is starts at 

branches. In such as, there is a need to study on those branches whether they satisfies their customers on the number of 

services and facilities as promised and as mentioned in fair practice code specified by the Reserve Bank of India.  

 The demonetization announcement made every Indian starts from rich to poor, urban to interior village stepped towards 

the bank branches to withdraw their money, deposit their unaccounted money, and exchange the old currency into new one. 
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People across the country stood at the doorsteps of automated teller machine and bank branches for many hours and many 

days. It laid the foundation for the present study to find whether customers of banks are satisfied on the services of their 

bank and facilities provided at branches.  

Research Gap 

 The research on customer satisfaction on banking has been conducted enormously in India and abroad. However the 

research on bank branches at rural and semi urban areas are not sufficient level. The focus on research on banking is 

shifted from branch banking to technological banking. Likewise, there were only few efforts to study on facilities provided 

banks at their branches. The researcher found that there is gap to study on the level of customer satisfaction on services 

and facilities of banks after demonetization.  

Objectives of the Study 

1. To study the socio, economic and demographic aspects of customers of banks at Tirupattur Taluk. 

2. To measure the level of customer satisfaction on various services of banks. 

3. To examine the level of customer satisfaction on facilities provided at bank branches. 

Scope of the Study 

 The present study focuses on the level of satisfaction of banking customers towers the services of banks like 

automated teller machine service, online banking, mobile banking, time taken to open the account and complete a 

transaction, amount to be maintained as minimum balance, number of branches and commission charged by bank for 

various services. The study also extended to measure the satisfaction level on basic facilities like lighting, drinking water, 

rest room facility, number of counters and safety at branch.  

Limitations of the Study 

1. The study is confined to satisfaction of customers on services and facilities provided at bank branches. 

2. The research has been conducted at bank branches located in Tirupattur Taluk. 

3. The study does not concern about the bank employees and technical aspects of banking.  

Theoretical Background 

 The number of bank branches in India is growing double over the period of ten years from 74,829 branches in 2007 to 

143,848 branches in 2017. It shows the importance and need of bank branches in India. It laid the foundation of banking at 

gross root level.  The Annual Report 2015-16 of Banking Ombudsman Scheme specifies that there were 34,928 (33.9%) of 

complaints were related to failure of bank to meet commitments and fair practice code; and 21.2% of complaints only related 

with cards. The repost also indicate that out of 102,894 complaints received in 2015-16, 12% (12,420) of complaints were 

received from rural branches and 15% (15,048) of complaints were from Semi urban branches. Hence, the bank and RBI 

must focus towards addressing the complaints related to rural and semi urban branches and they should strengthen their 

services and facilities in those areas. 

 Philippe Ndikubwimana et al (2016) has investigated on the level of satisfaction of banking customers in Rwanda on 

the financial services. They adopted SERVPERF questionnaire under 7 point Lickert scale and collected date from 156 

customers. The study concluded that the physical environment in the branches and facilities determines the level of 

satisfaction, and satisfaction determines their behaviour towards the bank. Arumugarajan (2016) has stated that banks 

plays crucial role in the aspect of financial distribution and accumulation in a country. The research concluded that the 

private sector banks satisfy their customer at high while compare to the public sector banks.  

 Naeem Akhtar et al (2014) conducted a study in Pakistan to measure the relationship between service quality and 

customer satisfaction in the field of banking sector. The study found that there is significant relationship between quality of 

service and customer satisfaction, and customer satisfaction and customer loyalty. The quality of service provided by the 

bank determines the level of customer satisfaction and level of satisfaction determines the degree of loyalty towards the 

bank. Pallavi Gupta et al (2013) mentioned that customer service and satisfaction is an integral part of banking and its 

future. The research has been conducted under SERVQUAL model. The study proved that quality of service and facilities 

determines the level of customer satisfaction in banking sector.  

 Doddaraju (2013) explained the importance of customer service in banking industries. The author has also stated that 

bank must provide quality service to retain the customer and to sustain the business. The study has been conducted to 

identify the prominent factor which determines the level of satisfaction of private and public sector banks in Anantapur 

district of Andra Pradesh. Harinder Singh Gill et al (2013) made an attempt to identify and understand the factors 

influencing the level of satisfaction of customers of private and public sector banks in Punjab. The researcher found that 

customers have more faith on public sector banks than private sector banks where as private sector banks satisfies their 

customers at very high through better technology than public sector banks.  

 Vijay Prakash Gupta et al (2013) examined the level of customer satisfaction among group of private sector and 

public sector customers in Meerut Region of Uttar Pradesh, India. The researcher used the service quality model of 

Parsuraman et al, 1988 and found that customers were satisfied on many factors. Nisha Malik (2013) examined the 
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relationship between service quality and customer satisfaction between two private sector banks in India. Though banks 

offer similar kind of products to its customers, there is difference in level of satisfaction of bank customers due to the level of 

quality service provided by the banks.  

 Jyoti Agarwal (2012) made an attempt to measure the customer satisfaction towards the services of Indian banking 

sector. The study has been conducted between SBI and ICICI in Aligarh district of Uttar Pradesh with 100 respondents 

under the service quality model of Parasuraman et al (1988). The study found that there were wide perceptual differences 

on service quality among the banks in India. Nirmaljeet Virk et al (2012) stated that banks has to spent much in terms of 

money, services and efforts to retain the customers of new generation than attracting new customer. The study also found 

that customers are satisfied on the services of private sector banks than public sector banks.  

 Surabhi Singh et al (2011) studied on customerôs satisfaction with the quality of service provided by the banks in Delhi 

under multistage sampling method. The study explored that customers were mainly dissatisfied on employeeôs behaviour 

and infrastructure of nationalized banks; and high processing charges and accessibility of private as well as foreign banks. 

Puja Khatri et al (2010) has observed that there is a cut throat competition in the Indian banking sector due to the entry of 

private and foreign banks. The researcher applied SERVQUAL Model and found that bank must provide better services to 

retain the customers and there is a link between level of quality service, level of customer satisfaction and possibility of 

customer retention in banking sector. 

Research Methodology 

 The researcher applied the descriptive research design to study the problem and to describe the phenomenon in a 

comprehensive manner. The study has been conducted during the month of March 2017 with the sample of 125 selected at 

the door step of bank branches in Tirupattur Taluk under simple random sampling method under probabilistic sampling 

technique. The primary data were collected through structured questionnaire under four point Lickert scale in English. The 

researcher conducted pretest to measure the reliability and validity of the tool. The Cronbachôs alpha test value for the tool is 

0.832 for 28 variables. The software of SPSS 21 is adopted for the analysis of data. The interpretations were made through 

the simple percentage analysis, correlation and chi-square test.  

Analysis and Interpretation 

Demographic Aspects of the Respondents 

S. No Demographic Factors Scale No. of Respondents Percentage 

1 Gender 

Male 67 53.6 

Female 58 46.4 

Total 125 100 

2 Age (in Years) 

Up to 20 11 8.8 

21-40 88 70.4 

41-60 16 12.8 

above 60 10 8.0 

Total 125 100 

3 Educational Qualification 

Illiterate 12 10 

Upto HSC 26 20 

Degree 77 62 

Professional 10 08 

Total 125 100 

4 Occupation 

Farmers 13 10.4 

Students 51 40.8 

Employee (Govt & Private) 47 37.6 

Professional 04 3.2 

Others 10 8.0 

Total 125 100 

5 Annual Income (Rs.) 

Up to 60,000 30 24 

60001 -120,000 43 34.4 

120,001 ï 180,000 29 23.2 

Above 180,000 23 18.4 

Total 125 100 

 The above table reveals that the predominant customer of bank is male with an educational qualification of degree. 

Employees and students are actively involved in banking activities. Accounts were maintained equally by the lower and 

upper income people. More than the third of the customers are aged 21 to 40.  
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Banking Habits of Respondents 

S. No Variables Scale No. of Respondents Percentage 

1 

Name of Bank 

where account is 

maintained 

SBI 36 28.8 

Indian Bank 16 12.8 

HDFC 16 12.8 

ICICI 15 12 

Others banks 42 33.6 

Total 125 100 

2 Type of account 

Saving Bank Account 103 82.4 

Current Account 19 15.2 

Fixed and Recurring 3 2.4 

Total 125 100 

3 
Reason for having 

Account 

To save money 70 56 

On Compulsion  21 16.8 

To obtain Subsidy / scholarship 13 10.4 

Other reasons 21 16.8 

Total 125 100 

4 
No. of visit to 

branch in a month 

Zero 13 10.4 

One 45 36 

Two 26 20.8 

Three 12 9.6 

Four and above 9 23.2 

Total 125 100 

5 
No. of visit to ATM 

in a month 

Zero 18 14.4 

One 18 14.4 

Two 16 12.8 

Three 11 8.8 

Four and above 62 49.6 

Total 125 100 

 The customers in Tirupattur Taluk prefer to have saving bank account in nationalized bank especially State bank of 

India. Saving is the main reason to have a bank account. More than half of the respondents are visiting their branch atleast 

twice in month whereas more than three fourth of them are visiting the ATM twice in a month.  

 

Customer Satisfaction towards the Services of Bank 

S. 

No 
Services/variable 

Highly 

Dissatisfied 

Dis- 

Satisfied 
Satisfied 

Highly 

Satisfied 
Total 

1 Time taken to open an Account 8 (6.4) 14 (11.2) 69 (55.2) 34 (27.2) 125(100) 

2 Amount of Minimum Balance 5 (4) 30 (24) 70 (56) 20 (16) 125 (100) 

3 Number of Branches 10 (8)  34 (27.2) 54 (43.2) 27 (21.6) 125 (100) 

4 Commission charged 11 (8.8) 39 (31.2) 55 (44.8) 19 (15.2) 125 (100) 

5 No. of Employees at branch 8 (6.4) 29 (23.2) 64 (51.2) 24 (19.2) 125 (100) 

6 Time taken to complete a transaction 10 (8) 37 (29.6) 63 (50.4) 15 (12) 125 (100) 

7 ATM facility 9 (7.2) 36 (28.8) 68 (54.4) 12 (9.6) 125 (100) 

8 Mobile Banking facility 4 (3.2) 30 (24) 63 (50.4) 28 (22.4) 125 (100) 

9 Online banking facility 6 (4.8) 30 (24) 57 (45.6) 33 (25.6) 125 (100) 

10 Time taken to address & solve the complaints 12 (9.6) 24 (19.2) 64 (51.2) 25 (20) 125 (100) 

 The above table analysis shows that the procedure and time taken to open an account in Tirupattur Taluk is very 

simple and quickest one. One third of the respondents viewed the minimum balance to be maintained is very high and to be 

minimized likewise the number of branches may be increased. Banks may reduce the commission charges to retain their 

customers and appoint adequate number of employees to render speedy services.  More than one fourth of the respondents 

felt that bank consumes more time and delay in rendering their services and addressing the complaints. One fourth of the 

respondents opinioned that bank may should improve the ATM, mobile banking and online banking facility.  
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Customer Satisfaction towards the Facilities of bank 

S. No Facilities Highly Dissatisfied 
Dis 

Satisfied 
Satisfied Highly Satisfied Total 

1 Lighting and Ventilation 5 (4) 12 (9.6) 55 (44) 53 (42.4) 125(100) 

2 Drinking water 12 (9.6) 20 (16) 58 (46.4) 35 (28) 125 (100) 

3 Rest room (Toilet/Urinals) 23 (18.4) 40 (32) 40 (32) 22 (17.6) 125 (100) 

4 Number of Counters at bank  10 (8) 20 (16) 67 (53.6) 28 (22.4) 125 (100) 

5 Safety at Branch 5 (4) 9 (7.2) 63 (50.4) 48 (38.4) 125 (100) 

 The research proved that customers were dissatisfied on toilet and urinal facility at the branch. However they were 

satisfied with their safety at branch. Number of bank counter may be increased to cater the need of the customers and 

adequate purified drinking water may be provided at the branch to improve their level of satisfaction.  

 H0: There is no relationship between Annual Income and customer satisfaction on Amount of Minimum Balance.  

 H1: There is a relationship between Annual Income and customer satisfaction on Amount of Minimum Balance.  

Relationship between Annual Income and Customer Satisfaction on Amount of Minimum Balance to be Maintained 

Correlation is significant at the 0.05 level (2 tailed) 

Since, the calculated value under Pearson 

correlation method (-0.60) is negative, the null 

hypothesis is accepted and alternative hypothesis 

is rejected strongly. Hence, there is no relationship 

between Annual Income of the respondent and level of customer satisfaction on Amount of Minimum Balance to be 

maintained.  

 H0: There is no relationship between number of visit to ATM and customer satisfaction on ATM services.  

 H1: There is a relationship between number of visit to ATM and customer satisfaction on ATM services.  

Relationship between Number of visit to ATM and Customer Satisfaction on ATM Services 

Correlation is significant at 

the 0.05 level (2 tailed) 

  

 Since, the calculated value under Pearson correlation method 0.120) is positive, the null hypothesis is rejected and 

alternative hypothesis is accepted. Hence, there is a relationship between number of visit to ATM and level of customer 

satisfaction on ATM services.  

 H0: There is no association between the bank at which customer have an account and customer satisfaction on time 
taken to address the complaints. 
 H1: There is an association between the bank at which customer have an account and customer satisfaction on time 
taken to address the complaints. 
Chi-Square Test 

 Since, the calculated value under 

Pearson chi-square method (0.814) is 

more than the table value (0.05), the 

null hypothesis is accepted and alternative hypothesis is rejected. Hence, it can be interpreted that, there is no association 

between the bank at which customer have an account and customer satisfaction on time taken to address the complaints. 

H0: There is no association between the gender of the respondent and customer satisfaction on Rest room facility at branch. 

H1: There is an association between the gender of the respondent and customer satisfaction on Rest room facility at branch. 

Chi-Square Test 

 Since, the calculated value under 

Pearson chi-square method (0.165) is 

more than the table value (0.05), the null 

hypothesis is accepted and alternative hypothesis is rejected. Hence, it can be interpreted that, there is no association 

between the gender of the respondent and customer satisfaction on Rest room facility at branch.  

Findings 

¶ The predominant customer of bank is male. 

¶ Most of the customers are educated and degree holder. 

¶ Employees and students are actively involved in banking activities.  

¶ Saving account is the most maintained by the customers. 

¶ Customers prefers nationalized bank especially SBI. 

¶ More than half of the respondents are visiting their branch atleast twice in month. 

¶ More than three fourth of them are visiting the ATM twice in a month.  

 

Annual  

Income of the  

Respondents 

Customer  

Satisfaction on Amount of  

Minimum Balance 

Pearson correlation 1 -0.60 

 Number of visit to ATM Customer satisfaction on ATM services 

Pearson correlation 1 0.120 

 Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 17.778 24 0.814 

 Value df Asymptotic Significance (2-sided) 

Pearson Chi-Square 5.091 3 0.165 



Vol.5    Special Issue 2   August  2017  ISSN: 2821 -4643  
 

Shanlax International Journ al of Management   105 

¶ Bank provides lighting, ventilation and safety at high. 

¶ One fourth of the customers were dissatisfied on Drinking water and rest room facilities 

Suggestions 

¶ More Number of branches with extra counters to be opened to cater the need of bank customers. 

¶ Speedy service should be provided and complaints must be solved at speed. 

¶ Amount of minimum balance and commission charges may be minimized. 

¶ ATMs must be operated appropriately and adequately. 

¶ Drinking water and rest room should be provided. 

Conclusion 
 Bank plays vital role in the circulation of money, economic progress of the country. It also an important part of day to 

day life of Indians since, government directly and indirectly forced the people to open the bank account in order to avail the 

various subsidies, scholarship and other financial benefits from the government agencies. Bank occupied the prime role to 

exchange the old currencies in to new currencies on the time of demonetization. The researcher found that most of the 

customers of bank are male who are youth and belongs to lower middle income group. Most of the customers prefer to open 

an account in nationalized bank rather than private sector banks. A customer prefers to visit ATM rather than Bank branches 

and willing to maintain an account in State Bank of India. The study also found that customers in Tirupattur Taluk are 

satisfied on the account opening procedure, working condition at ATM centres, mobile banking, and online banking, safety at 

branch, ventilation and drinking water. However the customers are expecting the minimum amount as balance, speedy 

services from the bank employees to complete transactions and address the problems of customer. The future research can 

be done measure the customer satisfaction in each aspect in depth and with wider geographical areas.  
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Abstract 
 In the fastest growing IT industry the employeesô attitude and commitment requires regular monitoring and fine-tuning in order to 
build a positive work environment that will result in the development of both organization and its employees. The primary objective of this 
research study is to determine the relationship between employeesô attitude and organizational commitment of Chennai based IT 
employees. The researcher has selected ten major firms in the IT sector located in Chennai; (TamilNadu) and thirty employees from each 
organization by adopting Quota-cum-Convenient Sampling method. The research study found that correlation between Employeesô 
Attitude and Organizational Commitment is concerned there exists a correlation (r = 0.707) at 0.01 significance level (2- tailed test) and as 
the significance level is less than 0.01, Ho is rejected. Therefore, it can be concluded that there exists a significance relationship between 
Employeesô Attitude and Organizational Commitment. 
Keywords: Employees Attitude, Organizational Commitment  

 
Introduction 

 India is known as knowledge capital of the world. Indians are well known for their acumen, erudite, intelligence, 

efficiency and academic excellence. Indians have left their imprint in almost all the fields of humanity from education to 

public administration. Indians have immensely contributed their knowledge to the civilized society of the world. Even today 

the biggest, the most successful and the most profitable Multinational Corporations are being managed by the Indians. 

These levels of achievement are rooted in their commitment. All these achievements and laurels to the Indians are the result 

of their commitment to their work. Contrary to this generalised perception about Indians in abroad and Multinational 

Corporations, the scenario in Indian corporations depicts a different picture.  Several studies like Budhwar, P.S., Varma, A., 

Singh, V. and Dhar, R. (2006)1, Bhatnagar (2007)2, Raman, R.S., Budhwar, P. and Balasubramanian, G. (2007)3, Singh, K. 

(2007)4, and Jha, S. (2011)5 have concretely proved that majority of employees lack commitment to their work. Employees 

with a low level of organizational commitment tend to be unproductive and some become lazy at work and in certain cases 

the high rate of staff turnover and absenteeism are associated with the low level of organizational commitment. The low level 

of organizational commitment is characterized by a lack of neither acceptance of organizational goals and values nor the 

willingness to exert effort to remain with the organization. The employee who operates on this level must be disillusioned 

about the organization; such an employee may stay because he or she needs to stay as associated with the continuance 

dimension.  

 Further, it has been proved by several studies that, employeesô attitude plays a major role in bringing organizational 

commitment in the minds of the employees of an organization. Attitude of an employee is the foundation without which an 

organization cannot attain its goals. All organizational and individual outcomes like job involvement, job satisfaction, 

organizational effectiveness, organizational commitment, motivation, turnover, morale and so on originates from employeesô 

attitude. If an employee has negative attitude towards his organization, then whatever may the rewards, incentives and 

amenities provided to the employee, that will not motivate the employee and all these efforts will go waste. Contrary to this, if 

an employee has a positive attitude towards his organization, then irrespective of poor rewards, low incentives and fewer 

amenities, he or she will have job involvements, job satisfaction, motivation and overall organizational commitment because 

of his emotional and psychological attachment to his organization. Therefore, if an organization wants to have committed 

employees, then the prime task of the organization is to develop an environment that will nurture positive attitude among its 

employees.  
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 Therefore, employeesô attitude and organizational commitment are two most sought after topics in the domains of 

organizational behaviour that has been continuously, extremely deliberated and underwent vigorous research. Further, the 

complex nature of relationship between employeesô attitude and organizational commitment made this topic as more 

relevant in understanding employeesô commitment. The underpinning and complexity between employeesô attitude and 

organizational commitment has prompted the researcher towards this study. This study will bring clarity to the existing 

literature and provide a clear understanding to the complex relationship between these two concepts. It will further examine 

the replication of this relationship between employeesô attitude and organizational commitment in information technology 

sector. 

 
Concept of Employeesõ Attitude 

 Employeesô attitude is a way of responding either favourably or unfavourably to objects, persons, concepts etc. They 

are evaluative statements. They reflect how employees feel about something. Attitudes are related to behaviour. It is a uni-

dimensional variable, i.e., positive or negative. Many researchers have defined attitude in terms of effect and evaluation. For 

example, Krech and Crutchfield6 define attitude as an óenduring organization of motivational, emotional, perceptual and 

cognitive processes with respect to some aspect of the individualôs worldô. It is generally accepted that attitude represents 

the positive or negative mental and neural readiness towards a person, place, thing or event. Some psychologists study 

attitude only in terms of overt behavior; if a person persist in a certain activity, he or she has favorable attitude towards it. An 

attitude has three basic components namely, thinking, feeling, and acting. These three components are also described as 

the cognitive, affective, and behavioral components of an attitude, respectively.  

 The cognitive component of an attitude consists of the information a person possesses about a person or thing which is 

based on what a person believes to be true. The behavioral tendency concerns the way a person intends to behave towards 

an attitude object. The affective component consists of the feelings a person has toward an attitude object, which involves 

evaluation and emotion, and is often expressed as like or dislike for the attitude object. 

 
Concept of Organizational Commitment 

 The term ñcommitmentò can be referred to as the willingness of social actors to give their energy and loyalty to a social 

system or an effective attachment to an organization apart from the purely instrumental worth of the relationship (Buchanan, 

1974)7. It is also believed that commitment was developed through the process of identification in which a person 

experiences something of some ideas as an extension of the self (Iverson, 1996)8. According to Meyer and Allen (1997)9, a 

committed employee is the one who stays with the organization through thick and thin, attends work regularly, puts in a full 

day (and maybe more), protects companyôs assets, shares, company goals and others. Thus, having a committed workforce 

would be an added advantage to an organization. They based their theory on the different views for defining and studying 

organizational commitment. They concluded that this variable should be analyzed from three different points of view- the 

affective attachment, the perceived costs and the obligation with the organization. Therefore, the instrument reflects a model 

of three organizational commitment components namely (1) affective, (2) continuance and (3) normative.  

 The affective component of organizational commitment, proposed by the model, refers to employees' emotional 

attachment to, identification with, and involvement in, the organization. The continuance component refers to commitment 

based on the costs that employees associate with leaving the organization. Finally, the normative component refers to 

employees' feelings of obligation to remain with the organization. 

 
Significance of the Study 

 Recently, it has been observed that IT sector employeesô attitude and commitment towards their organization goals 

both are facing deterioration, because of that, organization and employees could not achieve their respective goals. This has 

widened the gap between organization and employees. All the policies, procedure and motivational schemes to bridge the 

gap between organization and employees have utterly failed because of employeesô unfavorable attitude. Without favorable 

mind set and positive attitude of employeesô towards the organization all the sincere efforts made by the organization 

towards commitment will be futile exercise. So, to bring organizational commitment, first organizations should try to evaluate 

a scheme to bring a favorable attitude. Only by ensuring favorable employeesô attitude, an organization can ensure its 

employees commitment. This study would help to advance our understanding on the nature of relationship between 

employeesô attitude and organizational commitment by incorporating the research findings and it would indicate to IT 

organizations management, particularly concerning the contribution of certain individual characteristics as well as attitude 

towards commitment. The study has both theoretical and practical importance. It is theoretically important that it will provide 

valuable information for human resource development or management (HRD/HRM) professionals to understand the 

relationships between employeesô attitude and organizational commitment among IT employees. Itôs practically important 

because it can be helpful for HRD and HRM professionals, to maintain employeesô attitude and organizational commitment. 
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The results of this study would serve as a guideline to the IT employers while designing organizational processes or 

systems, including recruitment and selection of human resources allocation, appraisal and evaluation, compensation, 

training and development of its employees. Further, this study will contribute to the society through better understanding of 

the relationship between employeesô attitude and organizational commitment among IT employees. It will provide new 

insight to the problem and help in providing effective change management policies to get, retain and manage employees' 

commitment and the attainment of individual as well as organizational goals.  

 
Research Model 

 Following is the research model developed by the researcher.       Objectives of the Study 

 The main objective of this research study is 

to determine the relationship between 

employeesô attitude and organizational 

commitment of Chennai based IT employees. 

While pursuing this objective, the researcher has 

framed the following ancillary objectives for the 

study. 

1. To examine the relationship between demographic variables and employeesô attitude and organizational commitment 

among IT employees. 

2. To study the relationship between employeesô attitude and organizational commitment in IT sector. 

 
Hypotheses 

In order to carry out the objectives of the study, the following hypotheses were framed. 

1. There is no significant relationship between demographic factors and employeesô attitude and organizational 

commitment. 

2. There is no significant impact of employeesô attitude on organizational commitment. 

Research Methodology 

 To obtain the primary data, a survey was conducted among the IT employees through a structured questionnaire. 

Employeesô attitude inventory developed by the researcher which is based on most accepted and well known behavioural 

components model consist of 3 components viz - cognitive, behavioural and affective components having of 24 statements. 

For this purpose, the researcher has adopted the most popular, standard inventory scale of organizational commitment 

developed by Allen and Meyer (1990)10. The researcher has selected ten major firms in the IT sector located in Chennai, 

TamilNadu namely 1) Tata Consultancy Services (TCS) 2) Cognizant Technology Solutions (CTS) 3) Infosys 4) Wipro 5) 

HCL 6) Accenture 7) Ramco Technology 8) Tech Mahindra 9) Polaris and 10) Oracle Corporation.  

Sample: The researcher, by adopting Quota-cum-Convenient Sampling method, has selected thirty employees from each of 

the ten companies mentioned above in Chennai city constituting 300 respondents.  

Analysis of Data: The researcher has applied the appropriate statistical tools like Frequencies, Chi-Square Test, 

Correlation, Multiple Correlation, ANOVA and Factor Analysis so as to draw the results and findings of the study. 

Research Findings of the Study: The findings of the study are as follows. 

Demographic Factors and Employeesõ Attitude 

 The chi-square analysis showed that there exists significant relationships of age, spouse qualification, spouse status, 

spouse income with that of employeesô attitude of IT Employees. But there exists no significant relationship of gender, origin, 

educational qualification, income, marital status, experience, and employment status with that of IT employeesô attitude. 

Demographic Factors and organizational Commitment 

 The chi-square analysis showed that there exists a significant relationship of age with that of organizational 

commitment of IT Employees. But there exists no significant relationship of gender, origin, educational qualification, income, 

marital status, qualification of spouse, spouse status, spouse income, experience and employment status with that of 

organizational commitment of IT Employees. 

Relationship between Employeesõ Attitude and Organizational Commitment 

 The significance level in the above ANOVA test shows that, significance value (p=0.000) it is less than 0.05. Therefore 

it can be concluded that employeesô attitude significantly impact on organizational commitment. As far as correlation 

between Employeesô Attitude and Organizational Commitment is concerned there exists a correlation (r = 0.707) at 0.01 

significance level (2- tailed test) and as the significance level is less than 0.01, Ho is rejected. Therefore, it can be concluded 

that there exists a significance relationship between Employeesô Attitude and Organizational Commitment. 

  


