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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 company‘s 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 company‘s 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; MNC‘s 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: ―Sustainable development implies optimizing financial posi tion while not 

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

environment‖. 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 MNC‘s 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 Asia‘s ‗48 Heroes of Philanthropy‘ 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 companies‘ 

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 company‘s 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 company‘s 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 company‘s 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 Government‘s policy Documents have adequate levers to ensure ‗public co-
operation‘ 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 firm‘s customer has been recognised as the dominant factor in a business 

organization‘s 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 — 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
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transformational, and output-based—are 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 ―Competitive advantage = 1.068 + 0.701 * Customer loyalty‖. 

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

and alternative hypothesis as ―Customer loyalty is not related with competitive advantage‖ and ―Customer loyalty is related 

with competitive advantage‖. 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. 
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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 s tudy 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 organizations‘ 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 organization‘s internal environment – resources, 

capabilities, value-adding services in a value chain– 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 ‗view. 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 for‘ 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 productivit y 

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. Porter‘s 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 organizat ions 

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 People‘s 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 ―Is it possible to apply descriptive statistics?‖ and an objective of ―to apply 
descriptive statistics‖. As the first attempt, researchers have done a review of customer loyalty and compet itive 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. Respondents‘ 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 customers‘ economic lives with the creation of customer loyalty. 

Customer loyalty is defined as ―a 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 

behavior‖ (Kottler, 2010, p. 392). Customer loyalty plays an important, if not a critical role in an organization‘s 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 8Cs—customization, 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 f irm 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 – 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 years‘ experience, 10% of 
customers are having the work experience 
between 2 – 4 years,17% of customers are 
having work experience between 4 – 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 – 4 years 10 10.0 10.0 22.0 

4 – 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 ―to apply 

descriptive statistics‖. 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. 

Respondents‘ 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 – the 

viewer of the project – 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. 
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Percentage Analysis 

 ―Roughly 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 data‖. 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, ‗chi-squared test‘ often is 

used as short for pearson‘s 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 

 Χ2 = 1.169 

 ɤ =1 

 X2α=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 institute‘s 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 students‘ 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 attent ion 

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 student‘s mind. This category of service is unique since 

the organization is not isolated from the customer – 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 can‘t 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 customers‘ 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 ―a business strategy encompassing the entire organization to provide goods/services that 

completely satisfy the customer‖. 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 respondents‘ 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 institutes‘ 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 ―intention to pursue‖ TQM with its ―actual 

implementation.‖ 

 
Personnel and Work Processes 

 The study also sought to establish respondents‘ perceptions regarding their institute‘s 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 institute‘s 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. 
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Abstract 
 People are a company‘s most important assets. They can make or break the fortunes of a business. In today‘s 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 company‘s 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 company‘s most important assets. They can make or break the fortunes of a business. In today‘s 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 company‘s 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. 
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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 employee‘s 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 ―A Study on Recruitment and Selection process in 

companies with special reference to Vellore District‖. 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 ―cleaner‖ technologies, thereby leading to more socially responsible corporate policies. The prospects for FDI f lows to China 
and India are promising, assuming that both countries want to accord FDI a role in their development process – 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 India‘s 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 ―cleaner‖ technologies, thereby leading to more socially respons ible 

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. Companies‘ 

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 ‗allowed 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.  

India‟s 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 ―World Investment Report‘‘. India‗s 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. ‗‘the 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 
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owing to India‘s 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. China‘s 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. 

 China‘ 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 ‗s 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), 

 China‘s 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, 

 China‘s accession to the WTO in 2001 has led to the introduction of more favorable FDI measures, 

 Further linearization in the service sector, China‘s 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 UNCTAD‗s FDI 

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

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 India‘s 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 India‗s exports in the early 1990‘s. India came 15th. Even today, FDI is estimated to an account for less 

than 10 per cent of India‘s 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 India‘s 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 – 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 India‘s 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 entity‘s 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. 
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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 ―Give me Change‖ 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 shopkeepers‘ 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 ―Tendering Change‖. 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 ―irrespective 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 eyebrow‖.  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 doesn‘t 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 don‘t 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 researcher‘s 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 ―tender exact change‖ 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 Cronbach‘s 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 Bartlett‟s 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 ‗explained‘ 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 ―tender change‖. 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 ―Fight‖ and ―Never-Return‖ which is 

highly correlated. The next correlated is ―Buy‖ and ―Buy Extra‖ 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 today‘s 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 today‘s 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 employees‘ 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 today‘s 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 employee‘s 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 employee‘s 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 employee‘s 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 employees‘ 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 employee‘s 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 employees‘ 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). Employees‘ 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 employee‘s 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 ‗task‘ 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 organization‘s 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 

employees‘ 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 employees‘ 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 employees‘ 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 employees‘ positive 

attitude towards change and thus reduce their resistance towards change. Employees‘ 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 employees‘ 

attitude towards organizational change. The review showed that employees‘ 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 individuals‘ 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 employees‘ 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 Sharifi‘s, 2002) instrument was used to 

measure organizational learning. Employees‘ 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 

employees‘ attitude towards organizational change and learning. 

 Vakola and Nikolaou (2005) assessed the connection between employees‘ attitude towards organizational change and 

two most significant behaviors‘: 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 ―A STUDY ON EMPLOYEE‘S ATTITUDE TOWARDS HUMAN RESOURCE MANAGEMENT PRACTICES 
INDIA CEMENT LTD,‖ 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 country‘s development 

works. The Per Capita consumption of cement is a parameter to measure the country‘s 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, roman‘s 

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 ‗A‘ 

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. 
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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 

employee‘s are strongly agree, 33.5% of employee‘s 

are agree, 14% of employee‘s are neutral, 6% of 

employee‘s are disagreed and 0% of employee‘s 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 employee‘s are 
strongly agree, 30% of employee‘s are agree, 12.5% of 
employee‘s are neutral, 6% of employee‘s are disagreed 
and 3.5% of employee‘s 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 

employee‘s are strongly agree, 31.5% of employee‘s 

are agree, 17.5% of employee‘s are neutral, 4.5% of 

employee‘s are disagreed and 1.5% of employee‘s 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 ―entrepreneurship‖ 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 ‗enterprise‘ in the world of work in particular. In the present scenario this debate becomes large. ‗  In the 

words of Indira Gandhi, ―Education 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 circumstances‖. Thus, education widens the horizons 

and helps us to set out perspectives in right direction. NKC defines it as ‗Entrepreneurship 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 good‘ (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 

‗Special Report: A Global Perspective on Entrepreneurship Education and Training‘, 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 students‘ 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 students‘ 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 i s 

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, 

Webster‘s New Collegiate Dictionary, defines a motive as ―something (a need or desire) that causes a person to act.‖ 

Motivate, in turn, means ―to provide with a motive,‖ and motivation is defined as ―the act or process of motivating.‖ 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 ―the reasons underlying behavior‖. Deci3 et al. define, ―(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 rewards‖. Mullins4 observes that ―Motivation is therefore 

about what a person wants and about his emotional state, which drives him in the direction of achieving what he wants.‖ 

 
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 Maslow‘s 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 ―Goal 

Setting Theory‖  According to McGregor‘s14 (1960) theory of Theory X and Theory Y, managers can be classified to be 

working under Theory X – concentrating on Herzberg‘s 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 – 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 Firm‘s 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 ―Highly Satisfied‖ to 

―Highly Dissatisfied‖. 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, Student‘s 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 ‗α‘ 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 ―Job Satisfaction‖ 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 ―Job Satisfaction‖ 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 ―Job Satisfaction‖ 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 ―Job Satisfaction‖ as the highest motivating factor.  

7. We hypothesize that there is no significant difference in the perception of ―Job Satisfaction‖ 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 ―Job Satisfaction‖. 

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 ―Incentives‖ 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 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  51 

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 ―Incentives‖ 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 ―Incentives‖ 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 ―Performance Appraisal‖ 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 ―Performance Appraisal‖ 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 ―Performance Appraisal‖ 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 ―Supervisor‘s appreciation‖ 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 ―Supervisor‘s Appreciation‖ 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 ―Supervisor‘s Appreciation‖ 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 ―Appreciation 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. 

 
 

References 

1. Shanks, Nancy H. "Chapter 2." Management and Motivation. Jones and Barlett. 23-35. Print 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  53 

2. Guay, F., Chanal, J., Ratelle, C. F., Marsh, H. W., Larose, S., &Boivin, M. (2010). Intrinsic, identified, and controlled 

types of motivation for school subjects in young elementary school children. British Journal of Educational Psychology, 

80(4), 711–735. 

3. Deci, E. L., Koestner, R., & Ryan, R. M. (1999). A meta-analytic review of experiments examining the effects of 

extrinsic rewards on intrinsic motivation. Psychological Bulletin, 125(6), 627–668. 

4. Mullins, L.J. (2010). Management and OrganisationalBehaviour. 10th ed. Harlow, FT Prentice Hall. 

5. Maslow, A.H. (1954). Motivation and Personality. New York, NY: Harper & Row 

6. Alderfer, C. (1972). Existence, Relatedness and Growth. New York: The Free Press. 

7. Herzberg, F., Mausner, B., &Snyderman, B.B. (1959). The motivation to work. New York: John Wiley & Sons.  

8. Herzberg, F. (2003). One more time: how do motivate employees? Harvard Business Review, 81, 86-96. 

9. McClelland, D. (1961). The achieving society. Princeton, NJ: Van Nostrand Company Inc.McClelland, D. C. (1975). 

Power: The inner experience. New York: Irvington McClelland, D. C. (1985).Human motivation. Glenview, IL: Scott, 

Foresman. 

10. Skinner, B.F. (1953).Science and Human Behavior. New York: Free Press. 

11. Adams, J.S. (1963).Toward an Understanding of Inequity. Journal of Abnormal and Social Psychology, 67, 422-436. 

12. Vroom, V. (1964).The motivation to work. New York: John Wiley. 

13. Taylor, F.W. (1911).Principles of Scientific Management. New York and London: Harper & Brothers. 

14. Locke, E.A., & Latham, G.P. (1979).A Theory of Goal-setting and Task Performance. Englewood Cliffs, NJ: Prentice 

Hall. 

15. McGregor, D. (1960).The human side of enterprise.New York, 21. 

16. Ouchi, William G. (1981).Theory Z. New York: Avon Books. 

17. Gichure, Caroline Njambi, 2014, Factors Influencing Employee Motivation and its impact on Employee Performance – 

A case of AMREF Health in Africa, http://erepo.usiu.ac.ke/bitstream/handle/11732/77/Carol.pdf?sequence=1 

18. Safiullah, Ayesha Binte, Employee Motivation and its Most Influential Factors: A studyon the Telecommunication 

Industry in Bangladesh, World Journal of Social SciencesVol. 5. No. 1.January 2015 Issue. Pp. 79 – 92 

19. Odukah, Mary Elector, Factors Influencing Staff Motivation amongEmployees: A Case Study of Equator Bottlers(Coca 

Cola) Kenya, Journal of Human Resource and Sustainability Studies, 2016, 4, 68-79Published Online June 2016 in 

SciRes. http://www.scirp.org/journal/jhrsshttp://dx.doi.org/10.4236/jhrss.2016.42008 

 

 

 

 

 

 

 

  

http://erepo.usiu.ac.ke/bitstream/handle/11732/77/Carol.pdf?sequence=1


International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

54                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

 

INTELLIGENT INNOVATION IN THE CONSUMER PACKAGED GOODS (CPG) 

 
Dr. S. Sasikumar 

  HOD, Department of Management Studies,  

Sacred Heart College (Autonomous), Tirupattur 

 

Prof. R. Veerappan 

HOD, Department of Business Administration,  

Sacred Heart College (Autonomous), Tirupattur  

 

 

 
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. 

Today‘s 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: Today‘s 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 customer‘s 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, today‘s 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 

 Today‘s 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 overal l 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 today‘s 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 profitabili ty. 

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 Today‘s 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. Today‘s 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 

―shelf help,‖ 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 ―The Image: Knowledge in Life and Society‖, 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 

Charry‘s 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 ―create a 

connection‖ 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 
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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 ―one size fits all‖ 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 employees‘ 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 ―let it be,‖ 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 leader‘s 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 ‗failure‘ differently – 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 — 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 didn‘t 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 women‘s 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 individual‘s 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 respondents‘ 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 ―Human resource‖ in this 1893 book The Distribution of Wealth but did not 
further build upon it. The term ―Human resource‖ 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 ‗Management‘ before starting our discussion on ‗Human Resource 
Management‘ 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 ―the activity, set of institutions, and process for creating 

communicating, delivering and exchanging offerings that have value for customers, clients, partners, and society at large.‖ 

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 – These are established by the top management deliberately so as to guide executive thinking at various levels. 

Appealed – These are formulated to meet the requirement of certain peculiar situations which have not been covered by the 

earlier policies. 

Imposed – They formed under pressure from external agencies such as government, trade associations and unions. 

General – They reflect the basic philosophy and priorities of the top management if formulating the broad plan for mapping 

out the organisation‘s growth chat. 

Specific – 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 – 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 – 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 – 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 employee‘s 

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 employee‘s 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 employee‘s 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 E–marketing 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 customer‘s 
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 – i.e., complying with e-marketing laws, such as data protection 

 Environmental – 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 – 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 individual‘s 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 ―tips‖. 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 doesn‘t 

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 don‘t 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 Cronbach‘s 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 faculty‘s 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 don‘t 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 doesn‘t 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 employee‘s 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 don‘t 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 ―gift‖ 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 product‘s 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.  Product‘s 

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 P‘s 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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Cost Based Pricing 

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 4P‘S 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 4p‘s 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 –even 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 

firm‘s 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 firm‘s 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 customer‘s 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 customer‘s point of view. 

 
Pricing Methods of 4 P‟s 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 individual‘s 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 firm‘s 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 India‘s 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 one‘s 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. Physician‘s 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 physicians‘ 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 hospitals‘ 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 ‗healing patients‖, ―vocation‖ ―professional satisfaction‖ and ―recognition by 

supervisors‖ than to ―remuneration‖ 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 ‗Strongly 

Agree‘, 4 is for ‗Agree‘, 3 is for ‗Neutral, 2 is for ‗Disagree‘ and 1 is for ‗Strongly Disagree‘ 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 – 40 years 
41 – 50 years 
Above 51 years 

53 
118 
112 
52 

15.8% 
35.2% 
33.5% 
15.5% 

Experience 

2 – 5 years 
6 – 10 years 
11 – 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 – 2,50,000 
2,50,001 – 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 respondent‘s 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 respondent‘s monthly income is 

ranges between 2,50,001 to 5,00,000 and rest 19.5% of respondent‘s 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 Bartlett‘s 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 Bartlett‘s 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 ―Eigen values‖ 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 respondent‘s 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 Consumers‟ Co-operatives 
 (i) Consumers‘ Involvement (ii) Size (iii) Location (iv) Purchasing Policy (v) Amalgamation (vi) Constant Supply  
 (vii) Financial Strength (viii) Sales Policy. 
 
Consumer‟s 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 which‘s 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. 
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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 person‘s. 
 

Introduction 

 Vocabulary is the set of lexical items in a language; it is also called the ‗lexicon‘. The term lexicon is known in English 

from the early 17th century, when it referred to a book containing a selection of a language‘s words and meanings; arranged 

in alphabetical order. The term itself comes from Greek ‗lexis‘ 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 ‘the building blocks of language‘. 

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 student‘s 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 – 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 ‗spectare‘ meaning 

to ‗see‘. 

 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 one‘s 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: ―without grammar little can be 

conveyed, without vocabulary nothing can be conveyed.‖ 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 students‘ native language, like, for instance, the word ―vocabulary.‖ 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 ―false friends‖. These false friends are words identical in form to certain Romanian words, but completely 

different in meaning. An example of this would be ―sensible.‖ While many students might confidently translate this word 

simply ―sensibil,‖ they will be astonished to find out that, the Romanian equivalent for ―sensible‖ is in fact ―rational,‖ wh ile the 

English equivalent for ―sensibil‖ is ―sensitive.‖ 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 ―health‖ or ―crisps‖ 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 

―necessary‖ and ―necessity‖ 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 ―make‖ and ―do.‖ These words have the same meaning, but are used in different expressions. 

You ―make a decision‖, but you ―do homework.‖ 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 ―overwriting‖ 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 ―the brain's capacity to hold a limited number of information items for periods of time up to a few seconds‖ 

(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 ―to 

acknowledge‖ which means ―a recunoaste meritul cuiva‖, he will be able to easily memorize it by comparing it with another 

word from his long-term memory, for example, ―knowledge‖ meaning ―cunoastere.‖ 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 ―travelling.‖ Learners will successfully memorize the word list by 

creating a real life event, for instance ―going to Italy‖ 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 ―travel agency‖ 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 l ight 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 – 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 firm‘s environmental impacts. It includes commitment, policy, 

planning, implementation, measurement and evaluation, review and improvement of HR systems that fit with organization‘s 

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 

―green employer of choice‖ (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 organization‟ s 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 „green 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 the ir 

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 Rs—Reduce, 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 firm‘s 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 ―war for talent‖ (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 ―green‖ 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 employees‘ 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 employees‘ 

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 HR‘s policies and practices aligned with the three sustainability pillars—

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 organization‘s 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 don‘t 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 – Youth – Advertisement – 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 ―They 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 don‘t really need‖. 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. It‘s 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 media‘s 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 

person‘s 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 don‘t match the ethical norms of advertising. An ethical ad 

is the one which doesn‘t lie, doesn‘t 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 don‘t 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 ‗fair and truthful‘ 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 ―trysumers‖ (consumers who are willing to try new products) of the Indian market—a 

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 ―$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 people‘s 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 adolescents‘ susceptibility to the media‘s 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 – 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 – 1 to Strongly Agree – 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 Cronbach‘s 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 customer‘s 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 pol icy 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 customer‘s 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 employee‘s 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 Cronbach‘s 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 – 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.  



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

104                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

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: 2321-4643 
 

Shanlax International Journal 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 employees‘ 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 employees‘ 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 Employees‘ 
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 
Employees‘ 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, employees‘ 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 employees‘ 

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, employees‘ 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 employees‘ attitude and organizational commitment made this topic as more 

relevant in understanding employees‘ commitment. The underpinning and complexity between employees‘ 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 employees‘ attitude and organizational commitment in information technology 

sector. 

 
Concept of Employees‟ Attitude 

 Employees‘ 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 ‗enduring organization of motivational, emotional, perceptual and 

cognitive processes with respect to some aspect of the individual‘s world‘. 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 ―commitment‖ 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 company‘s 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 employees‘ 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 employees‘ unfavorable attitude. Without favorable 

mind set and positive attitude of employees‘ 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 employees‘ attitude, an organization can ensure its 

employees commitment. This study would help to advance our understanding on the nature of relationship between 

employees‘ 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 employees‘ attitude and organizational commitment among IT employees. It‘s practically important 

because it can be helpful for HRD and HRM professionals, to maintain employees‘ 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 employees‘ 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 

employees‘ 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 employees‘ attitude and organizational commitment 

among IT employees. 

2. To study the relationship between employees‘ 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 employees‘ attitude and organizational 

commitment. 

2. There is no significant impact of employees‘ attitude on organizational commitment. 

Research Methodology 

 To obtain the primary data, a survey was conducted among the IT employees through a structured questionnaire. 

Employees‘ 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 Employees‟ Attitude 

 The chi-square analysis showed that there exists significant relationships of age, spouse qualification, spouse status, 

spouse income with that of employees‘ 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 employees‘ 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 Employees‟ 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 employees‘ attitude significantly impact on organizational commitment. As far as correlation 

between Employees‘ 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 Employees‘ Attitude and Organizational Commitment. 
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Contributing Factors of Employees‟ Attitude and Organizational Commitment 

 The factor analyses showed that the extraction of ‗Initial Eigen Value‘ by adopting Principal Component Factoring 

Method. It is cleared that among the 24 statements of employees‘ attitude, only four factors whose Eigen values are more 

than one is selected. The factors are Work Environment, Emotionally Attachment, Self esteemed and Feeling Proud and 

among the 24 statements of organizational commitment, only three factors whose Eigen values are more than one is 

selected. The factors are Loyalty, Involvement and Trust in Management. Factor matrix called ‗Rotated Component Matrix‘ 

was used to know that among the four variables, which variable correlates very much and thus considered as contributing 

factors for the employees‘ attitude of IT Employees on hierarchy basis. 

 
Suggestions and Conclusion 

 The Organization and its employees should always establish and maintain a strong relationship based on mutual trust 

and respect through consistently and reciprocally fulfilling their respective roles and responsibilities. Organization need to 

create and sustain policies and practices that are more democratic, more human and more effective. It is believed that 

attitude and commitment can do magic and make big difference. That each person is an asset, each is leader, and each is 

steward. IT organization should genuinely address major issues concerning effective employee relations and employee 

management of attitude and their commitment. Based on an in-depth analysis of the study, the research suggested that IT 

organizations should consider the following to improve the positive attitude and have higher level of organizational 

commitment.  

 Regular attitude surveys should be conducted to analyze employees‘ attitude and to motivate them to maintain 

consistency in their positive attitude consistently for longer period. In order to nurture positive attitude in organization, 

the incentive or pay system should be reviewed, especially to the employees who are younger, less experienced, lower 

position workers. 

 Personality assessment should be part of the organization policy to assign the right work to the right staff purely based 

on merit and regular conduct of job performance survey to improve their performance through proper guidance and 

training.  

 Managers should use different leadership styles based on the situation rather than follow the same style and provide 

direction to the team leaders, support and should be approachable at any time when there is a need for help. 

 Team leader should give recognition and rewards to motivate employees based on their significant contribution and 

focus on developing new talent of their staffs and provide the opportunity based on the skill set and attitude.  

 
Conclusion of the study 

 The researcher examined the EA with OC and the results revealed that, there is a significant association between EA 

and OC. The results have statically proved that, OC is the outcomes of EA. Based on the finding of the study, the researcher 

conclude that employees attitude are very important to predict their organizational commitment. When employees become 

negative at an organization then they may develop negative behaviours that impede profits and productivity of the 

organization. If an employee wants to have a contented, fulfilled life, this he/she must learn develop positive attitude. 

Organizations on their part should nurture a positive work environment and emotional construct that will fuel the 

development of positive attitude among employees. Once the employees put their mind to it, there is nothing stopping from 

reaping the rewards of having a positive attitude. Both the organization and employee will get benefited from positive attitude 

in terms – performance, long stay, profitability, low turnover, low absenteeism, etc., self esteem, proud feeling, job 

satisfaction, job involvement etc., respectively.  

Limitation of the Study 

The study has the following limitations. 

 The study is subjected to the bias and prejudices of the respondent‘s responses.  

 The data for the present study was collected only 10 IT companies located in Chennai due to lack of financial resources 

and time. 

Table 1: Relationship between EA and OC – ANOVA 

 The present study does not 

categorise the executives based on their 

present positions. 

  The research is confined to Chennai 

IT employees of the result might be 

indicative and may not be conclusive. So the results of the study may/ may not hold for other areas. 

   

 

 Sum of Squares df Mean Square F Sig. 

Between Groups 9.956 1 9.956 

82.468 .000 Within Groups 35.975 298 .121 

Total 45.931 299  
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Table 2: Relationship between EA and OC - Correlations 

Correlations EA OC 

EA 

Pearson Correlation 1 .707** 

Sig. (2-tailed)  .000 

N 300 300 

OC 

Pearson Correlation .707** 1 

Sig. (2-tailed) .000  

N 300 300 
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Abstract 
 Investment is the commitment of funds which have been saved from current consumption with the hope that benefits will be received 
in future. The objectives of this study are to assess the preference and purpose of investment of rural investor in Krishnagiri District. 
Descriptive research design is used to describe the characteristic of group of target population such as age, gender, area of residence 
etc., therefore this study have been framed by the following descriptive research design. Sample framing is essential segment of any 
research report and this study is conducted with convenience sampling under the non- probability sampling method. There are two types 
of data namely primary data and secondary data, the primary data are those collected from 110 rural investors with help of interview 
schedule in the study area of Krishnagiri District. Secondary data are those that are collected from the reputed journals respective 
websites and text books. All the data codes are tabulated with help of the appropriate statistical tools as well as percentage analysis t-test, 
and one way – ANOVA. There is a significant difference between the monthly income of the respondent with regard to the purpose of 
investment among the rural investors. 
Keywords: Investment, Rural Investors 
 

Introduction  

 No one can thrive in the world without money. Money means currency coins (or) cheques or any other forms which are 

generally acceptable either as a medium of exchange or in the settlement of debts. Keeping wealth is a important obligation 

of every human being to perform. India needs very high rate investment since the investment will play a big part in economic 

growth. First investment into a firm will lead to expansion, investment into technology which can lead to higher economic 

growth and increase aggregate demand in the economy. This will be because of increasing productivity in the firm as well as 

and increasing GDP for the country. Saving and investment in the rural economy appears to be in monetized and non 

monetized forms. This could be attributed to the subsistent nature of the economy. This further implies that for any 

meaningful investment to be obtained, a sound saving mobilization has to be pursed. Saving and investment are only 

different aspects of the same phenomenon. Saving has been defined as personal disposable income minus personal 

consumption expenditure and to overcome the problem in future they have to invest their money. Investment is the 

commitment of funds which have been saved from current consumption with the hope that benefits will be received in future 

and thus it is a reward for waiting for money. The objectives of this study is to assess the preference and purpose of 

investment of rural investor in Krishnagiri District. This study determines the Investors‘ preference in rural areas and 

therefore suggests policy recommendations based on the findings of the study. 
 

Investment Avenues 

 Today there are large number of Investment avenues which are available to the public. Some of them are marketable, 

liquid, non - marketable, highly risky, and others are almost risk less. A people has to choose proper avenue depending their 

specific needs, risk preference, and return expected from the findings, the following different investment avenues are 

considered as follows: Bank fixed deposit, Insurance products, Postal savings, Shares, Bonds, Debenture, Mutual fund, 

Gold/ Silver, Real Estate, Other 
 

Literature Review 

 Obamuyi (2013) tried to reveal the socio-economic factors influencing investment decisions of investors in the Nigerian 

capital market through a modified questionnaire developed by Al-Tamimi (2005). By employing independent t-test, analysis 

of variance and post-hoc tests, past performance of the company‘s stock, expected stock split/capital increases/bonus, 

dividend policy, expected corporate earnings and get-richquick were found to be the most influential factors on investment 

decisions of investors in Nigeria. When taking investment decisions, non-economic factors such as religions, rumors, loyalty 

to the company‘s products/services, and opinions of members of the family were found to be ins ignificant among investors. 
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Lodhi (2014) examined the impact of financial literacy, high experience, use of accounting information, importance of 

analyzing financial statements and age on the investment decision of any individual by applying a survey in Karachi, 

Pakistan. By using SPSS, correlation analysis was performed in order to determine the relation between the aforementioned 

variables. According to empirical results, financial literacy and accounting information were considered to be signification 

lowering information asymmetry and allowing investors to invest in risky instruments. Additionally it was verified that 

investors‘ preference for risky investments decreases, as age and experience increase. Puneet Bhushan & Yajulu Medury 

(2013) concluded that women are more conservative and takes less risk and significant gender differences occur in 

investment preferences for health insurance, fixed deposits and market investments among employees. V.R.Palanivelu & 

K.Chandrakumar (2013) highlights that certain factors of salaried employees like education level, awareness about the 

current financial system, age of investors etc. make significant impact while deciding the investment avenues. Dr. 

Ananthapadhmanabha Achar (2012) studied on ―Saving and Investment Behaviour of Teachers - An empirical study. In the 

ultimate analysis individual characteristics of teachers such as age, gender, marital status, and lifestyle determined the 

savings and investment behaviour of teaching community in the study region. In a more or less similar manner, their family 

characteristics such as monthly family income, stage of family life cycle, and upbringing status emerged as determinants of 

their savings and investment behaviour. 
 

Need for the Study 

1. The study reveals the relationship between the economic condition of the investor and their preference towards 

different modes of investment.  

2. Day by day there is growing demand for wealth management function. It includes the understanding of investors 

preferences and requirements.  
 

Statement of the Problem 

 Investment related variable include, influence of investment decision, sources of investment, percentage of income 

invested. Sources of information about investment & preference of investment, proportion of income invested in various 

investments. Indian saving market has been expanding over the period and there is a steady increase of house hold 

savings. More over general profile of investors in changing in tune with time. But they lag in various spheres of investment 

such as awareness and preferences of investment so, an attempt has been made by the researcher to identify the factors 

influencing investor behavior to evaluate the level of awareness among investors.  
 

Objectives of the Study 

 To analyse investment preferences and purpose of investments among the rural area investors in Krishnagiri District 
 

Hypothesis of the Study  

 There is no significant difference between socio – economic profiles such as gender, age group, educational 

qualification, occupation, monthly income, monthly household expenses with regard to purpose of investment among the 

rural area investors. 

Methodology  

 Descriptive research design is used to describe the characteristic of group of target population such as age, gender, 

area of residence etc., therefore this study have been framed by following descriptive research design. Sample framing is 

essential segment of any research report and this study is conducted with convenience sampling under the non- probability 

sampling method. There are two types of data namely primary data and secondary data, the primary data are those 

collected from 110 rural investors with help of interview schedule in the study area of Krishnagiri District. Secondary data are 

those are collected from reputed journals respective websites and text books. All the data code are tabulated with the help of 

appropriate statistical tools as well as percentage analysis t-test, and one way – ANOVA.  

Limitations of the Study  

1. The Present Study is covered in and around the rural areas of Krishnagiri District  

2. The present study has covered only 110 respondents only. It may or may not be able to match with the population. 
Table 1: Socio Economic Profile of the respondents  

Variables Characteristics No. of Respondents Percentage 

Gender Male 53 48.2 

Female 57 51.8 

Total 110 100.0 

Educational Qualification Illustrates 12 10.9 

Up to School Level 41 37.3 

Under Graduate 11 10.0 

Post Graduate 30 27.3 

Others 16 14.5 

Total 110 100.0 
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Occupational Status Government Employee 8 7.3 

Private Employee 32 29.1 

Professional 6 5.5 

Farmers 32 29.1 

Businessman 12 10.9 

Others 20 18.2 

Total 110 100.0 

Age Group Young age 27 24.5 

Middle age 49 44.5 

Old age 34 30.9 

Total 110 100.0 

Monthly Income Low income 28 25.5 

Medium Income 47 42.7 

High Income 35 31.8 

Total 110 100.0 

Monthly household Expenses Low Expenses 33 30.0 

Medium Expenses 45 40.9 

High Expenses 32 29.1 

Total 110 100.0 

 Sources: Primary Data 

Inferences 

 The above table 1 (a) shows that 51.8 per cent of the respondents are female and 48.2 per cent of the respondents are 

male. It clearly shows that the majority 51.8% of the respondents are female. The above table 4.1 (b) shows that 37.3 per 

cent of the respondents are School level, 27.3 per cent of respondent are Post graduate, and 14.5 per cent of the 

respondents are others, 10.9 per cent of the respondents are illiterate, 10 per cent of the respondents are under graduate. I t 

clearly stated that majority 37.3 per cent of the respondents are at school level. The above table 4.1 (c) shows that 29.1 per 

cent of the respondents are Private employee as well as Farmers, 18.2 per cent of the respondents are Others, 10.9 per 

cent of the respondents are Businessman, 7.3 per cent respondents are government employees, 5.5 per cent of the 

respondents are professional. It clearly shows that the majority 29.1 per cent of the respondents are private employee and 

farmers. The above table 4.1 (d) shows that 44.5 per cent of the respondents are middle age group, 30.9 per cent of 

respondents are old age group, 24.5 per cent of the respondents are young age group. It is clearly indicates that majority 

44.5 per cent of the respondents are middle age group. The above table 4.1 (e) shows that 42.7 per cent of the respondents 

income are medium 31.8 per cent of the respondents income are high, 25.5 per cent of the respondents income are low.  It 

clearly shows that the majority 42.7 per cent of the respondents are of Medium Income. The above table 4.1 (f) shows that 

40.9 per cent of the respondent‘s monthly household expenses are medium , 30.0 per cent of the respondent‘s monthly 

household are low, 29.1 per cent of the respondents monthly household expenses are high. It clearly shows that majority 

40.9 per cent of the respondent‘s monthly household expenses are medium.  

 
Table 2: Nature of investment presently held by the rural investors  

Sources: Primary data 

 The above table shows that 23.34 per cent 

of the investor invest their money in gold/silver, 

20.61 per cent of the investor invest their money 

in band fixed deposit, 16.34 per cent of the 

investor invest their money in postal savings, 

13.61 per cent of the investor invest their money 

in agricultural fund, 12.06 per cent of the investor 

invest their money in insurance product, 8.17 per 

cent of the investor invest their money in real 

estate investment, 4.28 per cent of the investor 

invest their money in other investment, 0.77 per 

cent of the investor invest their money in mutual 

fund investment, 0.38 per cent of the investor 

invest their money in both shares and bonds, there is no investment made by debenture. 

 
Classification of the respondents based on gender and purpose of investment among the rural investors  

  H0: There is no significant difference between male and female respondents with regard to purpose of investment 

among the rural investors  

S. No Nature of Investments No. of Investments Percentage 

1.  Bank fixed Deposit 53 20.61 

2.  Insurance Product 31 12.06 

3.  Postal Savings 42 16.34 

4.  Shares 1 0.38 

5.  Bonds 1 0.38 
6.  Debenture 0 0 

7.  Mutual Fund 2 0.77 

8.  Gold/Silver 60 23.34 

9.  Real Estate 21 8.17 

10.  Agricultural Fund 35 13.61 

11.  Others 11 4.28 

  257  
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Table 3: Respondents based on Gender and Purpose of Investment 

Sources: Primary Data 

 Inference 

 Table 3 indicates that P value is 0.379. Since P 

value is more than 0.05, the null hypothesis is accepted 

at 5% level of significance. Hence it is concluded that 

there is no significant difference between male and 

female respondents with regard to purpose of investment among the rural investors.  

 
Classification of the respondents based on age group and purpose of investment among the rural investors  

 H0: There is no significant difference between age group of the respondents with regard to purpose of investment 

among the rural investors  

Table 4: Respondents based on Age Group and Purpose of Investment 

Sources: Primary Data 

Inference 

 Table 4 identifies that p value is 0.757. Since 

P value is more than 0.05, the null hypothesis is 

accepted at 5% level of significance. Hence it is 

concluded that there no significant difference 

between age group of the respondents with regard to purpose of investment among the rural investors. 
 

Classification of the respondents based on Occupation and purpose of investment among the rural investors  

 H0: There is no significant difference between occupation of the respondents with regard to purpose of investment 

among the rural investors  

Table 5: Respondents based on Occupation and Purpose of Investment 

Sources: Primary Data 

Inference 

 This table 5 indicates that P value 

is 0.084. Since P value is less than 

0.05, the null hypothesis is accepted at 

5% level of significance. Hence it is 

concluded that there is no significant 

difference between occupation of the 

respondents with regard to purpose of investment among the rural investors. 
 

Classification of the respondents based on Monthly income and purpose of investment among the rural investors  

 H0: There is no significant difference between Income of the respondents with regard to purpose of investment among 

the rural investors  

 
Table 6: Respondents based on Monthly Income and Purpose of Investment 

 Sources: Primary Data 

Inference 

 This table 6 revealed that P value is 

0.044. Since P value is less than 0.05, the 

null hypothesis is rejected at 5% level of 

significance. Hence it is concluded that there 

is a significant difference between monthly income of the respondent with regard to purpose of investment among the rural 

investors. 
 

Classification of the Respondents based on Educational Qualification and purpose of Investment among the rural investors  

 H0: There is no significant difference between Educational qualifications of the respondents with regard to purpose of 

investment among the rural investors.  

 
 

 

 

Gender N Mean Std. Deviation t-value P-Value 

Male 53 29.74 4.230 

0.884 0.379 Female 57 29.07 3.664 

Total 110   

Age Group N Mean Std. Deviation F -Value P- value 

Young age 27 29.74 2.596 

0.279 0.757 
Middle age 49 29.47 4.263 

Old age 34 29.00 4.397 

Total 110 29.39 3.942 

Occupation N Mean Std. Deviation F -Value P- value 

Government Employee 8 29.50 4.567 

2.003 0.084 

Private Employee 32 29.28 3.362 

Professional 6 29.50 2.881 

Farmers 32 28.00 4.450 

Businessman 12 31.83 3.589 

Others 20 30.25 3.640 

Total 110 29.39 3.942 

Monthly Income N Mean Std. Deviation F -Value P- value 

Low income 28 29.64 3.466 

3.213 0.044 
Medium Income 47 28.38 3.937 

High Income 35 30.54 4.061 

Total 110 29.39 3.942 
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Table 7: Respondents based on Education Qualification and Purpose of Investment 

Sources: Primary Data 

Inference 

 This table 7 revealed that P 

value is 0.783. Since P value is 

more than 0.05, the null hypothesis 

is accepted at 5% level of 

significant. Hence concluded that 

there is no significant difference 

between educational qualification of the respondents with regard to purpose of investment among the rural investors 
 

Findings of the Study  

1. There is no significant difference between male and female respondents with regard to purpose of investment among the rural investors.  

2. There no significant difference between age group of the respondents with regard to purpose of investment among the rural investors. 

3. There is no significant difference between occupation of the respondents with regard to purpose of investment among the rural investors. 

4. There is a significant difference between monthly income of the respondent with regard to purpose of investment among the rural investors. 

5. There is no significant difference between educational qualification of the respondents with regard to purpose of 

investment among the rural investors 
 

Recommendations and Conclusion of the Study 

 The concluding part of the research report explores the better understanding about the purpose of investment among 

the rural area investors. Most of the rural investors invest their money in gold/silver, followed by bank fixed deposit and 

postal investment because of the rural investors familiar with those investment avenues. Hence the rural area investor is not 

familiar with the following investment avenues such as debenture, shares and bonds. Therefore the investment avenues 

should concentrate the rural investors to offer more schemes for them. In the terms of monthly income the rural investors are 

not aware of the purpose of investments since this study is limited to rural area investors, it way also extended to state level. 

This study only limited to rural area investors besides it may extend State level. It could be also made a comparative study 

among the rural and urban area investors.  
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Educational Qualification N Mean Std. Deviation F -Value P- value 

Illustrates 12 30.42 4.926 

0.435 0.783 

Up to School Level 41 29.15 4.004 
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Post Graduate 30 28.93 3.028 

Others 16 29.62 5.084 

Total 110 29.39 3.942 
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Abstract 
 Every human being aspires to have its own house to live in .After food and clothing ,housing is the third most important human 
requirements .On an average a person spends almost two –third of his life in a house which is his sanctuary in his old age . The objective 
of the study is to analyze the satisfaction level of SBI housing loan borrowers. Descriptive research method has been used for this study. 
Convenience sampling method was used to collect the data. The size of the sample is 104. The primary data was collected through 
questionnaire from the respondents of Krishnagiri District. For analyzing the primary data, statistical tools such as Factor Analysis, t-Test, 
and One Way ANOVA were used with the help of SPSS Software 21.0. The major finding of the study is there is no significant difference 
between satisfaction levels and the Demographic variables. 
Keywords: Satisfaction, Housing Loan, Borrowers.      

 
Introduction 

 Every human being aspires to have its own house to live in .After food and clothing ,housing is the third most important 

human requirements .On an average a person spends almost two –third of his life in a house which is his sanctuary in his 

old age . ―A house is not merely a place to take shelter from the rain or cold or the sun .It is ,or should be, an enlargement of 

one‘s personality and it human welfare is our objective ,this is bound up with the house‖ .Pandit Jawaharlal Nehru. 

 The concept of housing finance and housing finance systems has been evolving over time. According to Loic Chiquier 

and Michael ―Housing finance brings together complex and multi-sector issues that driven by constantly charging local 

features, such as a country‘s legal environment or culture, economic makeup, regulatory environment or political system‖. 

The demand for housing has increased day by day. The demand housing has increased rapidly due to population growth, 

migration from rural areas to urban areas and the decay of the existing housings. The information technology revolution and 

rapid growth of knowledge based industries in recent years have also further contributed tock and breakdown of traditional 

joint families to the already growing acute shortage of housing India particularly in urban areas.  

 Home loans are that you buy a house on installments. In other words when you want to own a home and cannot afford 

to pay the amount in lump sum, you can pay it in monthly installments with an interest rate. In rural areas the situation is 

even more alarming. The Government and some public sector undertakings have been trying to tackle the problem. Today 

there are 350 housing finance companies registered with the registrar of companies, of these 29 have been approved by 

National Housing Bank for financial assistance. The former RBI governor Raghuram Rajan decided to hold rates, SBI for 

said that its home loan rates for up to Rs 75 lakh have been reduced from a high of 10.5% to 10.1% if there is a women 

borrower involved. Home loans where a male is the sole borrower will incur 10.15%.  

 The lower rates will be available only to new borrowers since there has been no change in the benchmark rates.  In the 

case of SBI, new borrowers will see their rates change when the bank revises is base rate SBI had hiked its base rate to 

10%from 9.8%. The State bank of India was established on 18th July 1955, under the State Bank of India act to take over the 

business of the imperial bank of India.SBI is owned by the government of India and is the largest bank in the India sub 

continent.SBI is the second largest bank in the World.SBI has been awarded ―The Most Preferred Home Loan Provider‖ by 

AWAAZ consumer Awards.SBI home loans give concession on interest rates on GREEN HOMES under its environment 

protection program.  
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Most of these problems stem from the central 
dilemma that the resources are always too limited 
and housing development heavily depend on the 
financial institutions such as banks, credit 
corporations and development banks for the 
supply of finance to meet their daily financial 
needs. 

Importance and Scope of the Study 

 The study has been undertaken mainly to highlight the features of housing loans offered by SBI in Krishnagiri District. 

All kinds of borrowers like Businessman, Agriculturist, Professionals, Government employees, and self employed people 

have been included in this study. It has been undertaken from the stand point of borrowers, and banks are excluded from 

the study. Only individual borrowers have been taken. 

Statement of the Problem 

 In recent times, banks vie with one another in organizing loan melas with prior arrangement with the ultimate of 

reaching new heights in the area of disbursal of loans. In the falling interest rate scenario it is quite understandable that  

every bank in its pursuit of capturing the market is exploring all avenues to offer a competitive rate to bring more and more 

customers in its fold. The home loan segment has received much impetus and is balances stupendous growth. The recent 

budget offers welcome initiatives toward infrastructure development 

Objectives of the Study: To analyze the satisfaction level of SBI housing loan borrowers.  

Hypothesis: There is no significant difference between satisfaction levels and the Demographic variables. 

Methodology  

 The Present study analyze to the satisfaction level of SBI housing loan borrowers in Krishnagiri District. Descriptive 

research method has been used in this study. Convenience sampling method has been used in this research. The size of 

Sample is 70. The sources of data were primary as well as secondary.  

Statistical Tools  

 Reliability, Factor Analysis, Independent Sample t-test and One way ANOVA. 

 Analysis and Interpretation of Data 

Reliability Statistics 

Satisfaction level 
Scale Mean if 
Item Deleted 

Scale Variance if 
Item Deleted 

Corrected Item-Total 
Correlation 

Cronbach's Alpha if 
Item Deleted 

Cronbach's 
Alpha Value 

Processing time of loan 
Tenure of loan 
Security requirement 
Repayment schedule 
Rate of interest 
Adequacy of loan 
Knowledge of staff 
Co - operation of staff 
Attentiveness of staff 
Loan procedure 
Grievance handling 
Fast and efficient service  
Easy query handling 
Safety –security-privacy 
The service quality 
Loan availability 
Reliable and transparent 
service 

54.34 
54.63 
54.45 
54.78 
54.90 
54.74 
54.63 
54.67 
54.93 
54.73 
54.87 
54.85 
54.93 
54.57 
54.52 
54.46 
54.68 

86.983 
89.710 
88.541 
88.970 
89.816 
89.184 
90.758 
90.261 
87.636 
90.276 
88.351 
91.180 
91.539 
89.995 
91.378 
88.969 
86.296 

.511 

.500 

.434 

.369 

.333 

.382 

.302 

.344 

.417 

.388 

.402 

.340 

.280 

.380 

.306 

.421 

.492 

.779 

.782 

.785 

.789 

.792 

.788 

.794 

.791 

.786 

.788 

.787 

.791 

.795 

.788 

.793 

.786 

.780 

0.798 

 Source: Primary Data 
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 Above the shows that Cronbach‘s Alpha value is 0.798 which indicates a high level of internal reliability for our scale 

with these specific variables. 

 
Factor Analysis 

Source: Computed Data 

Inference  

 From the table it can be noted that 

Kaiser-Meyer-Olkin measure of sampling 

adequacy is 0.760 and Bartlett‘s test of 

Sphericity approximate Chi-Square value in 

349.410 which are statistically significant at 

5% level. 

Total Variance Explained 

Component 
Initial Eigen values 

Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance 
Cumulative 

% 

1 
2 
3 
4 
5 
6 
7 
8 
9 

10 
11 
12 
13 
14 
15 
16 
17 

4.138 
1.501 
1.318 
1.255 
1.112 
1.036 
.952 
.879 
.747 
.706 
.625 
.554 
.519 
.456 
.443 
.430 
.327 

24.344 
8.827 
7.756 
7.382 
6.540 
6.092 
5.600 
5.172 
4.393 
4.155 
3.679 
3.261 
3.052 
2.685 
2.605 
2.532 
1.925 

24.344 
33.171 
40.927 
48.309 
54.849 
60.941 
66.541 
71.713 
76.106 
80.261 
83.940 
87.201 
90.253 
92.938 
95.543 
98.075 

100.000 

4.138 
1.501 
1.318 
1.255 
1.112 
1.036 

24.344 
8.827 
7.756 
7.382 
6.540 
6.092 

24.344 
33.171 
40.927 
48.309 
54.849 
60.941 

2.490 
1.788 
1.748 
1.702 
1.522 
1.111 

14.646 
10.515 
10.280 
10.012 
8.955 
6.533 

14.646 
25.161 
35.441 
45.453 
54.408 
60.941 

 From the above table, it can be noted the 17 variables are reduced to 6 predominant factors based the Initial Eigen 

value of more than 1, with cumulative values in percentage of 60.941. 

 
Rotated Component Matrix 

Satisfaction Levels 
Component 

1 2 3 4 5 6 

Loan Facilities 
Loan availability 
Tenure of loan 
Adequacy of loan 
Loan procedure 
Processing time of loan 

 
.711 
.634 
.633 
.622 
.553 

     

Staff‟s Approach 
Co - operation of staff 
Knowledge of staff 
Attentiveness of staff 

 

 
.744 
.719 
.657 

    

Payment of Service 
The service quality 
Repayment schedule 
Security requirement 

  

 
.795 
.615 
.431 

   

Other Benefits 
Fast and efficient service of the bank 
Rate of interest 

   
 

.770 

.682 
  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.760 

Bartlett's Test of Sphericity 

Approx. Chi-Square 349.410 

df 136 

Sig. .000 
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Grievances Redress 
Grievance handling 
Reliable and transparent service 

    
 

.800 

.440 
 

Safeguards 
Easy query handling 
Safety –security-privacy 

     
 

.731 

.484 

 Extraction Method: Principal Component Analysis. 

 From the above table, it can be noted that four variables are grouped under the first factor which can be suitably named 

as “Loan Facilities”. The second factor consisting of three variables can be named as “Staff‟s Approach”. The third factor 

which three variables can be named as “Payment of Service” is formed with three variables. The fourth factor which three 

variables can be named as “Other Benefits” is formed with three variables. The fifth factor which two variables can be 

named as “Grievances Redress” is formed with three variables and the last factor can be named as “Safeguards” and 

this consists of two variables. 
 

Independent Sample t- test 

 H0: There is no significant difference between satisfaction levels and marital status. 

Satisfaction Levels Marital Status N Mean Std. D t- Value P- value H0 

Loan Facilities 

Married 89 3.56 .824 

0.720 0.473 Accepted Unmarried 15 3.40 .673 

Total 104   

Staff‘s Approach 

Married 89 3.31 1.010 

1.150 0.253 Accepted Unmarried 15 3.62 .517 

Total 104   

Payment of Service 

Married 89 3.45 .874 

-2.015 0.047 Rejected Unmarried 15 3.93 .715 

Total 104   

Additional Benefits 

Married 89 3.19 1.012 

1.146 0.255 Accepted Unmarried 15 3.50 .779 

Total 104   

Grievance Redress 

Married 89 3.29 1.050 

1.079 0.283 Accepted Unmarried 15 3.60 .986 

Total 104   

Safeguards 

Married 89 3.35 .896 

0.213 0.832 Accepted Unmarried 15 3.40 .687 

Total 104   

Source: Primary Data 

 
Inference 
 Above the table value P value variables 1, 2, 4, 5 and 6 are more than 0.05. The null hypothesis is accepted at 5% 

level of significance. Hence it concluded that there is no significant difference between satisfaction levels and marital status. 

Whereas the Payment of service P value is less than 0.05. The null hypothesis is rejected at 5% level of significance. Hence 

it concluded that there is significant difference between satisfaction levels and marital status.  

 
Independent Sample t- test 

 H0: There is no significant difference among satisfaction levels and monthly income. 

Satisfaction Levels Marital Status N Mean Std. D F- Value P- value H0 

1. Loan Facilities 

Below 15000 32 3.56 .916 

.662 .518 Accepted 
15001-45000 45 3.61 .745 

Above 45000 27 3.39 .764 

Total 104   

2. Staff‘s Approach 

Below 15000 32 3.48 .789 

.699 .500 Accepted 
15001-45000 45 3.38 1.051 

Above 45000 27 3.19 .993 

Total 104   
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3. Payment of Service 

Below 15000 32 3.77 .873 

6.269 .003 Rejected 
15001-45000 45 3.63 .766 

Above 45000 27 3.05 .861 

Total 104   

4. Additional Benefits 

Below 15000 32 3.12 .992 

.536 .587 Accepted 
15001-45000 45 3.21 .997 

Above 45000 27 3.39 .974 

Total 104   

5. Grievance Redress 

Below 15000 32 3.27 1.047 

.174 .841 Accepted 
15001-45000 45 3.40 1.015 

Above 45000 27 3.30 1.112 

Total 104   

6. Safeguards 

Below 15000 32 3.39 .922 

.055 .946 Accepted 
15001-45000 45 3.36 .743 

Above 45000 27 3.31 1.011 

Total 104   

 Source: Primary Data 

 
Inference 

 Above the table value P value variables 1, 2, 4, 5 and 6 are more than 0.05. The null hypothesis is accepted at 5% 

level of significance. Hence it concluded that there is no significant difference between satisfaction levels and monthly 

income whereas the Payment of service P value is less than 0.05. The null hypothesis is rejected at 5% level of significance. 

Hence it concluded that there is significant difference between satisfaction levels and monthly income. 

 
Suggestions  

 The bank should review the housing loan assortment at periodical intervals for capture the new market to avoid risk and 

for updating their schemes.  

 Branches can obtain suitable hanging and print the standard in a good-looking way and display them in the banking 

vestibule for the benefit of the customers.  

 Loan application forms should be making simpler. 

 Attractive incentives are to be given to borrowers. 

 Bankers can arrange customers meeting to well-liked these lend system.  

 
Scope for Further Research 

 Future research could be carried satisfaction level of private and public sector housing loan borrowers and problems 

faced by house loan borrowers in various areas. 

 
Conclusion 

 The study has analyzed that the satisfaction level of SBI housing loan borrowers in Krishnagiri District. This conclusion 

is based on Survey and its analysis. Most of the housing finance companies in India have introduced several new home loan 

products in order to meet the needs of a wide variety of customers. Instead of interest subsidies on housing loans for the 

poor, one-time grants for households may be a better way to help them.  
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Abstract 
 Consumer durables have emerged as one of the fastest growing industries in India. Once perceived as luxury items are today having 
become indispensable (vital) goods of everyday use for the Indian middle class. The largest contributing sector among durables is white 
goods, also known as consumer appliances, few like air conditioners, refrigerators and washing machines. In modern days couples are 
working to strengthen their economic status for that they have to work over time or even in night shifts also. In hot country like India 
refrigerators are needy to save the vegetables, fruits and perishables items, A/C has become a need of modern day life in contrast to its 
earlier perception as a luxury product and washing machines to save the time for working couples the buyer decision and perception on 
purchase of these household products needs high involvement so it is important for the producer and marketer to understand the needs, 
decision making process and choice of the buyers in the purchase of selected white goods to develop appropriate marketing program in 
order to captivate the consumers.  
 

Introduction 

 Consumer durables have emerged as one of the fastest growing industries in India. Once perceived as luxury items 

consumer durables have today become an essential tool of everyday use for the Indian middle class (Ojha 2013).  The 

largest contributing sector among durables goods are also known as consumer appliances (Rao 2011). The demand for 

consumer durables in India is expected to reach Rs.52000 Crore by 2015, according to ASSOCHAM (Damle 2012). The 

easy availability of finance, emerging of double income families, fall in prices due to increase in competition, government 

support, growth of media, availability of disposable incomes, improvement in technology, reduction in customs duty, rise in 

temperatures and growth in consumer base for the rural sector, the consumer durables industry is growing at a fast pace 

(Jayakumar 2010).  

 The consumer durables industry can broadly classified as cited below: 

Market Analysis 

 India is a rapidly developing nation has 

opened its market to globalization in 1990's. 

International players have found a hungry 

market in India Foreign Direct Investment 

(FDI) has made it possible to manufacture 

the goods in India with the technology from 

abroad thus avoiding heavy custom duties 

and formalities and keeping the prices within affordable ranges tie ups with financial institutions have brought in the idea of 

Easy Monthly Instalments (EMI) schemes. 

 Indian middle class people con now aspire for high end life style products without it being too heavy on his pocket. The 

current projection shows that household income of the population in top 20 cities of India is expected to grow by 10% in the 

coming years this is likely to increase the demand for consumer products as well. The middle income group section which 

currently constitutes 5% of the population is expected to become 41% by 2025. Rural poverty is expected to decline to 26% 

by 2025 all these factors are expected to contribute towards improving the market scenario for consumer durables and the 

market has recently experienced around 30% growth rate in demand for electronics and home appliances.  

 
 

 

Consumer Durables 

White Goods 
Brown Goods / 

Kitchen Appliances 
Consumer 
Electronics 

Refrigerators Mixers Mobile Phones 

Washing Machines Grinders TV 

Air Conditioners Iron Box MP3, DVD Players 

Microwave Ovens Fans Speakers & Audio Equipment 
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Challenges and Opportunities for Durable Sector 

 The SWOT analysis for the consumer appliances sector is presented in the below table: 

 Strengths Weakness Opportunities Threats 

In recent years, organized 

sector has increased its 

share in the market than the 

unorganized sector. 

Poor government 

spending on 

infrastructure. 

Rapid urbanization 

Cheaper imports from China & 

concessional duty imports under FTA 

from ASEAN countries are forcing 

threat to local manufacturing sectors. 

Easy availability of short term 

/ long term finance. 

Low purchasing 

power of 

consumers. 

Increase income level 

leads to increase in 

purchasing power of 

consumers. 

Poor infrastructure, non availability of 

regular power supply which is 

imperative for consumer electronics 

products. 

 Source: CEAMA 
 

Key Drivers of Consumer Market 

 Over the past few years the white goods market in India is facing a big challenge due to change in lifestyles, fantasy on 

nuclear families, EMI schemes, the entry of MNCs corporations with global network, technological advancements, rise in 

temperatures, increases in purchasing power and good quality product, emerging of double income in families, higher 

disposable income and greater product awareness have created a complex environment for consumer decisions.  
 

Buyer Perception and Behaviour  

 Consumers are valuable assets for any organization they play a very critical role in durable industry as they are the 

people who finally buy the goods of the organization and the firm is always on the move to make they buy. Consumer is an 

individual or group of individuals who select, purchase, use or dispose of products, services, ideas or experiences to satisfy 

their needs and desires. The study of these individuals, groups or organizations is what we call as buyers or consumer 

behaviours it attempts to examine the buyers decision making process both individual and in groups. It focused on 

characteristics of individual consumer such as demographics and behavioural variables in an attempt to understand people's 

wants and also tries to assess the factors which influences on the consumer from groups such as family, friends, reference 

groups and society in general. Schiffman and Kanuk identify consumer behaviour as "the behaviour of consumers in 

deciding to buy or use or dispose or not to dispose of the products which satisfy their needs". 
 

The Buying Process 

 Consumer purchasing behaviour tends to determine what it exactly drives consumers when making buying decisions. 

Buyer behaviour involves a mental process as well as physical activity. The buying behaviour and purchase decisions need 

to be studied thoroughly to understand and analyze critical market variations. Buyer is a riddle a highly complex entity who 

wants to satisfy him innumerable needs and desires. The five steps involved in buying process as stated by Solomon et al 

are as follows:  

 
 A customer is satisfied only when his/her expectations are met. In order to measure the expectation and perception, 

Parasuraman‘s et al developed a model named as a SERVQUAL model in the year 1988. In the context of retail service the 

model is based on following five dimensions:-  

1. Reliability dimension deals with the store‘s ability to perform the service accurately and dependably.  

2. Responsiveness dimension measures the employees‘ willingness to help customers and provide prompt services.  

3. Assurance dimension focuses on Employees‘ knowledge, courtesy and their ability to inspire trust and confidence.  

4. Empathy dimension is related with Caring, individualized attention given to customers or the ease of access, 

approachability and effort taken to understand customers‘ requirements.  

5. Tangibles dimension explains the appearance of the physical facilities and material relayed at retail outlet. 
 

Hypothesis Testing  

 H0: There is no significant difference between the mean scores of Expectation & Perception for any dimension.  

 H1: There is a significant difference between the mean scores of Expectation & Perception for any dimension. 
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 The above table shows that the table value of Z 

is less than the calculated value of Z (1.96) at 5% 

level of significance as a result there is no significant 

difference between the mean scores or the difference 

is negligible which can be removed by putting little 

efforts. 

 
Findings and Conclusion 

 There is a negligible gap between perception 

and expectation towards physical dimension and 

customer are almost satisfied in this dimension. 

 The positive overall mean score of reliability 

shows that the store performs as per the expectation of the customer and they are satisfied. 

 The store performs as per the expectation of the customers and they are satisfied with personal interaction dimension 

of the store. 

 The positive overall mean score shows that the store performs as per the expectation of the customers and they are 

satisfied with problem solving dimension of the store. 

 The store performs as per the expectation of the customers and they are satisfied under policy dimension of the store. 

 The study shows that customers are overall satisfied by sales India. 

 Customers are loyal towards sales India in various aspects of the store. 

 There is no significant difference between the mean scores of perception and expectation of the customers towards 

sales India. As a result the store fulfils the demand of the customer's expectation. 
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Attributes Mean S.D Z- Value 

Physical / Tangibles 
Expectation 2.0867 1.998 

0.409 
Perception 1.998 0.839 

Reliability 
Expectation 1.908 2.22 

1.309 
Perception 2.215 0.822 

Personal Interaction 
Expectation 1.805 2.711 

1.925 
Perception 2.348 0.724 

Problem Solving 
Expectation 1.85 3.212 

1.923 
Perception 2.49 0.873 

Policy 
Expectation 1.705 3.35 

1.946 
Perception 2.378 0.79 
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Abstract 
  The main purpose of this Dissertation is to introduce the topic of the data mining and analysis for freely available software tools. 
Initial part of the thesis aims to describe data types, methods and algorithms that are to be used in data mining and machine learning. 
Next part of the work deals with analysis of tools WEKA, KNIME, RAPID MINER, and Orange each of the software tools process different 
methods. Data mining of software tools, which is the package, used to be in data mining for no voice user. Finally, data mining free 
software tools will be used for comparing the mining process. I have get together from this dissertation overview of the data mining 
software tools analysis and how performance the task by using for related in the context. The work deals with analysis of WEKA, KNIME, 
Rapid Miner, and orange there are various tools available for data mining and web mining. Therefore, package awareness is from required 
about the quantitative investigation of these tools. 
Keywords: Data mining, Weka, Knime, Rapid Miner, Orange. 

 
Introduction 
 Data mining it is an Extraction of hidden, predictive information from large databases It is also called knowledge 

Discovery from Databases (KDD). Data mining is the process of discovering interesting knowledge from large amounts of 

data stored in databases, data warehouses, or other information repositories. Data mining involves an integration of 

techniques from multiple disciplines such as database and data warehousing technology, statistics, machine learning, high-

performance computing, pattern recognition, neural networks, data visualization, information retrieval, image and signal 

processing, and spatial or temporal data analysis Data mining has many application fields such as marketing, business, 

science and engineering, economics, games and bioinformatics. It performs an Identification and valuation of hidden 

patterns in database. It is powerful technology with great potential to help Organizations to locate and generate information 

from their data warehouses. Data mining tools predict future trends and behaviors. It help organization to make proactive 

knowledge driven decisions, they prepare databases for identifying hidden patterns and also automates the detection of 

relevant patterns in a database, using defined approaches and algorithms to look into current and historical data that can 

then be analyzed to predict future trends. To mine such type of data there are number of data mining tools are available. 

since a result of this, it have become to rather than difficult used for an unknown user to select the best possible data mining 

software tool for his work This dissertation presents an overview data mining with the steps included in mining data and the 

different data mining methods and it also provides the reader the comparisons study of various freely available data mining 

software tools such as WEKA, KNIME, Rapid Miner, and Orange, for web mining available today with their own strengths 

and weaknesses. 

   
Categories of Data Mining Tools 

 There are mainly four different categories of data mining tools. Traditional data mining tools, Application based tools 

commercial based software and web-based data mining tools. Description of each is as follows: Some of tools which are 

available in market are describes as follows like: WEKA,Knime,Orange,Rapid Miner. 

 
Weka Tool  

 Weka Is Waikato Environment for Knowledge Analysis, data mining/machine learning Tool developed by Department of 

Computer Science, University of Waikato, New Zealand .It is a collection of open source of many data mining and machine 

learning algorithms, including pre-processing on data, Classification and regression, clustering, association rule extraction, 

feature selection. 
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Rapid Miner Tool  

 The Rapid miner formally also called YALE (Yet Another Learning Environment) tools Provides data mining and 

machine learning procedures including data loading and transformation (Extract, transform, load, ETL), data pre-processing 

and visualization, modeling, evaluation, and deployment. Rapid Miner is written in the Java programming language. It uses 

learning schemes and attributes evaluators from the Weka machine-learning environment and statistical modeling schemes 

from R-Project. 

KNIME 

  The Konstanz Information Miner is an open source data analytics reporting and integration Platform. KNIME integrates 

various components for machine learning and data mining through its modular data-pipelining concept. A graphical user 

interface allows assembly of nodes for data preprocessing (ETL Extraction, Transformation, Loading), for modeling and data 

analysis and visualization. 

Orange   

 Orange Is a component-based data mining and machine learning software suite, featuring a visual Programming front-

end for explorative data analysis and visualization, and Python bindings and libraries for scripting. It includes a set of 

components for data preprocessing, feature scoring and filtering, modeling, model evaluation, and exploration techniques. It 

is implementing in C++ and Python. 

Literature Survey 

 The development and application of data mining algorithms requires the use of powerful software tools. As the number 

of available tools continues to grow, the choice of the most suitable tool becomes increasingly difficult. This dissertation 

attempts to support the decision-making process by discussing the historical development and presenting a range of existing 

state-of-the-art data mining and related tools. Furthermore, we propose criteria for the tool categorization based on different 

user groups, data structures, data mining tasks and methods, visualization and interaction styles, import and export options 

for data and models, platforms, and license policies. These criteria are then be used to classify data mining software tools 

into nine different types and comparative analysis of study. The typical characteristics of these types are explained and 

selection of the most important tools is categorized. This dissertation is organized as follows: the first section of the describe 

data types, methods and algorithms that are used in data mining and machine learning The art of highlights the development 

of data mining software until present the criteria to compare data mining software are explained in the second section 

Criteria for Comparing Data Mining Software tools. Software into Different Types proposes a categorization of data mining 

software and introduces typical software tools for the different types. 

 
Types of Data 

 There are four types of data that will be gather in social research, each one adding more to the next. Thus, ordinal data 

is also nominal, and so on. A useful acronym to help remember this is NOIR (nominal, ordinal, interval, and ratio). 

 
Data Mining Tools 

Figure: Types of Data 

Here in this section the data mining software 

tools (DST) are mention with tools to be tested and 

comparing. In detail, it has been noted that the API 

functionality of Weka provides users with the ability 

to achieve increased functionality because of the 

many freely available programming codes that are 

available online. Even more, the software contains 

the ability to perform over 100 types of data mining 

methods, including Bayesian methods, rule based methods, and statistical analysis. 

 
Types of Data 

Qualitative data (categorical) 

 Nominal data 

 Ordinal data 

Quantitative data (numerical) 

 Ratio Data 

 Interval Data  

 

Tools Description 

 The first step in the method consists of selecting a number of available open source data mining software tools to be 

tested. Many open data mining tools are available free on the Web. After surfing the Internet, a number of tools were 

http://timkienthuc.blogspot.com/2012/04/crm-and-data-mining-day-08.html


International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

126                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

preferred; including the Waikato Environment for Knowledge Analysis (WEKA), the Konstanz Information Miner (KNIME), 

Orange and rapid miner. I will select the tools. 

 General information of selected Data mining tools products 

 System features 

   Interval data 

  Ratio data 

  Ordinal data 

General Information of Selected Data mining Tools 

Products 

Table: Data Mining Tools Products 

 WEKA RAPID MINER 
(Yale) 

KNIME ORANGE 

Version Version 3.6.2 Version 5.0 version 2.1.2 Version 2.0 

Organization 
(country) 

University of Waikato (New Zealand) / 
Pentaho 

Rapid-1 Germany 
Knime.com GmbH 
(Switzerland) 

University of Ljubljana 
(Slovenia) 

Website http://www.cs.waikato.ac.nz/ml/weka/ http://rapid-i.com http://www.knime.org/ http://www.ailab.si/orange/ 

License OSS,GNU GPL, version 2 
OSS,GNU GPL, 
version 3 

OSS,GNU GPL, 
version 3 

OSS,GNU GPL, version 3 

Cost Free Free Free Free 

 
System Features 

 System features will be four tools given below: 

Table: System Feature 

Features WEKA RAPID MINER KNIME ORANGE 

Os platform 
Windows, Mac OS X, 

Linux 
Windows, Mac OS 

X, Linux 
Windows, Mac OS 

X, Linux 
Windows, Mac OS 

X, Linux 

Documentation 5 4 5 3 

Easy- to-learn 4 3 4 5 

Usability 4 5 4 5 

Support 5 5 3 3 

Extensibility 5 5 5 3 

Reliability 5 5 5 5 
Data IO /preprocessing 3 5 5 3 

Data visualization 3 4 3 5 

 
Further Enhancement 

 As a potential research, are planning to test the selected data mining tools for other machine learning tasks; such as 

clustering, using test data sets designed for such tasks and the known algorithms for clustering and association rule. Further 

using all the data miming software tools and commercial data mining tools discuss in the feature. 

 
Conclusion 

 The growing problem of inaccessibility of information due to the amount of data derived from the area is known as data 

mining. Computer programs was to be needed make data mining applications in the distraction is work; I have gathered 

knowledge about the section a comparison analysis of different data mining toolkits. The complete analysis of these data 

mining and software tools focuses the value and importance of these tools by considering various aspects. Analysis 

presents various benefits of these data mining tools with respect to functionalities and compared them accordingly. The 

analysis take into account support of APIs, various database systems, PMML support, statistical analysis capabilities and 

visualization specific to the respective software packages. According to study, the functionality built into to Weka and 

available through add-ons makes the software highly robust for a variety of users. The Rapid Miner are for those users who 

with the skills to write code or to seek out add-ons, the software can perform many high-level functions related to the 

process of data mining. The description of the functions of KNIME might make it seem to be an application that is proposed 

for those programming skills or who want something that is easy to use. WEKA tools have been a resounding success that 

we believe has significantly advanced the application of machine learning techniques in today‘s world. 

 Finally, WEKA toolkit has achieved the highest performance improvements when moving from the Percentage Split test 

mode to the Cross Validation test mode followed by Orange, KNIME, and then rapid miner respectively. In addition, 

additional tools are Net Tools Spider mining tool is web mining tools. 

http://rapid-i.com/
http://www.knime.org/
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Abstract 
 The study was conducted in reliance fresh Retail Company Limited, Bangalore on the topic ―A Study on end - user‘s loyalty with the 
special reference to Reliance Fresh Retail Company Ltd‖. The study was conducted to identify the level of end users loyalty towards 
reliance retail stores and identify the expectations as well as to find the factor influencing end users in reliance retail shop. Descriptive 
research method is used in this study. The primary data is collected through questionnaires and the secondary sources are websites, 
journals. The researcher found that there is a significant relationship between the reliance fresh retail store and end users. The alternative 
hypothesis accepted null hypotheses rejected. As well as found loyal consumers expectation. Finally, Reliance Fresh is a much presumed 
organization in the field of retail stores as well as it is maintaining good relationship with end users and it is performed well and provides 
the good service to the consumers.  

 
Introduction 

 Consumer is the backbone of the retail shop to earn profit. So, it is important to identify the loyal consumer visi ting to 

the store also identifying their needs and wants. This study is carried to identify those profitable consumers.  

 
Objectives 

 To study the level of consumer loyalty towards reliance retail shop.  

 To know the factors influencing end user loyalty.  

 To identify the expectations of the consumer towards Retail shop.  

 
Review of Literature 

 Building and, more particularly, cementing a strong relationship between consumers and retail format is a major goal 

that any retail chain attempts to achieve through its marketing strategy (Dan-Cristian Dabija. Raluca Babuţ). Loyalty comes 

from customer satisfaction. Customers become loyal when they feel satisfied from the quality of the service provided by the 

companies (Grönroos, 2007; Wilson, Zeithmal, Gremler & Bitner, 2008). Customer loyalty isn't what it used to be. In fact, 

research company Access Development reported that 79% of customers would take their business to a competitor within a 

week of experiencing poor customer service, while the estimated cost of customers switching their choice of businesses due 

to poor service is $1.6 trillion (Nicole Leinbach-Reyhle). 

Research Methodology 

 Descriptive research method is adopted for this study. Researcher had visited the store continuously for 15 days and 

collected the data from 100 respondents. Most of the customers are not willing to fill the questionnaire. Two in ten customers 

shown interest to fill questionnaire.  

Hypothesis: Relationship between income and frequency of purchasing.  

 
Data Analysis and Interpretation 

Table 1: Place of Buying the Product 

7% of the respondents are prefer to buy in online, 76% of the 

respondents are prefer to buy in Retail store, 12% of the 

respondents are prefer to buy in local market and 5% of the 

respondents are prefer to buy in malls. So, Most of the respondents 

are prefer to buy in Retail store. 

 

  

Particular No of Respondents Percentage 

Online  7 7% 

Retail store  76 76% 

Local market  12 12% 

Malls  5 5% 

http://www.forbes.com/sites/nicoleleinbachreyhle/
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Table 2: Prefer to buy at Reliance fresh store 

99% of the respondents are like to buy at reliance fresh store, 1% of the 

respondents are dislike to buy at reliance fresh store. So, most of the 

respondents are agree prefer to buy in the reliance store. 

Table 3: Frequency of shopping in Reliance fresh 

25% of the respondents are preferring to buy on daily basis in 

reliance fresh store, 14% of the respondents are preferring to 

buy on every alternative days, 22% of the respondents are 

preferring to buy twice, 29% of the respondents are preferring to 

buy on weekly basis and 10% of the respondents are preferring 

to buy on monthly basis. Majority of the respondents said they 

preferring to buy on weekly basis at reliance fresh store. 

Table 4: Influencer to Purchase the Product in Reliance Fresh 

29% of the respondents are said they influenced by family, 14% of the 

respondents are said they influenced by friends, 3% of the respondents 

are said they influenced by neighbors, 53% of the respondents are said 

they influenced by themselves to and 1% of the respondents are said 

they influenced by other mode to purchase in reliance store. So, most 

of the consumers is influenced by family. 

Table 5: Reason for preferring at Reliance fresh 

21% of the respondents are preferring to buy at reliance store 

because it is nearby store, 11% of the respondents are 

preferring to buy at their convince, 40% of the respondents 

are preferring to buy because of good quality, 9% of the 

respondents are preferring to buy at Discount or low cost and 

18% of the respondents are preferring to buy at easy 

availability of products. Most of the respondents prefer to buy in the reliance store because of good quality. 

Table 6: Reliance fresh is helpful for customer to purchase the right product 

21% of the respondents are strongly agree with the statement, 

68% of the respondents are agree with the statement, that is 

Reliance fresh store help them to purchase right product, 11% of 

the respondents are neutral, none of the respondents are said 

disagree and non of the respondents strongly disagree. So, 

majority of the respondents are agreeing with that Reliance fresh 

store help them to purchase right product. 

Table 7: Satisfaction with the product of Reliance fresh 

99% of the respondents said ‗YES‘ and 1% of the respondents said ‗NO‘. 

Majority of the consumers are satisfied with product of reliance fresh 

store. 

Table 8: Reliance fresh is providing the quality items 

27% of the respondents are strongly agree, 62% of the 

respondents are agree, 11% of the respondents are neutral with 

their decision, none of the respondents are disagree and none of 

the respondents are strongly disagree. Majority of the customers 

agree with reliance fresh is providing a high quality service. 

 

Table 9: Rate the use of reliance fresh 

21 % of the respondents are said very good, 71% of the respondents 

are said good, 8% of the respondents are said average, none of the 

respondents are said poor and very poor. Majority of the consumers 

said good to the use this retail shop. 

 

 

 

  

Particular  No of respondents  Percentage  

Yes 99 99% 

No 1 1% 

Particular  No. of responded  Percentage  

Daily  25 25% 

Every alternative day  14 14% 

Twice in a week  22 22% 

Weekly  29 29% 

Monthly  10 10% 

Particular No. of Responded Percentage 

Family  29 29% 

Friends  14 14% 

Neighbours  3 3% 

Your self  53 53% 

Other  1 1% 

Particular No. of Responded Percentage 

Nearby store  21 21% 

Convenient  11 11% 

Good quality  40 40% 

Discount or low price  9 9% 

Easy availability  18 18% 

Particular No. of responded Percentage 

Strongly agree  21 21% 

Agree  68 68% 
Neutral  11 11% 

Disagree  0 0% 

Strongly disagree  0 0% 

Particular No. of responded Percentage 

Yes 99 99% 
No 1 1% 

Particular No. of responded Percentage 

Strongly agree  27 27% 

Agree  62 62% 

Neutral  11 11% 

Disagree  0 0% 

Strongly disagree  0 0% 

Particular No. of responded Percentage 

Very good  21 21% 

Good  71 71% 

Average  8 8% 

Poor  0 0% 

Very poor  0 0% 
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Table 10: Year of relationship with Reliance fresh 

7% of the consumers maintain the relationship from below 1 year, 

17 % of the consumers maintain between 1-3 years, 20 % of the 

consumers maintain between 3-5 years and 62% of the customers 

are more than 5 years. Most of the consumers maintain the 

relationship since more than 5 years. 

Table 11: Reliance Fresh is responding for Consumer Demand 

96% of the respondents are said ‗YES‘ and 4% of the 

respondents are said ‗NO‘ to reliance fresh is responding for their 

demand. Most of the consumers are satisfied with the service of 

the reliance fresh. 

Table 12: I am loyal to this store 

29% of consumers is strongly agree this statement , 59% of the 

consumers are agree, 13% of consumers neutral, 1% of consumer 

is disagree as well as 0% of consumer is strongly disagree. So, this 

shows the consumers loyalty towards this store. 

 

 

Table 13: I consider the brand name while making purchase decision 

15% of the respondents are strongly agree for considering the brand 

name before purchasing the any products , 52% of the consumer are 

agree , 21% of the consumers are neutral , 8% of the consumer are 

disagree, 4% of the consumers are strongly disagree. So, this shows 

that how much consumer is giving importance for branded products. 

 

Table 14: Store is providing proper information about product price 

99% of the respondents is says ―YES‖, as well as 1% of the respondents 

says ―NO‖. So, most of the consumers are says the reliance fresh is 

providing the correct information about the product price. 

Hypothesis Testing  

 H0 = There is no relationship between income and frequency of purchase.  

 H1: There is a relationship between income and the frequency of purchase. 

Chi-Square Tests  
 From the above test, the significance level of 0.044 has been 
achieved. This means that, chi-square test is showing a significant 
relationship between the above two variable (income and 
frequency of buying) at 95.6% confidence level. So, the researcher 
is concluding that there is a significant relationship with in income 
as well as frequency of buying. As the P-value is less than 0.05 

Null hypothesis is accepted as well as alternative hypothesis is rejected. 
Suggestions and Conclusion: The some consumers are says the lot of error in billing. So, the company has to improve the 
billing systems as well as install the more number of billing counters and give the more information to employee about the 
product price. Store has to segregate the vegetables and fruits on time. Store can give some advertisements to attract the 
new consumers to the store. Store has to provide the vehicles parking facilities to the buyers because more consumers are 
struggling to park the vehicle. Introduce the online shopping and the home delivery.  
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Particular No. of responded Percentage 

Below 1 year  7 7% 

1-3 years  17 17% 

3-5 years  20 20% 

More than 5 years  62 62% 

Particular No. of responded Percentage 

Yes  96 96% 

No  4 4% 

Particular No. of responded Percentage 

Strongly agree  29 29% 

Agree  59 59% 

Neutral  13 13% 

Disagree  1 1% 

Strongly disagree  0 0% 

Particular  No of responded  Percentage  

Strongly agree  15 15% 

Agree  52 52% 

Neutral  21 21% 

Disagree  8 8% 

Strongly disagree  4 4% 

Particular  No. of responded  Percentage  

Yes  99 99% 

No  1 1% 

 Value Df Asymp. Sig. 
(2-sided) 

Pearson Chi-Square  
Likelihood Ratio  
N of Valid Cases  

26.759 
26.011 

99 

16 
16 
 

.044 

.054 
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Abstract  
 Smart Phones are deployed with different cloud based services like Google applications, Instagram, Facebook etc., which have been 
widely developed as mobile applications for mobile cloud computing. This paper examines security and protection issues in such mobile 
Cloud environments and exhibits new client driven access control systems customized for the versatile Cloud situations. With a particular 
final objective to organize the data security and client's assurance in mobile cloud environment, the paper investigates Cipher Text - 
Attribute-based encryption (CP-ABE) strategies in mobile cloud computing. CP-ABE plan empowers information owners to authorize 
access arrangements amid the encryption. Connection related attributes, for example, requester's area and conduct are consolidated 
within ABE plan to give information on security and client protection. This will enable the owners of the mobile data to logically control the 
passage to their data at runtime. Remembering the final objective to improve the execution, an answer that offloads the high-cost 
computational work and interchanges from the smart devices to the Cloud is proposed. Secret methods are integrated in the key issuing 
protocol so that the user's identities are shielded from being followed by the service providers amid information exchanges. The proposed 
plans are secure from known attacks and thus suitable for mobile Cloud environment. 
Keywords: Encryption, Cloud storage, Cipher Text - Attribute-based encryption 

 
Introduction  

 Advancement in the field of Information Technology has influenced outsourcing of information and sharing. Social 

networking websites and e-documents offer an easy ways for users to outsource and share diverse information on the cloud 

storage servers such as photos, events, news, etc. Cloud Computing arises to be the future of IT architecture, thus it 

provides unlimited and flexible resource for storage in cost efficient manner. One of the most critical issues in storing data 

remotely is data security. On one side, it is necessary to strictly protect sensitive information before allowing the users to use 

the appropriate data services. On the other side, users do not have their data physically in remote data storage.  

 In untrusted storage, Attribute-Based Encryption (ABE) provides the best cryptographic foundation for a secured data 

sharing schemes. There are numerous security problems and challenges in cloud computing technology. Cloud computing 

has virtualization patterns which gives rise to many security problems. Thus to map virtual machines into physical machines, 

a high security is required. The data securities include encryption of the data and ensures relevant policies needed to carry 

out data sharing. The allocation of resources and the memory managing algorithms should be highly protected and safe. 

One of the major problems in cloud computing is that it implicitly consists of the business critical data and complex 

processes and also outsources sensitive data securely. The data stored on a cloud service is the responsibility of the cloud 

provider who controls and protects those data. When the data is organized on the cloud through IaaS or PaaS, then the 

complete control is possessed by the cloud provider. The security threats faced by most of the computing systems are all 

also faced by the cloud computing technology. The main problem in outsourcing the data present in the mobiles is misusing 

of the data or violating the integrity of the data. Protecting the confidentiality and sensitive files that is outsourced is one of 

the major issues. The processed files present in cloud storage are kept away from the illegal users by utilizing the attribute 

based encryption for controlling the admission of the files being encrypted by the Data Owners. Attribute Based Encryption 

is a method based on cryptography which provides better security, secrecy of data, and prevents several attacks. The 

methods of access policies are divided into two types, key policy ABE model and cipher text policy ABE model. The ABE 

scheme consists of data owners, certificate issuers, and receivers. The work of the issuers is producing the keys for the 

Data Owners and the work of receivers is the ciphering and deciphering of data.  
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 The verification of Remote Data Auditing verification is another significant security aspect. Many researchers came up 

with several models and security techniques. According to the Provable Data Possession model, the auditors are capable of 

verifying the authenticity of the files. Two safe Provable Data Possession techniques were developed using the rijndael 

model. According to Proof of Retrievability‘s models, it is possible for the author to obtain the data and also check the 

realness of the data. Sometimes the users hand over's all the verification work to Third Party Auditor in Cloud Storage 

Technology, this technique is also known as Third Party Auditing 

 
Related Work  

 The areas like access control of outsourced data and shared cryptographic file systems works similar to the existing 

model.Kallahalla et al developed a model called Plutus [5] which is a cryptography file system for storing files on to 

unreliable servers. The files which have same kind of sharing attributes are grouped by Plutus and each of the file groups is  

associated with a symmetrical lockbox key. Goh et al developed SiRiUS [9] which gives complete security because it has 

layers like Network File System (NFS) on the existing file systems. A meta data file with access control lists (ACL) of the f ile 

are attached with all the files by SiRiUS. Ateniese et al [10] developed a protected distributed storage model with the proxy 

re-encryption. A block of contents are encrypted by the data owner using the content keys. Vimercati et al developed a 

solution for protecting storage of data on unsafe servers supported by key derivation techniques described in [7]. Encryption 

of that data file is carried out using a symmetric key. 

 
Methodology 
Fig. 1: Layered Architecture Attribute Based Encryption (ABE) 

 This model comprises of the following four algorithms: Init, 

KeyGen, Encrypt, and Decrypt. These operations mostly similar 

to the functionality of the Cipher Policy Attribute Based 

Encryption model. The only major difference in this developed 

scheme is that the access structure is hidden but in the existing 

Cipher Policy Attribute Based Encryption model, the access 

structures are not hidden.     

 For achieving this aim, the access structure T of this 

proposed model is omitted from the cipher text CTxt. The cipher 

text in this model has the parts of both the positive and negative 

events for all attributes. The secret key parts of the attributes 

are used by the user during data decryption. The user has no 

idea about the number of attributes granted or declined even 

after the decryption process. Thus the access policy information 

belonging to the authority is prevented from the approved users 

who are also called as the data owners. 

 This paper proposes a data access control technique 

based on cryptography for cloud computing with attribute based 

encryption. The users can hand over most of the data decryption operations to the servers on cloud using a replication 

attribute inside the mechanism. This also minimizes the computation load present on the users into a invariable complexity. 

Even the computation load present on the cloud servers can be reduced using a technique called lazy re-encryption . This 

model enables more scalability during fine grained access control mechanisms because the complexity of many operations 

in this model is linear to the attributes instead of the users or data files.  

 
CP-ABE IN Mobile Computing with Cloud Storage 

Fig. 2: CP-ABE in Mobile computing with cloud storage 

In the proposed architecture we keep information access 

control in multi-authority based cloud information storage, 

as outlined in Figure 1. We have five classifications of 

elements in the plan: Data Owners (DOs), Data Consumer 

(Group Users), a Certificate Authority (CA), the Attribute 

Authorities (AAs) and a Centralized Mobile Cloud Server. 

 In this scheme it is consider CA to be a genuine entity 

that appropriates the approval authentications to the 

individuals in this association. It provides approval for the 
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new clients and Attribute Authorities. Each genuine client in this plan gets a recognized enrolment ID and a PK (Public Key) 

is created for them by the CA. In this manner, the certificate authority is not dependable to create or relegate any credit to 

the clients. Each Attribute Authority is a self-governing entity which deals with creating qualities, relegating it to the clients, 

disavowing client's access controls and rekeying. In our framework, single trait is connected with an AA, however every AA 

can direct any measure of characteristics. Every AA has complete control over the course of action and association of its 

traits; additionally it is at risk to create a secret attribute key for every attribute it produces so that the information can be 

scrambled utilizing the same secret key according to the part and gathering of the information owner.  

 Each client of the framework has a universal enrollment ID, which distinguishes them from each other. One client may 

be qualified for different properties which are allocated by numerous AAs. Client gets a secret key joined with the properties 

it claims doled out by a separate AA. A client might login through their gadget and act as an information owner to transfer 

their content which can accessed by their group. The substance transferred by information owners get scrambled utilizing 

the secret key they own for their attribute. The entrance strategy gets limited to the information transferred by the owners as 

it get encoded and stored on the centralized cloud server. Customers of the information must and ought to have the same 

ascribe keeping in mind the end goal is to decode and get access to the data. This methodology not provides right access to 

the data within legitimate group members only but also secures the data from revoked users. 

 
Conclusion 

 This paper focuses on giving versatile and all around sorted out application arrangement which takes after CP-ABE 

plan on mobile cloud storage. The proposed system gives a safe and effective solution for attribute revoking issues and 

offers fine-grained access to genuine clients. The framework bolsters multi-authority CP-ABE plan where different AAs may 

exists to give clients more accessibility and adaptability to utilize the framework. The advantage here is the computation cost 

is imperceptibly decreased because of the circulation of work load among various elements. It is safe to outsource 

information on incredulous servers too because of better control and security.  

 This proposed mechanism can be connected on different online social groups or business applications which permit 

clients to shape groups and offer file sharing within the group.Data outsourcing to from mobile devices to cloud servers is 

not a thing of future. In our everyday life we use many applications which store and retrieve data from remote cloud server to 

reduce load on resource constraint mobile device also there is a huge advantage come along such as centralization and 

sharing of data among multiple users. Group level sharing and authentication using ABE are studied vastly by numerous 

scholars till date but are limited to web users or web applications. There is very little or limited study on group level 

authorization and authentication of users in mobile cloud computing using CP-ABE mechanism resolving attribute revocation 

problem. It was tried to propose novel schemes in this regard so that the system model can be made more robust and 

resilient from unauthorized access. 
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Abstract 
  In the transmission of images and videos over channels, images and videos are often corrupted by noise and degradations due to 
faulty communication or noisy channels. Such noises may be introduced due to faulty camera or the like. Even with the advancing camera 
and digital recording technology, there are many situations in which some portion of recorded images or videos may suffer from severe 
degradations for a short period. The poor quality of recorded images and videos may be due to, for instance, the imperfect or  
uncontrollable recording conditions that are often encountered in astronomy, forensic sciences, and medical imaging. Image enhancement 
and restoration have always been important in these application areas not only to improve the visual quality but also to increase the 
performance of subsequent tasks such as analysis and interpretation. 
Keywords: AMF, RMF, WMF, DBF 

 
Introduction  

 The objective of this dissertation is to introduce a new median based algorithm for removal of impulse noise and 

impulsive type degradations in images and videos. The adaptive length median based algorithms reduce blurring at high 

noise density levels. The proposed algorithms denoise the images and videos with better edge and preserve the fine details 

too. In addition, streaking is also reduced. The work presented in this thesis is organized as follows: 

 Algorithms employing adaptive-length recursive weighted median non-linear algorithms for improving impulse noise 

filtering capability. These algorithms can achieve significantly better image quality and reduce blurring than fixed length 

median filters when the images are corrupted by impulsive noise. The weights for the recursive weighted median filter 

(RWM) are selected by optimization technique and median controlled algorithm. In median controlled algorithm, the filter 

gives the smallest weight for the impulse. Thus the impulse has an effect on the output and the magnitude of the impulse is 

reduced.  A neural based adaptive length recursive weighted median algorithm, which can successfully remove impulse 

noise from corrupted images while preserving image details; streaking is also reduced. The algorithm is an appropriate 

combination of impulse detection algorithm and a recursive weighted median (RWM) filter whose weights are calculated by 

back propagation algorithm based on universal approximation theorem. The main advantage of the algorithm is that it 

detects both positive and negative impulses with high accuracy while reducing the probability of falsely detecting image 

details as impulses. Results show that the proposed algorithm is more effective in terms of visual appreciation, noise 

suppression and mean squared error performance compared with standard median filtering, general recursive weighted 

median filtering, and adaptive length median filtering. Adaptive varying window size Recursive Weighted Median filter 

(ARWMF) using median controlled algorithm for removing the high-density impulse noise in color images. The weights for 

the RWMF are calculated by using the Median controlled algorithm.. In median controlled algorithm, the filter gives the 

smallest weight for the impulse. However, for many weight functions including the exponential one, this weight is non-zero. 

Thus the impulse has an effect on the output and the magnitude of the impulse is reduced. The window size of the RWMF is 

adaptive based on the presence of noise density. The performance of the proposed algorithm is given in terms of mean 

square error (MSE), mean absolute error (MAE) and peak signal to noise ratio (PSNR) and it is compared with Standard 

Median filters, Weighted Median filters, Center Weighted Median filters, Recursive Weighted Median filters and Lin‘s 

Adaptive length Recursive weighted median filters using Median Controlled Algorithm. A decision based nonlinear algorithm 

for removal of strip lines, drop lines, blotches, band missing and impulses in images and videos. The algorithm performs two 

simultaneous operations, namely, detection of corrupted pixels and estimation of new pixels for replacing the corrupted 

pixels. Removal of these artifacts is achieved without damaging edges and details. The algorithm uses an adaptive length 
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window whose maximum size is 5x5 to avoid blurring due to large window sizes. The performance of the algorithm is 

analyzed in terms of Mean Square Error (MSE) and Peak Signal to Noise Ratio (PSNR) and compared with standard 

algorithms already in use. Improved performance of the proposed algorithm is demonstrated. The advantage of the 

proposed algorithm is that a single algorithm can replace several independent algorithms required for removal of different 

artifacts. An adaptive length decision based median type algorithm for removal of Line Scratches, blotches, dirt and 

impulsive noise in the images and videos with improved performance. Robust least median square error technique is used 

as cost function for motion estimation instead of least mean square, mean absolute difference and pixel difference 

techniques. The proposed algorithm produces better results visually and also MSE and PSNR are better compared to the 

existing video algorithms. 

 
Types of Noise 

Image Dependent Noise 

 This noise arises when monochromatic radiation is scattered from a surface whose roughness is of the order of a 

wavelength, causing wave interference. This results in image speckle. It is possible to model this type of noise with a 

multiplicative, or non-linear, model. These models are mathematically more complicated; hence, the noise may be assumed 

to be data independent. 

Film grain noise 

 In photographic films, the recording noise is mainly due to the silver grains that precipitate during film exposure. They 

behave in a random manner during both the film exposure and development. They are also randomly located on the film. 

This kind of noise, which is due to the silver grains, is called film grain noise. 

Noise in photoelectron detectors 

 In photo electronic detectors, two kinds of noise appear 

 Thermal noise: The source of thermal noise is from various electronic circuits. It is a two dimensional additive white 

zero mean Gaussian noise. 

 Photoelectron noise: The photoelectron noise is produced by random fluctuations of the number of photons on the 

light sensitive surface of the detector.  

Image Independent Noise 

 An additive noise model can often describe image independent noise, where the recorded image F (i,j) is sum of the 

true image s (i,j) and the noise n (i,j); this is given in equation (1). 

  F (i , j)=s (i , j)+n (i ,j)   (1) 

White noise 

 In many cases, additive noise is evenly distributed over the frequency domain i.e. called white noise, whereas an image 

contains mostly low frequency information. Hence, the noise is dominant for high frequencies and its effects can be reduced 

using some kind of low pass filter. 

Impulse noise 

 Another common form of noise is impulse noise or data dropout noise (commonly referred to as intensity spikes, 

speckle, or salt and pepper noise). Impulse Noise is the noise consisting of random occurrences of energy spikes having 

random amplitude and spectral content. Impulsive noise appears as black or white spots in an image and hence it is also 

called salt and pepper noise.. Let s(n) denote the uncorrupted 1-D sequence and x(n) its corrupted version containing some 

impulse corrupted samples. Then, at time instant n, for an impulse noise model with an error probability pe , we have 

  (2) 

where (n) is an identically distributed independent random process with an arbitrary underlying probability density function. 

Blotches and Scratches 

 Blotches are characterized as being impulsive, randomly distributed, with irregular shapes of approximately constant 

intensity. Blotches are caused by dust, warping of the substrate or emulsion, mould, dirt or other unknown causes. Blotches 

in films can be either bright or dark spots. If the blotch is formed on the positive print of the film then the result will be a bright 

spot; however, if it is formed on the negative print, then in the positive copy a dark spot will be seen. 

Gaussian noise 

 Unlike the impulse noise, the Gaussian noise has values in all ranges. The Gaussian noise is distributed throughout the 
image with a particular mean value and a variance. The removal of Gaussian noise is little more tricky and complicated 
when compared to the impulse noise. Since the values of the pixels affected by noise are also within the range of the 
unaffected pixel values, the identification and removal of noise-affected pixels is complicated. 
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Noise Removing Filters 

Linear Filters 
 A filter can be defined in mathematical sense as an operator (.), which maps a signal, x into a signal y, as follows: y = L 
(x), when L (.) is a linear operator, i.e., it satisfies both the superposition and proportionality principles. Two dimensional (2-
D) and M dimensional (M-D) linear filtering is concerned with the extension of 1-D filtering techniques to two and more 
dimensions. Two major limitations of linear filters are poor performance in the presence of noise that is non-additive and 

poor performance in the presence of non-Gaussian noise. 
Nonlinear Filters 
 In non-linear filter, the operator L (.) is not linear. The lack of satisfaction of the superposition or proportionality 
principles or both does not allow one to obtain the output of a nonlinear filter by convolving the input with its impulse 
response function. The simplest possible nonlinear transformation is one that corresponds to a memory less nonlinearity that 

maps the signal x to y. Such transformations have been used extensively in image processing and are called gray scale 
transformations 
Median Filter 
 The best-known and most widely used filter is Median Filter (MF). The median of n observations x i, i=1,2…n is denoted 
by med (xi) and it is given by equation (3). 

 Med (x i ) = X v+1, n=2v+1 
 (1/2) (x v + x v+1), n=2v   (3)  
 where x i denotes the i-th order statistic.  
 The one dimensional Median Filter of size n=2v+1 is defined by the following input - output relation: 
 Yi=med (x i-v…x i…x i + v ) 

 Its input is the sequence x i and 
 its output is the sequence y i . 
 Median Filters are known for their capability to remove impulse noise. Impulse noise appears as black and / or white 
spots in an image. Therefore, it is also called salt-pepper noise. It is usually caused by errors during the image acquisition or 
transmission. 
 

Variations of Median Filters 

 Adaptive Median filters (AMF) 

 Recursive Median filters (RMF) 

 Weighted Median Filter (WMF) 

 Decision – Based Filters (DBF) 
 

Conclusion 
 In conclusion, this presents some new non linear adaptive median based algorithms and demonstrates their usefulness 

in image and video denoising. The algorithms are shown to be effective in suppressing impulse and impulsive type of 
degradations, while preserving edge and fine details. The achievements of the paper with respect to the solutions presented 
for problems in degraded images and videos. It points out the fact the fixed window median type algorithms remove 
degradations in images and videos at low density only, but the proposed adaptive median based algorithms remove 
degradations at high density also with reduced blurring and streaking; in addition to this, fine details are also preserved. 

Several problems that have not been addressed so far are also discussed and possible solutions are given so as to identify 
progress in research and development in the area. 
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Abstract 
 Luxury, is a segment where consumers are sensitive of its exclusivity, prestige and premium pricing. It was a product of charm for 
the riches and elite, away from youth. Online shopping, is known for its approachability to masses and price discounts. During the last 
decades, the luxury sector has undergone a transcendental change. The high entry barrier that the luxury sector guarded for centuries has 
been lowered driven by globalization and the Internet. The Indian luxury market is growing 24 percent per annum. A major drive behind 
the growth and expansion of the Indian luxury market is the emergence of the new luxury consumers (Jackson, 2011). These 
―newcomers‖ do not fall into the traditional wealthy income segment; they start purchasing luxury at a younger age compared to their 
parents (Jay, 2012). The research attempts to conduct a descriptive study focusing the purchase intention of online luxury goods among 
young professionals in Kerala. 
Keywords: Luxury brands, online luxury shopping, Masstige products, Indian youth luxury shopping 

 
Introduction 

 ―Luxury is a necessity that begins where necessity ends.‖ - Gabrielle Bonheur Chanel 

 Whenever we switch on the television, or flip through the pages of magazines, we are bombarded with celebrity news 

and reality shows that touch our inner needs to feel beautiful, important and recognized. Those gorgeous people in 

advertisements tell us that their lifestyle and material possessions like clothes and accessories can make us beautiful as 

well, and help us to be part of their world. All we need to do is to buy the right fashion goods by the right designers. Then we 

start to crave for the Louis Vuitton bag or the Chanel glasses. Soon we are hooked by the luxury fashion fever. According to 

CRISIL report the number of High Net Individual households is expected to triple to over 329000 during 2014-2018 (Kotak 

Wealth Management and Crisil Research, 2013). The total number of these households and their total net worth is expected 

to increase by five times from 65 trillion to 318 trillion (Business World, 2013). ―Irrespective of the continued global economic 

slowdown, the luxury market in India is estimated to grow at 25% in 2013 to 2015 and likely to touch US$ 15 billion from the 

current of US$ 8 billion.‖(ASSOCHAM, 2014). The growing number of upper middleclass and their aspirations to climb up 

the consumption ladder is making the luxury marketers launch entry level luxury like apparel, accessories, watches and 

jewelry to help them ascend the ladder. The luxury group like LMVH, PPR and Richemont focus on the retail these high 

margin products as they are the first categories purchased by consumers on reaching their income threshold in order to 

become an active luxury consumer (Ortelli and D‘Ath, 2013) 

 
Luxury- From the Annals of History 
 It is not very clear as to when and where the concept of luxury came in but the systematization of luxury began with 

Louis XIV in Paris. He set the bar of opulence so high that even the wealthiest nobleman was unable to compete with him. 

―He literally dictated the fashions of the day‖ (Tungate, 2009). Chaudhuri and Majumdar (2006), proposed a periodic-

structural analysis of conspicuous consumption Behavior, depicting its evolution, nature and character. Although formal note 

of this phenomenon was first documented by Veblen, the practice of conspicuous consumption or spending money to tout 

one‘s success is not new; in a primitive society, men possessed women and slaves as trophies of their status. The 

aristocratic Romans spent outrageous sums of money on expensive gladiator fights (Finlay, 1973). But when we talk of 

luxury products or brands, the key is its exclusivity and craftsmanship- ―a strong element of human involvement, very limited 

supply and the recognition of value by others are key components.‖ (Cornell, 2002). Due to very high quality consciousness, 

rarity and appreciation by others, another aspect that is unique to luxury is the price consumers are willing to pay for the 

products or services availed. Luxury goods are expensive in relative and absolute terms, even with or without any functional 

advantage over their non luxury counterparts (Dubois & Duquesne, 1993). 
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Luxury, Premium and Masstige Brands 

Fig. 1: Luxury vs. Premium vs. Masstige Brands 

 Luxury products and brands can be 

distinguished from the premium segment by their 

constitutive characteristics. The differentiation 

between luxury and premium brands is mainly a 

matter of degree, which makes it difficult to draw a 

clear line, especially between top premium brands 

and entry-level luxury brands. However, there is 

also an essential difference between these types 

of brands: while premium brands focus especially 

on functional characteristics, luxury brands put 

much more effort into creating symbolic meaning.  

 

Masstige Products and Brands 

 The emergence of this new type of brand resolved the traditional dichotomy between luxury and non-luxury brands. 

The term ―masstige brands‖ easily conveys their basic idea: offering prestige to the masses (some authors also use ―new 

luxury‖ or ―mass luxury‖ (Kapferer & Bastien 2009, p. 312). Typical masstige brands include Coach, Godiva, Starbucks and 

Victoria‘s Secret (Silverstein & Fiske 2003, p. 51). Although these brands are not luxury brands, they still rate higher than 

middle-market brands on the major dimensions of luxury products. Masstige brands concentrate especially on creating 

symbolic benefits and prestige; they care very much about shine and therefore also about design. A mass-prestige-business 

in the mass/middle-class market reduces the level of rarity and can only be achieved with reasonable prices, which, in turn, 

requires a compromise on quality, extraordinariness and aesthetics (see also Keller 2009, p. 295). According to the 

economic relativity of luxury democratic luxury products are characterized by Kapferer & Bastien (2009, p. 314) as ordinary 

items for extraordinary people, which are at the same time extraordinary items for ordinary people. 

 
Prestige Products and Brands 

 The terms luxury brand and prestige or status brand are often used interchangeably (Bagwell & Bernheim 1996, p. 349; 

O‘Cass & Frost 2002). However, prestige ranks as one of the major purchasing motives over all product categories and 

allows for the achievement of social reward and status (Trommsdorff 2009, p. 117). Luxury brands have what prestige-

seeking consumers crave: they enjoy social prestige, which can be gained by buying these products. Nevertheless, the 

consumption of luxury products is by far not the only way to satisfy the need for prestige. There are non-luxury products that 

allow consumers to increase their prestige including premium products such as Adidas sneakers or masstige products such 

as Godiva chocolates and Häagen-Dazs icecream. The ability to increase the prestige of their consumers is not enough to 

distinguish luxury from non-luxury products and brands. Therefore, the term ―prestige brands‖ should rather be used for all 

luxury and non-luxury brands whose products allow consumers to gain prestige. Bain &Company (2010) reported that 

demand for such luxury accessories as handbags andshoes in particular was increasing year after year in India. 

 
India‟s growth in Luxury segment 

 Globally the market for luxury brands has grown rapidly over the past two decades. Estimated to be worth $263billion in 

2007 that represents a 31% increase over the past five years, predictions indicate a 71% growth over the next five years, 

largely fueled by high demand from emerging economies (Verdict, 2007).In past five years with the growth in global market, 

the luxury brands' market has increased by 31 percent where the market for the non-luxury brands has increased by 7 

percent only (Tynan, 2009). The appetite for luxury brands is growing in the emerging economies of China, India, Asia, the 

Middle East and Latin America(Verdict, 2007; Chadha and Husband, 2006).Research reflects that Asian customers prize the 

perceived conspicuous value of goods (Phau & Prendergast, 2000) making it easier for the luxury goods industry to be 

successful. The luxury market in India is growing and experts say, by 2015, a quarter of the luxury market will be between 

India and China. (Mint Luxury conference, 2011). As per Laxman Narasimhan, Director, Mckinsey ―The growth in India 

between 2015 and 2020 will become even larger as more people come into the consumption curve. Nine million households 

will be targets for luxury or near luxury consumption. Nearly 42 per cent of India‘s wealthy households are in Delhi and 

Mumbai. Indian consumers really care about brands. Almost 22 per cent of Indian consumers try foreign products and 

brands,‖ (Mint Luxury conference, 2011). 
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Fig.  2: Indian Luxury Market size (ASSOCHAM website, January 2014) 

As the Indian consumer gets more aware of the 

presence of luxury brands, these goods continue to 

register a strong growth in India and focus on the Indian 

consumer. Though Delhi and Mumbai find the biggest 

buyers of these brands, rapid urbanization has also 

revealed that the market is slowly penetrating into second 

and third-tier cities too. While Delhi tops the list of leading 

Indian cities followed by Mumbai, Bangalore, Chennai, 

Kolkata, Hyderabad and Pune follow next in terms of Tier 

II cities. (ASSOCHAM, KPMG). The ASSOCHAM-KPMG 

report along with YES Bank, released at India‘s second Luxury Summit 2014, believed India‘s year on year growth figures in 

this sector is poised to register a healthy 25% increase. (Figure 2). The number of Indians that featured on the Forbes 

Billionaires List in 2004 was 9. By the year 2013, this figure rose to 55 billionaires that accounted for a total net worth of 

$194 billion. The number of millionaire households measured in terms of Rs. 250 million or $3.8 million increased by 17% 

since 2014 with a greater demand in luxury goods.(PRNewswire, 2015) Billionaires apart, it was noticed that the Indian 

luxury landscape was experiencing strong evolutionary undercurrents that were redefining consumer profiles and strategies 

presently being used. New terminology defined this: ―HENRY‖ was the term used to address, ‗High Earnings Not Rich Yet‘ 

buyers that have become a new target segment for these brands. 

 
Young Consumers of India 

Fig. 3: The Young Indian Buyer 

Courtesy: Huw Tindall, Luxury in India-Market Entry Strategy and Insights: July 2014 

―Youth‖ means ―every person between the ages of 15 and 35 

years‖(adopted from UNESCO, 2012). A significant percentage of youth 

population in India attains some sort of financial independence around the 

age of 25 years. The youth who are less than 24 years old mostly depend 

upon their parents for financial assistance. But the present youth segment 

of India, is unique in terms of its sheer size, consumption of 

products/services, intellectual ability, pester power, trend setting capability 

and positive attitude towards modern technology. The young generation of 

the current era considers shopping as an experience rather than a mere 

act of purchasing a product. Possessed with lesser commitments, the 

youth purchase or use products/ services at their will. Further, they are 

also capable of influencing the consumption at even household level. Hence, the marketers and retailers operating in the 

country have a daunting task ahead of them in targeting and tracking a unique set of young consumers for their products 

and services.  

 
Luxury and Prestige Goods Appealing to Youth 

1. Fashion 

 Clothing and apparel 

 designer fashion (haute couture) 

 ready-to-wear clothing (prêt-à-porter) 

 sportswear 

 Leather goods and accessories 

 bags and wallets 

 shoes 

 belts 

 luggage 

2. Perfumes and cosmetics 

3. Watches and jewellery 

4. Eyewear 

 sunglasses and prescription glasses 

5. Wines and spirits 

6. Automobiles 
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7. Furniture and home decoration 

8. Others 

 Pens, writing materials 

 Textiles 

 Pet products 

9. Services 

 Restaurants and clubs 

 Hotels and spas 

 Travel and yachting 

 
Scope of the Study 

 The research is to understand the relationships between antecedents of luxury consumption and purchase intention of 

luxury goods among the young working professionals of Kerala in the sector of apparel/accessories and watches/ jewelry. 

These product categories are the most preferred by this segment when they reach disposable income threshold to become 

a luxury customer. In an emerging country like India they have considerable relevance. (Ortelli and D‘Ath, 2013) 

 In India, consumers are value seekers and have increasingly become brand conscious. New affluent is familiarized to 

the luxury world quickly and are willing to display their arrival. (Milano Fashon global summit, 2008) This makes apparel/ 

accessories and watches/jewelry categories particularity relevant for the study as these categories are sensitive to social 

influence as a display of wealth.  

 
Research Gap 

 Seock and Bailey (2008) reported that future studies should focus upon young consumers from diverse geographical 

areas. Narang (2010) reported that further research can be carried out to identify the products purchased by the different 

psychographic segments of youth for their personal consumption and the frequency of such purchases. Seock and Bailey 

(2008) reported that future studies should focus upon young consumers from diverse geographical areas. The literature 

scan gives a comprehensive understanding of luxury market and online consumer behaviour. Not much literature is 

available on online consumer behaviour of luxury goods of youth in Indian context. The researcher indicates the scope for 

researching the consumer behaviour of young Indians through online for luxury shopping.  

 
Theoretical Construct 

Fig. 4: Proposed Model 

Brand Consciousness 

 It is defined as ―the psychological preference 

towards famous brand name goods‖ (Zhang and 

Kim, 2013). Brand consciousness is a major 

influencing factor in consumption (La Chanc et 

al., 2003). Research conducted in India shows 

that the brand consciousness plays a positive role 

in consumption. Thus the following hypothesis is 

developed to test the relationship of brand 

consciousness to luxury consumption. 

 H1: Brand consciousness is positively related 

to the purchase intention of luxury goods in India 

 
Self-Perception 

 It is an impact on consumer behavior and in 

a way explains why consumers use products to 

communicate their image to others (O‘Cass and 

Frost, 2002). Self –perception has an indirect 

positive influence on the purchase intention of a non-luxury product in India (Kumar and Kim, 2009). Thus the following 

hypothesis can be developed. 

 H2: Self-Perception is positively related to the purchase intention of luxury goods in India 
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Need for Uniqueness  

 Consumers need for uniqueness is defined as ―an individual‘s pursuit of differentness relative to others that is achieved 

though the acquisition, utilization and disposition of consumer goods for the purpose of developing and enhancing one‘s 

personal and social identity‖ (Tepper , Bearden and Hunter, 2001). Globally, need for uniqueness has positive influence on 

luxury consumption) O‘cass and Mc Esen, 2004; Park, Rabolt and Jeon, 2008). Thus, the following hypothesis can be 

developed. H3: Need for uniqueness is positively related to the purchase intention of luxury goods in India. 

Conformity 

 Consumer susceptibility to interpersonal influence explains consumer behavior on an individual level. Though being 

socially influenced is considered as a common trait but the degree to which it influences an individual varies (Netemeyer and 

Teel, 1998). However a study revealed that conformity has an indirect impact on behavioral intentions of Indians (Son, Jin, 

George, 2013). Thus the following hypothesis can be developed. 

 H4: Conformity is positively related to the purchase intention of luxury goods in India. 

Social Comparison 

 In order to determine one‘s ability, consumers compare themselves with their friends, relative, celebrities and others 

(Festinger, 1954). Consumers replicate the fashion and style of the people they adore and they buy luxury products to 

impress others. Thus the following hypothesis can be developed. H5: Social comparison is positively related to the purchase 

intention of luxury goods in India. 

 
Fashion Innovativeness 

 Fashion innovators are those who continually upgrade themselves in order to differentiate from the crowd. It is 

important to understand them because they are the primary luxury fashion group and they foster fashion diffusion (Zhang 

and Kim, 2013). Thus the following hypothesis can be developed. 

 H6: Fashion Innovativeness is positively related to the purchase intention of luxury goods in India. 

 

Fashion Involvement 

 Involvement means the extent to which a consumer considers purchasing fashion products as important. High fashion 

involved consumers tend to be more open toward adopting fashion and highly communicative, relatively knowledgeable than 

low involved consumers. (Zhang and Kim, 2013). Research shows that a high correlation between fashion involvement and 

consumption of branded fashion products exits (Khare and Rakesh, 2010) Thus the following hypothesis can be developed. 

 H7: Fashion involvement is positively related to the purchase intention of luxury goods in India. 

Status Orientation 

 It is the value that a consumer attaches to the symbols, the ownerships which provides them their aspired social status 

in the society (Thi and Mai, 2011). Thus the following hypothesis can be developed to test the relationship. 

 H8: Status orientation is positively related to the purchase intention of luxury goods in India. 

Customer Ethnocentrism 

 It is the tendency to support the purchasing of domestic products over the foreign products in order to show patriotism 

to one‘s own country. A study conducted in India shows that Indian‘s prefer foreign brands to domestic brands (Mukherjee, 

Satija and Goyal, 2012). Thus the following hypothesis can be developed to test the relationship. 

 H9: Customer ethnocentrism is negatively related to the purchase intention of luxury goods in India. 

Expected Contribution to the Literature 

 A report by Ernst and Young (2007-08) reveals that 54% of the Indians are aged below 25 years. According to Narang 

(2010) India has the youngest population profile in the world. The youth market is significant to Indian marketers and 

retailers due to its huge size and spending power. Unlike in the western countries most of the Indian youth still depend on 

their parents while pursuing their education or they are single with an employed status in private or Government 

organizations. In both the cases, it is found that the youngsters enjoy significant amounts of disposable income either in the 

form of pocket money or in the form of salary. These individuals are free from the burden of serious financial or family 

commitments unlike their older counterparts. This lifestyle influences the consumption pattern of these young consumers 

who are always on the lookout for the enjoyment aspects of life.Shopping is considered as a chain of activities comprising of 

socialization, discussion and gaining of knowledge regarding newly launched products and brands, comparison of product 

features and price ranges and finally concluding the whole experience with the purchase of a particular product after intense 

scrutiny related to its price, features, utilitarian and hedonic aspects. Compared to their parents‘ generation, Generation Y  

consumers are still in the process of building self-identity and accordingly display unique characteristics such as high public 

self-consciousness and brand consciousness (Eastman and Liu, 2012; Gurau, 2012). Therefore, through exploring the self-

concept-related personality traits, brand consciousness and luxury consumption motivations of the Generation Y consumers, 

it is the goal for this current research to bring an insight to the new growing market segment of the online luxury market. 
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Abstract 
 This study aims at analyzing the awareness level of consumer towards green products, using a structure survey of 200 respondents 
in major town of Tirupattur Taluk, so that many people understand the significance of consuming green food products. In the survey made 
among respondents of Green consumers, 70% of respondents reported that they have awareness on green food products. The study 
aims at understanding the awareness level of consumer towards green food products. The objectives are to examine the green 
consciousness, level of awareness, towards respondents and their valuable suggestion are well established and organized food products 
stores in tirupattur are taken for the study. Information about consumer‘s awareness is an essential element for farmers and marketing 
agencies to successfully plan production that can capture greater market share. This study discusses effective factors influencing 
consumer‘s awareness level about the benefits of green food products. Much of the responsibility for food safety lies with the agricultural 
sector and the processed food industry to ensure that reliable processed foods. Thereby these results are important to these research 
including food marketing planners, researchers, and agricultural and food policy mark 
 

Introduction  

 Green agriculture is one of the sustainable agriculture approaches that are being promoted and practiced extensively in 

the province, Indian green agriculture is still at an early stage; the green production area being less than 0.05% of total 

agricultural land, an additional factor is that farmers are not convinced that there is a secure market channel for green food 

products. Green farming is a growing sector in India, Which is encouraged by the government and many private initiatives. 

Therefore, production is expected to rise to meet the growing demand in the domestic market for green food products. The 

increased range of healthy foods. Traditional or conventional farming is a double-edged sword; on one side it is known for 

low cost and higher output, but on the other side it is known for its negative human and environment impacts. In a study 

supported by the Food and Agriculture Organization (FAO) that sustainability is also about equity among and between 

generations. The main contribution of green agriculture to social well-being is through avoided harm and healthy community 

department. Awareness about negative The demand of green food products is dramatically rising in India as the population 

becomes more affluent and educated about health and wellness issues, leading to greater, Non Pesticide Management 

(NPM) farmers replenish the green content of the soil. This increasing yield as well as makes the crops less vulnerable to 

diseases as well as too certain kinds of pests. The main ingredients are biological waste, seed sand leaves of various 

plants.  Green farming is produced in order to produce healthy and quality food without using of synthetic chemical products. 

Thus the green food products farming not maintain only the environment but also it improves public health,and bringing 

significant benefits both in the economy as well as to the social cohesion of rural areas, with increased awareness of 

domestic problems related to pesticide poisoning and diseases of fresh food products, and the Jordanian government more 

than accounted approach in the area of food safety. Achieved many studies, knowledge, awareness, attitude and consumer 

towards green food products in both developed and undeveloped countries. It has been said in consumer awareness level. 

 The awareness level and knowledge have become decisive factor in changing of consumer towards green foods, which 

is expected to drive the growth in the green food markets. The reason for this classification is that once a product has been 

branded as green products then it is assumed to have never been in-contact with manmade chemical. The pricing 

expectations of consumers needed to be studies to fully understand what the consumer is willing to pay for an green food 

products? And is there any relation between the availability of the product and the usage of the same when there is a price 

difference between the green and non green product. It is generally held belief that green food products are of higher cost 

and people will buy green products if they feel that the price overweight the cost  
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Objectives of the Study  

 To analysis the awareness level of consumer towards green foods products. 

 To study customer attitude towards buying the green food products. 

 To investigate the factors that influences the intention of buying green food products. 

 To identify consumer satisfaction for green food products. 

 
Scope of the Study 

 Green food promotes a balance of human, other living organisms and the nature. It also promotes no artificial 

preservation and best maintain the originality of food. This prevents excess use harmful ingredients and thereby ensures 

health. This study attempt to gain knowledge about consumer attitude towards green food product consumption and to see 

whether there is any potential this might have for changing their behavior. The present study attempts to examine the 

consumer awareness and towards green food products, which helps to understand the awareness level of consumer‘s 

towards the green food products in Tirupattur taluk. 

Research Methodology 

1. Research methods 

2. Source of data 

3. Method of data collection 

Research Methods 

 The research used the descriptive design for the submission of the research data which should have the complete 

descriptive about the research  

Source of Data 

 The study is based on the primary data collection. 

Method of Data Collection 

 There are two types of data collection  

 Primary data 

  Secondary data 

Primary Data 

 Information is collected directly from the consumer.  

 Collection of Primary Data: During the course of data collection, the primary data are collected through a 

Questionnaire method and face-to-face interview with consumer.  

Secondary Data 

 Secondary data means data that are already available. That has already been collected and analyzed by someone 

else. Secondary data may either be published data or unpublished data. 

Collection of Secondary Data: During the course of data collection the information has been collected from Web sites, Self 

help group‘s records and books etc.  

Research Instrument Used 

 The questionnaire is used for this study as research instrument to collect data. As lot of information has to be collected 

for this study, personal interview is related upon with a structured questionnaire. 

Questionnaire Design 

 Questionnaire is a self-administered process whereby the respondent himself or with assistance reads the question 

and answers. Structured questionnaire are used for this study. The aim of designing Questionnaire is to collect accurate 

data. To analysis the data effectively. 

Types of Questions used 

 Questionnaire consists of both:  

1. Open end questions, and  

2. Closed end questions. 

1. Open End Questions 

 Some times these questions are called force answer questions. As the name Indicates, this refers to a question that 

has no fixed alternative to which the answer must conform. 
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2. Close Ended Questions 

 Such questions are also called fixed alternative questions. They refer to those Questions in which the responded is 

given a limited number of alternative responses from which he is to select the one that most closely matches his opinion 

attitudes. Close end Questions are used in this study which are Dichotomous and Multiple-choice questions. 

 

Dichotomous Questions: A question that offers only two alternative choices. 

Multiple Choices Questions: A question that offers more than two answers. 

Sampling: Sampling is the process of collecting the samples. 

Sampling Unit: The respondent who is to be survived is called the sampling units. The sampling unit used for this study is 

individual consumer using of green products. 

Sampling Size: In this study, the sample size is taken as 200 

Sampling Methods: Convenience sampling method is adopted necessary data. Convenience method the sample unit are 

chosen primary on the basic of the convenience to the investigation. 

Sampling Contact Method: Personal interview is used as sampling methods to contact the respondents. 

Area of the Study: The area of the study is in Tirupattur Taluk. 

Research Methodology 

 Sampling Design: Convenient  

 Sampling Area : Tirupattur 

 Population: unknown population 

 Sample Size : 200 

 
Data Analysis & Interpretation 

Table: Showing Occupation of Respondents 
Interpretation 

 The above table shows that 37% of the respondents 

are employee , 18.5% of the respondents are professional, 

29% respondents are business person, 15.5% 

respondents are agriculturist. 

  

 

Showing Occupation of Respondents 

  Table showing Location of Respondents 

 
Interpretation 

   From the above table shows that 59% of the respondents belong to the 

location of urban, 9% of the respondents belongs to the location of semi 

urban, 32% of the respondents belongs to the location of rural. 

 

 
 

Table showing Consumer Based on the Usage/ 
Purchase of Green Food Products 

S. No Particulars Percentage of Respondents 
1 Monthly 19.5 % 

2 Weekly 22.5 % 

3 Daily 42.5 % 

4 Yearly 15.5 % 

 TOTAL 100 % 

 

Location of Respondents 

  

S. No Occupation No. 
Respondents 

Percentage of 
Respondents 

1 Employee 74 37% 

2 Professional 37 18.5% 

3 Business person 58 29% 

4 Agriculturist 31 15.5% 

 Total 200 100% 

S. No Location Percentage of Respondents 

1 Urban  59% 

2 Semi urban 9% 

3 Rural 32% 

 Total 100% 
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Interpretation  

 From the above table it is inference that 19.5% of the respondents purchase green products monthly on the bases, 

22.5% of the respondents on weekly bases 42.5% of the respondents belong to the daily purchaser of products, 15.5% of 

the respondents belong to the yearly usage of products. 

Based on Using/Purchasing of Green Food Products 

of Respondents 

 

 

Table Showing Factors Influencing you to Choose 

Brand 

S. No Particulars Percentage of Respondents 

1 Price 15.5% 

2 Quality 52% 

3 Taste 14% 

4 Others 18.5% 

 TOTAL 100% 

 

 

 

Interpretation 

 From the above table it is inferred that 15.5% of the respondents are influenced choose the brand by price 52% of the 

respondents are influenced by brand quality, 14% of the respondents are influenced by taste, 18,5% of the respondents said 

factors 

 
Showing Factors Influencing Choose the Brand 

 
 

 

 

Age * Consumer based on the purchasing of green 

food products Cross tabulation 

Count 

 Consumer based on the 
purchasing of green food products 

Total 

monthly weekly daily yearly 

Age 

below 
15-20 
years 

12 16 28 11 67 

21-25 
years 

10 12 26 9 57 

26-30 
years 

8 9 12 4 33 

above 
31 

years 
9 8 19 7 43 

Total 39 45 85 31 200 

Chi-Square Tests 

Result 

  Calculated value <Tableted value 

 0.989 < 0.05 There is alternative 

hypothesis acceptable age and usage/ 

purchasing of green food products. 

Interpretation 

 H1: There is a significant difference 

between age and usage/ purchasing green 

food products 

 Aim: To find relationship between qualification and satisfied with the 4ps of the respondents. 

Null Hypothesis (Ho): There is no significant relationship between the qualification and satisfied with 4ps of the 

respondents. 

Alternate Hypothesis (H1): There is a significant relationship between the qualification and satisfied with 4ps of the 

respondents. 

  

  Value df Asymp.  

Sig. (2-sided) 

Pearson Chi-Square 2.117a 9 .989 

Likelihood Ratio 2.122 9 .989 

Linear-by-Linear Association .150 1 .698 

N of Valid Cases 200   

a. 0 cells (0.0%) have expected count less than 5. The minimum 

expected count is 5.12. 
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Correlations 

 Qualification Are you satisfied with the 4ps of green food products 

Qualification 
Pearson Correlation 1 -.036 
Sig. (2-tailed) 

 
.610 

N 200 200 

Are you satisfied 
with the 4ps of 
green food products 

Pearson Correlation -.036 1 

Sig. (2-tailed) .610  

N 200 200 

Result 

 There is alternative hypothesis acceptable qualification and satisfied with 4ps green food products.   

 H1: There is a negative correlation. 

 
Suggestion 

 The creation awareness level of green food products is necessary among the consumer. There is a need to open green 

products marketing shops in every extension areas in the Tirupattur Taluk. Increase the frequency of viewing the 

advertisement of green food products to influence the purchase green food products and education to consumers.  

Green food particularly highly quality, nutritious and taste better at same can be maintained to current consumer and focus 

on new consumer by increasing green food products. 

 
Conclusion  

 To accomplish the objective of the study, the researcher has to depend on both primary and secondary data. The 

demographic variables of the consumers are analyzed, factors were considered towards purchase of green food products, 

the awareness and attitude of the consumer are measured based on their level of awareness for the green food products. 

 The consumer awareness and attitude towards preferring green food products has been studied and their level of 

awareness was measured based on their opinion which concludes that the consumers highly prefer to use green food 

products in tirupattur Taluk 
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Abstract 
 Entrepreneurship is a key element of growth and development prospects for all countries and it is most relevant to 
transition countries. Just a policy of wage employment will not solve the grave unemployment problem. A nation how so 
ever rich in material resources, cannot prosper if its resources are not put to productive use, for this purpose, energetic 
entrepreneurs are needed who can contribute effectively for national prosperity. The only solution is promotion and 
development of Entrepreneurship, as entrepreneurship aims at making an individual a job provider and not a job seeker. 
Entrepreneurship has been a male-dominated phenomenon from the very early age but time has changed the situation and 
brought women as today's most memorable and inspirational entrepreneurs. The position and status of women in any 
society is an index of its civilization and progress. In almost all the developed countries in the world women are putting their 
steps at par with the men in the field of business. Women are equally competent in running business but still lacks behind 
in spite of women empowerment movement in our country, there are social, cultural and economic hurdles in the way of 
women entrepreneurship and the major problem is lack of entrepreneurial environment. In spite of having the potential and 
talent, women are deprived of opportunities, information and education. Around 200 women entrepreneurs in Thirupattur 
Area were surveyed through a questionnaire and an attempt is made in this paper to highlight major issues of women 
entrepreneurs, identify potentialities of enterprising women who are successful and thereby provide role models for 
potential women entrepreneurs particularly for young women entering the labor market for the first time. 
Keywords: Entrepreneurship, Rural women entrepreneurship challenges, constraint, government scheme etc 
 
Problem Definition 

 The state of Tamilnadu is the industrially developing area in which some of the entrepreneurs excel in small scale 

industry. Even though the government organizes women by various associations, they are not ready to undertake the 

business. As compared to men, women are less motivated to start business units due to some unwanted fear, lack of 

motivation and kind of activities. Thus, the study aims at undertaking the entrepreneurial development among women 

highlights their challenges, constraints, and relationship between socio-economic background of rural women 

entrepreneurs. 

 
Objectives of the Study 

1 To study the socio- economic background of the rural women entrepreneurs in Vellore District.  

2 To explore the constrains / problems of rural women entrepreneurs. 

3 To determine the unique challenges women face in managing their businesses.  

4 To suggest possible strategies to overcome the problems faced by women entrepreneurs. 

 
Need of the Study 

 To analyze the difficulties female entrepreneurs are facing in the economy in comparison to male entrepreneurs with an 

emphasis on the demands for business development services(BDS); To identify solutions, and provide recommendations to 

assist women to integrate into the local, national and global business environment and to design appropriate support 

programs for women entrepreneurs. 
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Limitations of the Study 

 The research study was limited to the field of manufacturing coconut rope, beauty parlour, fancy store, tailoring and 

also study limited to the Vellore dist so the result can‘t be generalized. The data was collected through questionnaire. The 

sample taken for the study was only 200  

 
Review of Literature 

 Women entrepreneurs require confidence, leadership and managerial skills for their accessibility to new markets. 

Entering into business as a woman offers the omni-challenges of learning how to effectively operate the activities of such 

business while simultaneously attempting to meet all other expectations that are part of entrepreneurship (Schaefer, 2003) 

[188]. Kothawale (2013) finds less confidence, non availability of finance, socio- cultural disturbances, lack of managerial 

skills, low level of risk taking attitude, poor self image of women, inadequate motivation, discriminating treatment and lack of 

freedom of expression are the problems faced by women entrepreneurs [198]. Women entrepreneurs face so many 

problems in aspects of financial, marketing, health and family problems (Kaushik, 2013) [199]. 

 
Research Methodology 

 Research is a systematic method of finding solutions to problems. It is essentially an investigation, a recording and an 

analysis of evidence for the purpose of gaining knowledge. According to Clifford woody, ―research comprises of defining and 

redefining problem, formulating hypothesis or suggested solutions, collecting, organizing and evaluating data, reaching 

conclusions, testing conclusions to determine whether they fit the formulated hypothesis‖. The researcher has taken 

Descriptive research design. The sample size was 200 women entrepreneurs limited to the field of manufacturing coconut 

rope, beauty parlour, fancy store, tailoring.The data was collected both primary and secondary source. Tools used to study 

are Correlation, Chi-square test, weighted average method, factor analysis and multiple regression analysis 

 
Data Analysis and Interpretation 

Table 1: Age of Respondents 

Source: primary data 

 Inference 

 From the above table it is inferred that 46.5% of 

respondents are below 30 years old groups, 41.5% of 

respondents are 30-40 years old age groups, 12% of 

respondents are 40-50 years old age group. 

 

 

Table 2: Obstacles to Start the Business 

S. 
No 

Obstacles Frequency Total 
Percentage Total 

% yes No 

1.  A question of self confidence (believing in your abilities)  181 19 200 

66.1% 33.9% 100% 

2.  Financial questions (raising capital)  152 48 200 

3.  Lack of information / advice  134 66 200 

4.  On how to start an enterprise  106 94 200 

5.  Finding the right contacts for your business venture  109 91 200 

6.  Balancing family and work life  111 89 200 

Source: Primary data 

Inference 

 From the above table it is inferred that 66.1% yes, 33.9% No said by respondents for above following obstacles faced 

regarding start the business. 

   
Chart 1: Age of the respondents         Chart 2: Obstacles of start the business

 

S. No. Particulars  No. of Respondents %  

1.  Below 30 year old  93  46.5 

2.  30 – 40 years old  83 41.5 

3.  40 – 50 years old  24 12 

4.  Above 50 years old  0  0 

Total 200 100% 
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Table 3: Problem faced by respondents regarding business 

S. 

No 
Factors Frequency Total 

 PERCENTAGE 

Total 

% 

S
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E
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D
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A
G
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E
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1.  Socio personal problem 95 77 23 3 2 200 

15.2% 31.9% 34.6% 14.3% 3.9% 100% 

2.  Managerial problem 38 108 45 6 3 200 

3.  Production problem 35 74 78 13 0 200 

4.  Marketing Problem 19 56 74 31 0 200 

5.  Financial problem 23 61 89 21 6 200 

6.  Lack of educational 16 56 79 39 10 200 

7.  Non- awareness of government scheme 19 56 88 33 6 200 

8.  Lack of proper training 17 48 88 41 6 200 

9.  Non- repayment of loan by the members 25 62 67 38 10 200 

10.  36.4 17 40 62 62 19 200 

Source: primary data 

Inference 

 From the above table it is inferred that neutral 34.6%, agree 31.9%, strongly agree 15.2%, disagree 14.3%, strongly 

disagree 3.9% of respondents with above that following problems faced regarding business 

 
Table No 4 constraints faced in business  

S. 

No 
Factors Frequency Total 

Percentage 

% 

Total 
S
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g
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d
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1.  
Lack of confidence in their strength and 

competence 
83 80 24 9 4 200 

15.3% 33.6% 35.4% 12.3% 3.4% 100% 

2.  Socio-cultural barriers 36 90 60 11 3 200 

3.  Market-oriented risks 24 83 74 17 2 200 

4.  Motivational factors 19 64 92 23 2 200 

5.  Knowledge in Business Administration  21 64 86 25 4 200 

6.  Awareness about the financial assistance  20 51 88 28 13 200 

7.  
Exposed to the training programs Identifying the 

available resources  
12 39 72 60 15 200 

Source: primary data 

 
Inference 

 From the above table it is inferred that Neutral 35.4%, Agree 33.6%, Strongly Agree 15.3%, Disagree 12.3%, Strongly 

Disagree 3.4% of respondent with the constraints faced in business. 

   
Chart 3: Problem faced by Respondents  

Regarding Business 

Chart 4: Constraints faced in business 
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ANOVA Test 

From following data test if the difference between the variances is significant at 5% level  

Level of business  
Micro  Small  Medium  Large  

34 48.5 17.5 0 

 

Level of Income gain 17.5 39 34.5 6 3 

 Test whether there is any significant difference between the variables  

 Solution: H0: σ12 = σ22 there is no any significant difference between the variables 

 H1: σ1 2 ≠ σ22 there is any significant difference between the variables  

Mean X = 100 ÷ 4 = 25    

Mean Y = 100 ÷ 5 = 20 

S12 = d2/ n = 1947.4 ÷ 4 = 486.85   

S22 = d2 / n = 1991.6 ÷ 5 = 398.32 

The estimated variances of the population are given 

by  

S12 = n1 s12 / n1 – 1 = 4 x 486.85 ÷ 3 = 648 

S22 = n2 s22 / n2 – 1 = 5 x 398.32 ÷ 4 = 497.9 

The test statistic is given by  

 F = S12 / S22 = 648 ÷ 497.9  

 F = 1.30 

 Degree of freedom = (3,4) 

 Table value of F (3,4) df at 5% level = 9.1 

 
Conclusion 

 HO is accepted at 5% level, since the table value of F < calculated value of F  

 There is no significant difference between the variances of two populations.  

 We conclude that the obstacles are not affected to start the enterprise  

 yes No Total 

Motive of start the enterprise  50 16.1 66.1 

And obstacles of start the enterprise 19 14.9 33.9 

Total 69 31 100 

 
Chi- Square Test 

 From the following table test whether the obstacle affected by start the enterprise  

 
Solution 

 Null hypothesis H0: There is no obstacles affect the starting enterprises.  

 Alternative hypothesis H1: There is obstacles affect the starting enterprises 

69 x 66.1 

100 

= 45.60 

31 x 66.1 

100 

= 20.49 

66.1 

69 x 33.9 

100 

= 23.39 

31 x 33.9 

100 

= 10.50 

33.9 

69 31 200 

 
Calculation of chi-Square 

O E (O–E) (O–E)2 
(O–E)2 

E 
50 45.6 4.4 19.3 0.423 

19 23.9 -4.9 24.0 1.00 

16.1 20.4 -4.3 18.4 0.90 

14.1 10.5 3.6 12.9 1.22 

Total 3.54 

Sample – I; X - 17.5 Sample – II; Y - 34.5 

X d d2 Y d d2 

34 
48.5 
17.5 

0 

16.5 
37 
0 

-17.5 

272.2 
1369 

0 
306.2 

17.5 
39 

34.5 
6 
5 

-17 
4.5 
0 

-28.5 
29.5 

289 
20.2 

0 
812.2 
870.2 

Σx =100 0 Σd2 = 1947.4 Σy =100 0 Σd2 = 1991.6 
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 54.3
)( 2

2

E

EO
X  

 Calculated Value = 3.54 

 Degree of freedom = 3, χ2 0.05 = 3.84 

 Tabulate value = 3.84 

 Calculated value = 3.54 < Tabulate value = 3.84  

 H0 is accepted, there is no significant that obstacles not affect of start the enterprise  

  
Findings  

 66.1% of respondents are said yes for following obstacles of start the business that as a question of self confidence 

(believing in your abilities), financial questions (raising capital), lack of information / advice, on how to start an enterprise, 

finding the right contacts for your business venture, balancing family and work life. 34.6% of respondents are neutral with 

following problems faced regarding business such as socio personal problem, managerial problem, production problem, 

marketing problem, Financial problem, lack of educational, non- awareness of government scheme, lack of proper training, 

non- repayment of loan by the members, leaders misusing the group's money. 

 
Suggestions 

 Finance is the first major problem for women entrepreneurs. Hence, the government can provide interest free loans to 

encourage women entrepreneurs. To attract more women entrepreneurs, the subsidy for loans should be increased. Create 

awareness about various schemes and plans of government for the encouragement of women entrepreneurs.  

 May the Government come forward to organize training programs for develop the skills, professional competencies, 

leadership, and information of marketing and financial at village level. Separate cell could be set up by District Industrial 

Centers (DIC) and Chamber of Commerce to provide guidance and facilitate technical, production, marketing and other 

business related activities of women‘s run enterprises  

 
Conclusion 

 From the study it as been concluded by researcher, Women entrepreneurs can play a role of catalyst in social and 

economic development of country like India. The greatest revolution in a country is the one that affects the status and living 

conditions of its women. Promotion of women entrepreneurship ensures economic independence. Social emancipation of 

women gains social status. It makes women conscious of their rights and gains equal status. It creates more respect in the 

family and gives self prestige, avoids gender bias and it eliminates dowry deaths. It promotes leadership qualities among 

women and swells the family income. Promotion of women entrepreneurship trains the future generation of women and it will 

also may solve tomorrow‘s unemployment problem.  

 Indian women have travelled with the times for centuries and have proved to the world that the hand that rocks the 

cradle can rule the world. The promotion of women entrepreneurship alone would create the ‗Pudumaipen‟ of poet 

Bharati.  

 It is worthwhile to conclude by quoting the words of pandit Jawaharlal Nehru,  

―WHEN WOMAN MOVES FORWARD, THE FAMILY MOVES, THE VILLAGE MOVES AND THE COUNTRY MOVES‖. 
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Abstract  
 Gold epitomizes Indian tradition. Currently dominating the jewellery market, gold is seen as a conduct for positive wishes to others, 
especially within the family, as well as representing both financial and spiritual protection. This study discusses about segmentation, 
targeting and strategies made by jewelers to withstand the jewellery market and also to brings out the methods of targeting followed by the 
jewelers to retain their consumers. 
Keywords: Segmentation, Targeting and Straregies 

 
Introduction 

 In India gold is not only a commodity but it has a religious significance and considered a deity. Gold and gold jewelry 

has been the part of our culture no great occasion will end without its presence. It is liquid cash, which can be converted into 

cash at anytime without any loss. As gold has become the part and parcel of every family, it has become essential for each 

and every jeweler to boost up their business to survive in world of jewelry. For this it is necessary for every jeweler to 

segment their consumers to target them. 

 
Review of literature  

 Charles W. Lamb (2003), Segmentation is the process of dividing the market in groups of customers or consumers into 

similar needs. The more closely the needs match up, the smaller the segment tends to be but the higher the premium 

customers are likely to have prepared to pay to have a product that more exactly meet their needs.1 Weinstein. A (2004) 

State the companies must gain consumers‘ trust and win them over and to accomplish this, companies must understand 

consumers‘ needs and wants in the segment where they struggle. According by using the obtained information from 

segmentation, companies can easier understand consumers‘ wants and needs.2 Iffikhar Hussian Khan and Liyas (2013) in 

their ―study social class is a myth or reality in buying behavior‖ explored the significance of social class on consumer 

behavior. The study examined the relationship between status, income, education, and occupation in turn case effect on 

social class and consumer buying behavior.3 

 
Objectives 

1. To know about the various segmentation made by jewelers. 

2. To know the target group of jewelers and their strategies made by jewelers to retain their customers.  

What is Segmentation? 

 Market segmentation is market concept which divides the complete market set up into smaller subsets comprising of 

consumers with similar taste, demand and preferences. Segmentation is nothing but divides and conquers. Generally a 

market is segmented into 

 
Market Segmentation 

Geographic 

 World Region or Country 

 Country Region 

 City  

 Density 

 Climate 

 This segmentation helps us to understand the 

consumer preferences and leads them to make 

marketing decisions. 

 
Market Segmentation 

Demographic 

 Age 
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 Gender 

 Family Size 

 Income 

 Occupation 

 Education 

 Religion 

 Race 

 Generation 

 Nationality 

 It is the most popular bases of segmentation. This 

helps us to know the consumer needs, wants and their 

usage rates. This segmentation is very easy to measure. 

 

Market Segmentation 

Behavioral 

 Occasion  

 Benefits  

 User Status  

 User Rates 

 Loyality Status 

 Readiness Stage 

 Attitude Towards the Product 

 This segmentation helps us to group the consumers 

according to their knowledge, attitude, use or response 

to a product. 

Targeting  

 Once the sellers researched and distinguish many different market segments, he selects the one which provides the 

best opportunity. Targeting is a step to identify the profitable consumers. It also helps to learn their values, analyze the 

offerings they need and, focus marketing on them and monitor their satisfaction.4 

 
Long - Established Jewel Culture of India 

 The craze for jewel in India dates back to primitive age. In ancient times it is used for decoration, flowers and beads, 

carved woods, shells, bones and stones. Visitors marveled at the elaborate Indian jewels. The five great epics of Tamil talk 

about their adornment towards gold, pearl and precious stones. Jewel in ancient times were not only adornment, but each 

stone has its own enigmatic value and it is believed that they were used to protect from evil. Each religion in India has its 

own way of custom jewellery. Sacred gems and navaratna used by Hindus, these gems indicate nine planets. The fusion of 

Hindus and Muslims design and decoration resulted in a big explosion of ornamentation, elegant and exquisite. Each state 

in India has its own pattern of jewellery to be worn for their local festivals and rituals. There are number of ancient jewellery 

preserved by our ancestors.5 

 
Gold Jewellery Business in Vellore 

 Jewelers are into retail and manufacturing business of real gold and diamond jewellery. They make wide variety in gold 

like antique finish, with semi- precious stones, kundan, filigree, uncut, handmade jewellery etc. They never compromise in 

quality and purity as the gold work was done in 22kt gold. Diamonds were studded with the combination of precious stones 

like ruby, sapphire and emerald. They provide different collections of diamonds with affordable price suitable for working 

women. Diamond jewellery is studded with 18kt gold. They also provide white gold and there are jewelers who also deal with 

platinum. They also provide certificate of authenticity for diamond jewellery. The certificate is certified by GIA (Gemology 

Institute of America). 6 

 All the jewelers have their own vision and mission.  

 Vision: To be a world- class, innovative progressive organization and to provide desirable jewellery to the at most 

satisfaction of the consumers. 

 Mission: ―We are for our Customers‖. 

 
Marketing Statergies of Jewellers 

 Marketing behavior of jewelers is nothing but a set of strategies to be adopted for marketing their jewellery to its 

ultimate customers. In this regards whatever may be the technique, policy and strategy adopted by the jewelers to influence 

and attract their customers comes under the ambit of marketing behavior of jewelers. Generally it is believed jewelers 

behave according the market as they are the part of the market. But this scenario has completely changed and now they 

behave according to the customer‘s attitude. They give more importance to the likes and dislikes of the customers while 

making jewelries. Customer loyalty is given more importance, for this they go on to the policy called ―after sale service‖ in  

order to retain more customers.  

 Jewelers adopt many modern tools and techniques to create awareness about their product among the customers. 

They bring various schemes like E-marketing, gold harvesting schemes, exchange offers only on making charges, hallmark 

system etc. The first step for winning the customers is to know their needs. For this the jewelers has to answer certain 

questions like  

1. What inspires the customers? 
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2. What is customer buying process? 

 To answer these questions he must know the inspiration of the customers, for this it is important for the jewelers to 

know their lifestyle, taste, purchasing power, fashion etc. 

 They should also know the standard process of customers while buying their products. 

 That is at what occasion they purchase, whether their customer is man or woman, what is his / her purchasing power 

etc. This will help the jewelers to study about their customers and to retain them. 

 
Demographic Segmentation 

Table 1 

 

 To know about the market segment and targeting, I have distributed questionnaire to three jewellery shops and the 

data is presented in table1 and 2. Ranking method is adopted and each rank is given points as 1st rank 10 points to 6th 0 

points have allotted. In table1 they have segmented on basis of demographic. In age group they give or concentrate more 

on senior citizen and in income their target is high income people and in education the concentrate more on literate people.   

 
Target Groups 

Table 2 

 

 Normally the jewelers in Vellore segment their 

customers into tourist, local customers, professional, businessmen, farmers and youth. From table 2 it is obvious that the 

highest point is given to local customers, to target them they have implemented so many tactics and scheme were made by 

the jewelers are 

1. Monthly deposit scheme  

2. Easy exchange of jewels at current gold rate 

3. Credit facilities 

4. Personal attention 

5. Friendly service  

 These methods help the jewelers to know about the customers personally in turn they were able to satisfy their needs 

according to their tastes and preferences.  

 
Findings 

1. Majority of the jewelers concentrate on consumers who were their customers for more than 5 years to retain them they 

give designs of their choice, cordial relation and easy exchange of jewel at current gold rate. 

2. Their target is local customers because they remain their customers for ever. They retain them by greeting them on 

their birthdays wedding anniversary. They educate the customers about online purchase. 

 
Suggestions 

 The jewelers must concentrate more on working youth. Schemes must be started to attract them. As Vellore is a 

famous tourist spot they should make strategies to make them to visit their shop at least once. This can be made possible 

through advertisements.  

 
 

  

Age Income Education 

Senior 

Citizen 
Youth High low Literate illiterate 

Sree Lakshmi 12 4 6 2 10 8 

Prakash  8 4 12 2 10 6 

Akilesh  12 8 6 4 2 10 

 

Sree Lakshmi Prakash Akilesh 

Tourists 0 4 2 

Local Customer 10 10 10 

Professionals 8 2 4 

Business men 4 6 8 

Farmers 6 8 6 

Youth 2 0 0 
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Conclusion 

 I conclude by saying that jewelers should hire marketing researchers who will collect data on hundreds of variables and 

use sophisticated statistical procedures to try segment and targeting market, with a goal of identifying profitable new 

segments to target.  
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Abstract  
 „Financial Literacy‟ is a combination of consciousness, information, abilities, approach and behavior required to make an individual 
be well knowledgeable. This study was conducted from a sample of 105 students in Vellore District to analyze the level of financial literacy 
and saving behavior. The paper would explore the level of financial literacy among the students such as the factors of their financial 
literacy, the bases of financial matters, the tasks they meet and their approach and performance in attaining their financial goals. The 
paper would also fix the predominant gap in the level of financial literacy and would recommend probable processes to be started to 
overcome it. 
Keywords: Financial Literacy, Financial consciousness, Information, Saving Behavior and Approach. 

 
Introduction  

 OECD defines ―Financial Literacy as a combination of financial awareness, knowledge, skills, attitude and behavior 

necessary to make sound financial decisions and ultimately achieve individual financial well- being‖. Financial literacy can be 

largely be defined as ―providing knowledge with and considerate of financial market products, particularly rewards and risks, 

in order to make informed choices. Viewed from this stand point, financial literacy mainly relates to own finance to enable 

individuals to take effective action to improve overall well-being and avoid distress in matters that are financial‖.  

Financial literacy is the ability to read, understand, and interpret financial statements and economic trends. This ability 

allows one to identify the strengths and weaknesses of any business organisation. More importantly this ability will help to 

understand individual financial affairs. It will also guide in quest to build and expand income generating assets. Latter it will 

be useful when it comes to investment. Financial literacy also plays a significant role in the efficient allocation of household 

savings and the ability of individuals to meet their financial goals. In India, the need for financial literacy is even greater 

considering the low levels of literacy and the large section of the population, which still remains out of the formal financial 

set-up and for sustaining financial inclusion; the financial literacy becomes a very critical component. There is a need to 

simultaneously focus on the financial literacy part besides delivery and access. 

Objectives of the Study 

 The purpose of this study is to provide evidence of financial literacy among students in Vellore District. To achieve this, 

the research is conducted around the following sub objectives:  

1. To examine the students understanding of financial knowledge in money management, savings, borrowing and 

insurance.  

2. To examine whether School students are relatively more financial knowledgeable than the college students.  

3. To examine how a student's financial knowledge influences his/her personal opinions and decisions on issues in 

finance.  

Limitation of the Study  

1. The study is limited to the age group of 17 to 24 years. 

2. The study focuses on the level of financial literacy they possess and the results will not ensure the financial welfare of 

the sample.  

Scope of the Study  

 This study is much relevant in today‘s context as a dynamic concept. Financial literacy is an essential part of financial 

inclusion. It helps to improve the awareness, knowledge and skill to make decisions about savings, investments, borrowings 
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and expenditure in an informal manner. This study helps to analyze the level of financial literacy and saving behavior among 

the students in Vellore district. 
 

Review of Literature on Financial Literacy 

 Research has been conducted globally for measuring the level of financial literacy. And also financial literacy survey has 

been conducted at country level by the governments. Most of the surveys have thrown light on their poor level of financial 

literacy. This study focuses on level of financial literacy and saving behavior among students and to examine how well -

equipped they are to make financial decisions. The research also concentrates on their sources, their knowledge and the 

challenges faced by them in financial matters. 

1. Brenda J (2006) in the study‗ College Students and Financial Literacy: What They Know and What We Need to Learn‘, 

examined overall financial management practices of College Students using quantitative and qualitative data. 

Specifically, the study investigates how College Students acquire financial knowledge and behaviors and the factors 

that place some students at greater financial risk than others. The findings show that parents play a key role in their 

children‘s financial behavior. The study results provide important insights into financial education opportunities for 

Students, Parents, Campus Administrators, and Financial Professionals and Educators. 

2. The first Australian financial literacy survey among Youth, ‗Financial literacy among Australian university students‘ , 

was conducted by Beal and Delpachitra (2003) on first-year students from the University of Southern Queensland 

across five faculties and tested five main skill areas: basic concepts, markets and instruments of the financial markets, 

planning, analysis and decision making, and insurance. The researchers reached the overall conclusion that university 

students were neither skilled, nor knowledgeable in financial matters and that it would tend to impact negatively on their 

future lives through incompetent financial management. 

3. Chen and Volpe (1998) conducted a financial literacy survey „An Analysis of Personal Financial Literacy among 

College Students‟ involving 924 College Students from thirteen colleges in US and found that the overall mean 

percentage of correct scores was just 52.87 percent. The survey examined literacy across four main areas and 

investigated the relationship between literacy and the student characteristics. 
 

Methodology  

 Methodology is a way to solving a problem systematically. It may be understood as a science of studying how analysis 

is done scientifically from the nature of data. Simple random sampling method was used in this study. Vellore district is 

selected for the study. In this district 105 students were selected from Gudiyattham Taluk and Vaniyambadi Taluk to 

analyzing the level of financial literacy and saving behavior among the students.  
 

Sources of Data collections 

 Primary and secondary data was used for the data collection; questionnaire was prepared for collection of data. The 

data was also collected from RBI bulletin, Websites and journals. 
 

Statistical tools in Analysis 

 Chi square test and percentage analysis are used to determine if there is any association between two opinions. 

Analysis has been made with the help of SPSS Package. 
 

Analysis and Interpretation 

Knowledge about Banking Services and General Financial Services 

 The details of knowledge about banking services and general financial services collected from the primary data and its 

analysis and result is revealed in the following table. 

Table 1: Knowledge about Banking Services and General Financial Services 

 

Factors Particulars 
Higher Secondary level Under graduate level 

Significant Value 
No. of respondents % No. of respondents % 

Savings bank 
Knowledge 60 98.4 43 97.7 

.815 
No knowledge 1 1.6 1 2.3 

Fixed deposit 
Knowledge 60 98.4 38 86.4 

.015 
No Knowledge 1 1.6 6 13.6 

Zero balance account 
Knowledge 9 14.8 20 46.5 

.000 
No Knowledge 52 82.2 23 53.5 

ATM 
Knowledge 59 96.7 44 100 

.225 
No Knowledge 2 3.3 0 0 

Shares and bonds 
Knowledge 47 77.0 38 86.4 

.230 
No Knowledge 14 23.0 6 13.6 
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Mutual funds 
Knowledge 54 88.5 25 56.8 

.000 
No Knowledge 7 11.5 19 43.2 

Stock exchanges 
Knowledge 58 95.1 34 77.3 

.006 
No Knowledge 3 4.9 10 22.7 

Sensex 
Knowledge 15 24.6 25 56.8 

.001 
No Knowledge 46 75.4 19 43.2 

Panchayat / municipality 
Knowledge 58 95.1 33 75.0 

.003 
No Knowledge 3 4.9 11 25.0 

Scholarships 
Knowledge 59 96.7 40 90.9 

.206 
No Knowledge 2 3.3 4 9.1 

NREGP 
Knowledge 40 66.7 13 29.5 

.000 
No Knowledge 20 33.3 31 70.5 

Financial assistance 
Knowledge 36 59.0 27 61.4 

.809 
No Knowledge 25 41.0 17 38.6 

Insurance 
Knowledge 58 96.7 42 95.5 

.751 
No Knowledge 2 3.8 2 4.5 

SHG/ Microfinance 
Knowledge 55 93.2 26 59.1 

.000 
No Knowledge 6 8.7 18 40.9 

Economic crisis 
Knowledge 33 54.1 23 52.3 

.853 
No Knowledge 28 45.9 21 47.7 

Inflation 
Knowledge 33 54.1 21 47.7 

.519 
No Knowledge 28 45.9 23 52.3 

Demonetisation 
Knowledge 48 78.7 37 84.1 

.487 
No knowledge 13 21.3 7 15.9 

Commercial banks 
Aware but not used 22 36.1 32 72.7 

.000 
Aware and used 39 63.9 12 27.3 

Co-Operative banks 
Aware but not used 56 91.8 36 81.8 

.125 
Aware and used 5 8.2 8 18.2 

Post office savings 
Aware but not used 40 65.6 24 54.5 

.253 
Aware and used 21 34.4 20 45.5 

Self- help groups 
Aware but not used 54 88.5 31 70.5 

.027 
Aware and used 7 11.4 13 29.5 

Savings at home 
Aware but not used 23 37.7 16 36.4 

.888 
Aware and used 38 62.3 28 63.6 

Source: Primary data 

The above table clearly revealed that, 

 98.4% of the higher secondary students have the knowledge about savings in bank whereas 1.6% of the higher 

secondary students do not have the knowledge on the same. 97.7% of the Under Graduate students have the 

knowledge about savings in bank whereas 2.3% of the UG students do not have the knowledge on the same. 

 98.4% of the higher secondary students have the knowledge about fixed deposits whereas 1.6% of the HSC students 

do not have the knowledge on the same. 86.4% of the UG students have the knowledge about fixed deposit whereas 

13.6%of the UG students do not have the knowledge on the same. 

 14.8% of the HSC students have the knowledge about Zero balance Account whereas 82.2% of the HSC students do 

not have the knowledge on the same.46.5 of the UG students have the knowledge about Zero balance Account 

whereas53.5% of the UG students do not have the knowledge on the same. 

 96.7 of the HSC students have the knowledge about ATM facilities whereas 3.3 % of the HSC students do not have the 

knowledge on the same.100% of the UG students have the knowledge about ATM facilities. 

 77% of the HSC students have the knowledge about shares and bonds whereas 23% of the HSC students do not have 

the knowledge on the same.86.4% of the UG students have the knowledge about shares and bonds 13.6% of the UG 

students do not have the knowledge on the same. 

 88.5% of the HSC students have the knowledge about mutual fund whereas 11.5% of the HSC students do not have 

the knowledge on the same. 56.8% of the UG students have the knowledge about mutual fund whereas 43.2% of the 

UG students do not have knowledge on the same. 

 95.1% of the HSC students have the knowledge about stock exchange whereas 4.9% of the HSC students do not have 

the knowledge on the same. 77.3% of the UG students have the knowledge about stock exchange whereas 22.7%of 

the UG students do not have the knowledge on the same. 

 24.6% of the HSC students have the knowledge about Sensex whereas 75.4% of the HSC students do not have the 

knowledge on the same. 56.8% of the UG students have the knowledge about Sensex whereas 43.2% of the UG 

students do not have the knowledge on the same. 
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 95.1% of the HSC students have the knowledge about schemes through panchayat and municipality whereas 4.9% of the 

HSC students do not have the knowledge on the same.75% of the UG students have the knowledge about schemes through 

panchayat and municipality whereas 25% of the UG students do not have the knowledge on the same. 

 96.7% of the HSC students have the knowledge about Scholarship schemes whereas3.3%of the HSC students do not 

have the knowledge on the same. 90.9% of the UG students have the knowledge about Scholarship schemes9.1% of 

the UG students do not have the knowledge on the same. 

 59% of the HSC students have the knowledge about financial assistance from government whereas 41%of the 

students do not have the knowledge on the same. 61.4% of the UG students have the knowledge about financial 

assistance from government whereas 38.6% of the UG students do not have the knowledge on the same. 

 96.7% of the HSC students have the knowledge about insurance schemes whereas 3.8% of the HSC students do not 

have the knowledge on the same. 95.5% of the UG students have the knowledge about insurance schemes whereas 

4.5%of the UG students do not have the knowledge on the same. 

 93.2% of the HSC students have the knowledge about SHG and micro finance whereas 8.7% do not have the 

knowledge on the same.59.1% of the UG students have the knowledge about SHG and micro finance whereas 40.9% 

of the UG students do not have the knowledge on the same. 

 54.1% of the HSC students have the knowledge about Economic Crisis whereas 45.9% do not have the knowledge on 

the same. 52.3% of the UG students have the knowledge about Economic Crisis whereas 47.7%of the UG students do 

not have the knowledge on the same. 

 54.1% of the HSC students have the knowledge about Inflation whereas 45.9% of the HSC students do not have the 

knowledge on the same. 47.7% of the UG students have the knowledge about Inflation whereas 52.3% of the UG 

students do not have the knowledge on the same. 

 78.7% of the HSC students have the knowledge about Demonetisation whereas 21.3% of the HSC students do not 

have the knowledge on the same. 84.1% of the UG students have the knowledge about Demonetisation 15.9% of the 

UG students do not have the knowledge on the same. 

 36.1% of the HSC students are aware but not use and 63.9% are aware and used the Commercial banks. 72.7% of the 

UG students are aware but not used and 27.3% are aware and used the Commercial banks. 

 91.8% of the HSC students are aware but not used and 8.2% are aware and used the Co-Operative banks.81.8 % of 

the UG students are aware but not used and 18.2% are aware and used the Co-Operative banks. 

 65.6% of the HSC students are aware but not used and 34.4% are aware and used post office savings. 54.5% of the 

UG students are aware but not used and 45.5% are aware and used post office savings. 

 88.5% of the HSC students are aware but not used and 11.4% are aware and used the self- help groups. 70.5% of the 

UG students are aware but not used 29.5% are aware and used the self -help groups. 

 37.7% of the HSC students are aware but not used and 62.3% are aware and used savings at home. 36.4% of the UG 

students are aware but not used and 63.6% are aware and used savings at home.  

 
Knowledge about Liquid Asset 

 The details of knowledge about liquid Asset collected from the primary data and its analysis and result is explore in the 

following table. 

Table 2: Most Liquid Asset 

Particulars 
Higher secondary level Under graduate level Significant 

value No. of respondents % No. of respondents % 

Money in a fixed deposit 17 27.9 8 18.2 

.002 
Money in a savings account 35 57.4 17 38.6 

A car 2 3.3 0 0 

A house 7 11.5 19 43.2 

 Source: Primary data 

 The above table clearly shows that, 29% of the HSC students are accepted that money in a fixed deposit is the most 

liquid asset.57.4% of the HSC students are accepted that money in a savings account is the most liquid asset. 3.3% of the 

HSC students are accepted that A Car is the most liquid asset. 11.5% of the HSC students are accepted that A House is the 

most liquid asset. 18.2% of the UG students are accepted that money in a fixed deposit is the most liquid asset.38.6% of the 

UG students are accepted that money in a savings account is the most liquid asset.11.5% of the UG students are accepted 

that A House is the most liquid asset. 
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Knowledge about Accounting Knowledge 

 The details about accounting knowledge collected from the primary data and its analysis is shown in the following table. 

Table 3: Accounting Knowledge 

Particulars 
Higher secondary Under graduate Significant 

value No of respondents % No of respondents % 

Expenditure and income 28 49.9 16 36.4 

.272 
Liabilities and assets 12 19.7 13 29.5 
Cash inflow and outflow 5 8.2 8 18.2 

Bank borrowings and savings 11 18.0 4 9.1 

None of the above 5 8.2 3 6.8 

Source: Primary data 

 The above table shows that, 49.9% of HSC students are approved that difference between expenditure and income are 

net worth. 19.7% of the HSC students are approved that difference between liabilities and assets are net worth. 8.2% of the 

HSC students are approved that difference between cash flow and cash out flow are net worth. 18% of the HSC students 

are approved that difference between bank borrowings and savings are net worth. 8.2% of the HSC students are approved 

that none of the above is the net worth. 36.4% of UG students are approved that difference between expenditure and 

income are net worth. 29.5% of the UG students are approved that difference between liabilities and assets are net worth. 

18.2% of the UG students are approved that difference between cash flow and cash out flow are net worth. 19.1% of the UG 

students are approved that difference between bank borrowings and savings are net worth. 6.8% of the UG approved 

agreeing that none of the above is the net worth. 
 

Knowledge of Micro Finance 

 The details of knowledge of Micro Finance collected from the primary data and its analysis is shown in the table. 

Table 4: Knowledge of Micro Insurance 

Particulars 
Higher secondary level Under graduate level Significant 

value No of respondents % No of respondents % 

Poor people 22 36.1 6 13.6 

0.26 
Rural area 9 14.8 15 34.1 

Involves small amount 22 36.1 18 40.9 

Both A & C 8 13.1 5 11.4 

Source: Primary data 

 The above table clearly explained that, 36.1% of HSC students are believed that meaning of micro insurance is poor 

people. 14.8% of the HSC students are believed that meaning of micro insurance is rural area. 36.1% of the HSC students 

are believed that meaning of micro insurance is involves small amount.13.1% of the HSC students are believed that 

meaning of micro insurance involves both poor people and small amount. 13.6% of UG students are believed that meaning 

of micro insurance is poor people. 34.1% of the UG students are believed that meaning of micro insurance is rural area. 

40.9% of the UG students are believed that meaning of micro insurance is involves small amount.13.1% of the UG students 

are believed that meaning of micro insurance involves both poor people and small amount. 
 

Personal Financial Literacy 

 The details of personal financial literacy collected from the primary data and its analysis is shown in the table 5. 

Table 5: Help of Personal Financial Literacy 

Particulars Higher secondary level Under graduate level Significant 
value No of respondents % No of respondents % 

Avoid being victimized by financial scams. 14 23.0 2 4.5 .000 

Buy the right kind of insurance to protect you 
from catastrophic risk. 

2 3.3 1 2.3 

Learn the right approach to invest for your 
future needs. 

3 4.9 23 52.3 

Lead a financially secure life through forming 
healthy spending habits. 

2 3.3 2 4.5 

Do all the above. 40 65.6 16 36.4 

Source: Primary data 

 The above table revealed that ,23% of the HSC students are understood that personal financial literacy can help to 

avoid victimized by financial scams.3.3% of the HSC students are understood that personal financial literacy can help to buy 

the right kind of insurance to protect you from catastrophic risk. 4.9% of the HSC students are understood that personal 

financial literacy can help to learn the right approach to invest for your future needs. 3.3% of the HSC students are 
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understood that personal financial literacy can help to lead a financially secure life through forming healthy spending habits. 

65.6% of the HSC students are understood that personal financial literacy can help to all the above facts. 4.5% of the UG 

students are understood that personal financial literacy can help to avoid victimized by financial scams.2.3% of the UG 

students are understood that personal financial literacy can help to buy the right kind of insurance to protect you from 

catastrophic risk. 52.3% of the UG students are understood that personal financial literacy can help to learn the right 

approach to invest for your future needs. 4.5% of the UG students are understood that personal financial literacy can help to 

lead a financially secure life through forming healthy spending habits. 36.4% of the UG students are understood that 

personal financial literacy can help to all the above facts. 

 
Conclusion  

 As discussed the study focuses on the level of financial literacy and saving behavior of the students in Vellore District. 

A structured questionnaire was framed based upon the literature review it was validated. Finally in this study higher 

secondary students level of financial literacy and saving behavior more than the undergraduate students. The result 

suggested that students need to improve their personal financial knowledge. The Government should provide more financial 

literacy awareness programmes to the students. The financial literacy can be easily improved through inclusion of relevant 

material on financial literacy in the general education program of Schools and Colleges. 
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Abstract 
 Work life balance can be understood as a balancing point on the seesaw, one side of which is work, while the other side is domestic 
and personal life. A major portion of employee‘s productive time is spent at the work place. Any problem, either at the work place or in the 
family, will definitely disturb the balance and thus it is necessary to address the various factors related to work and family that can directly 
or indirectly affect the overall performance. 
Keywords: Work Life Balance, Education Sector, Job Satisfaction, Culture, QWL. 

 
Introduction 

 In the recent times, the issue of work-life balance has gained more attention due to the reason that an individual's work 

life and personal life may present conflicting demands on one another while the demands from both the spheres are equally 

important. Work-life balance refers to maintaining the balance between performing roles and responsibilities at work and at 

home.  A comfortable state of equilibrium achieved between an employee's primary priorities of their employment position 

and their private lifestyle. Most psychologists would agree that the demands of an employee's career should not overwhelm 

the individual's ability to enjoy a satisfying personal life outside of the business environment. 

 Work-life balance is a state of well-being that a person can reach or can set as a goal in order to allow them to 

manage effectively multiple responsibilities at work, at home and in their community. Work-life balance is different for 

everyone and it supports physical, emotional, family and community health and does so without grief, stress or negative 

impact.  

 Work-life conflict occurs when individuals, at any level within an organization, find their roles within the workplace and 

outside it are overwhelming to them or interfering with one another.  

 
Six Components of work life 

1) Self-Management 

 Sufficiently managing one‘s self can be challenging, particularly in getting proper sleep, exercise, and nutrition. Self-

management is the recognition that effectively using the spaces in our lives is vital, and that available resources, time, and 

life are finite. It means becoming captain of our own ship; no one is coming to steer for us 

2) Time Management 

 Effective time management involves making optimal use of your day and the supporting resources that can be 

summoned – you keep pace when your resources match your challenges. Time management is enhanced through 

appropriate goals and discerning what is both important and urgent, versus important or urgent. It entails knowing what you 

do best and when, and assembling the appropriate tools to accomplish specific tasks 

3) Stress Management 

 By nature, societies tend to become more complex over time. In the face of increasing complexity, stress on the 

individual is inevitable. More people, distractions, and noise require each of us to become adept at maintaining tranquility 

and working ourselves out of pressure-filled situations. Most forms of multi-tasking ultimately increase our stress, versus 

focusing on one thing at a time. 

 

http://www.businessdictionary.com/definition/equilibrium.html
http://www.businessdictionary.com/definition/primary.html
http://www.businessdictionary.com/definition/employment.html
http://www.businessdictionary.com/definition/position.html
http://www.businessdictionary.com/definition/lifestyle.html
http://www.businessdictionary.com/definition/career.html
http://www.businessdictionary.com/definition/ability.html
http://www.businessdictionary.com/definition/business-environment.html
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4) Change Management  

 In our fast-paced world, change is virtually the only constant. Continually adopting new methods and re-adapting others 

is vital to a successful career and a happy home life. Effective change management involves making periodic and concerted 

efforts to ensure that the volume and rate of change at work and at home does not overwhelm or defeat you.  

5) Technology Management 

 Effectively managing technology means ensuring that technology serves you, rather than abuses you. Technology has 

always been with us, since the first walking stick, flint, spear, and wheel. Now, the rate of change is accelerating, brought  on 

by vendors seeking expanding market share. Often there is no choice but to keep up with the technological Joneses, but you 

must rule technology, not vice versa. 

6) Leisure Management 

 The most overlooked of the work-life balance supporting disciplines, leisure management acknowledges the 

importance of rest and relaxation- that one can‘t short-change leisure, and that ―time off‖ is a vital component of the human 

experience. Curiously, too much of the same leisure activity, however enjoyable, can lead to monotony.  Thus, effective 

leisure management requires varying one‘s activities. 

 
Objectives of the Study 

1. To assess the impact of work life balance on the job satisfaction of the faculty members in Cuddalore district Colleges 

2. To examine the effect of work culture on job satisfaction among the faculty members. 

3. To determine the influential factor leading to job satisfaction among the faculty members. 

 
Need of the Study 

 Faculty is a pivot higher educational system in any country like India where economic development is entirely depends 

upon the knowledgeable, skilled and experienced human recourses, that‘s why here in India a faculty occupies a prominent 

position in the teaching – learning process because they are the pillars of the society, who help students to grow to shoulder 

the responsibility of taking their nation ahead of others. 

 
Review of Literature 

 Both women and men prefer working in organizations that support work-life balance. Men appeared to benefit more 

than women (Burke 2002).Men feel more satisfied when they achieve more on the job even at the cost of ignoring the family. 

On the other hand, women stress that work and family are both equally important and both are the sources of their 

satisfaction. For them the former is more important. When work does not permit women to take care of their family, they feel 

unhappy, disappointed and frustrated. They draw tight boundaries between work and family and they do not like one 

crossing the other (Burke 2002). Fisher and Layte (2003) consider three distinct sets of measures of work-life balance, viz. 

proportion of free time, the overlap of work and other dimensions oflife, and the time spent with other people. Several 

reviews have highlighted other issues such as age, gender, life-cycle stage, ethnicity, citizenship, and childcare 

arrangements which also merit attention (Wallace and Cousins 200)  

 Samartha Vishal in their research paper titled “Work Life Balance –A Cause for Stress among Career Couples” 

found that in the fast moving life, there are many pressures that new‐age couples have to deal with‐ running a home, doing 

daily chores like Cooking/cleaning, raising children and handle the tight deadlines at work. Hence striking a balance between 

professional and personal life has been the need of the hour. The researcher found that) work-Life Balance is affected by six 

factors that identified are as follows: Individual growth, Job pressure, Work life balance, Work environment, Professional 

support and mental strain. The research further suggests that Work life balance is affected tremendously by the increase in 

job pressure, this is witnessed by the high positive correlation between job pressure and work life balance. Jager (2010). 

Thornthwaite (2011) suggest that there is a strong, unmet demand among working parents for shortened working hours, 

part-time work and flexible working time. Management must communicate their organization‘s family-friendliness in such a 

way that all employees feel that they have equal access to alternative working time provisions.  

 Samartha Vishal in their research paper titled “Work Life Balance –A Cause for Stress among Career Couples” 

found that in the fast moving life, there are many pressures that new‐age couples have to deal with‐ running a home, doing 

daily chores like Cooking/cleaning, raising children and handle the tight deadlines at work. Hence striking a balance between 

professional and personal life has been the need of the hour. The researcher found that) work-Life Balance is affected by six 

factors that identified are as follows: Individual growth, Job pressure, Work life balance, Work environment, Professional 

support and mental strain. The research further suggests that Work life balance is affected tremendously by the increase in 

job pressure, this is witnessed by the high positive correlation between job pressure and work life balance 
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Research Design 

Type of Study: Descriptive  

 The type of research design used for the study is descriptive design. Research design is a purposeful scheme of action 

proposed to be carried out in a sequence during the Process of research focusing on the Work life of faculties. A research 

design is the arrangement of conditions for collection and analysis of data in a manner that aims to combine relevance to the 

research purpose with economy in procedure. 

Data collection Method: Survey method 

 The research instrument adopted was a structured ‗Questionnaire‘.  

 Primary data collection method: Administering research tool 

 The research tool was structured in a way that it had an ability to bring out opinion of the faculties and it was validated 

by the Experts and professionals and also was piloted on the faculties for corrections and refinements. 

Scaling used 5 Point scale  

 The scaling used in this study was five point scales. The categories are Fully agree, agree, neutral, disagree and Fully 

disagree. 

Sample size  

 A sample size is nothing more than a subset of population. Information is obtained or about a subset of population to 

make estimate about various characteristics of the total population. For this study, 40 were the sample size was chosen 

among the faculties in Cuddalore district colleges. 

Sampling method: When a small mass is selected as representative of the whole mass, it is known as sampling technique. 

In order to select the sample from the universe, the researcher adapted random sampling. 

Statistical analysis methods used: The data collected from the respondents were analyzed using the percentage analysis. 

 

Data Analysis 
Table 1: Distribution of Respondent‟s Opinion based on „Flexible Working Hours‟ 

 
Table 1 and Graph 1 indicate the following  

 80% of respondents had positive opinions of the ‗Flexible Working Hours‘ 

 15% of respondents had negative opinion of the ‗Flexible Working Hours‘ 

 
Table 2: Distribution of Respondent‟s Opinion based on „Contingent Reward and Co- work on Job Satisfaction” 

   
Table 2 and Graph 2 indicate the following  

 75% of respondents had positive opinions of the ‗Contingent reward and Co- work on Job Satisfaction‘ 

 12.5% of respondents had negative opinion of the „Contingent reward and Co- work on Job Satisfaction‘ 

 
Findings 

 The research is needed to further investigate the potential relationships and affects these variables and other 

extraneous variables, such as role ambiguity, job level, contingent reward and co- work on job satisfaction.  

S. No Score 
No of 

respondents 

% of 

respondents 

1 5 18 45.00 

2 4 14 35.00 

3 3 2 5.00 

4 2 4 10.00 

5 1 2 5.00 

Total   40 100.00 

S. No Score 
No of 

respondents 

% of 

respondents 

1 5 9 22.50 

2 4 21 52.50 

3 3 5 12.50 

4 2 5 12.50 

 1 0 0.00 

Total  40 100.00 
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 Qualitative investigators must conduct research regarding the job satisfaction of academic sector. This research 

method will provide different perspective of employees, job satisfaction and will contribute a more in - depth 

understanding on how employees view their job 

 
Conclusion  

 Work-life balance is about creating and maintaining supportive and healthy work environments, which will enable 

employees to have balance between work and personal responsibilities and thus strengthen employee loyalty and 

productivity. The present study is aim at identifying the work-life balance and perception of the faculties views on their 

working institution. From this study it is apparent that the faculty is aware about their work-life balance which is evident from 

the response of the respondents. The majority of the respondents have the positive attitude towards the prevailing work-life 

balance. The most respondents perceive that the work-life balance is favourable for them. The overall assessment of the 

work-life balance state that the most of respondents have a positive perception of the various dimensions of their institution. 

The most the faculties perceived the work-life balance has positive influence on the Institutional development. 
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Abstract 
 Psychological contract breach is a widely discussed and relevant topic considering its detrimental effect on organizations. The 
transformation of organizations from sensible and reasonable body to dynamic and increasingly target oriented and unpredictable 
organism has forced the employees to take various roles, adapt to challenging situations and achieve the ever increasing targets. The 
employees are held directly responsible for their performance. Psychological contracts are frameworks within which the employment 
relationships can be explained. Psychological contract involves perceived mutual and reciprocal obligations that exist between employees 
and organizations. When employees believe that the organization has not provided something they were obligated to receive, a breach of 
psychological contract is perceived. The breach could be associated with betrayal, anger and distrust including stress. Studies have 
suggested that breach leads to stress directly or indirectly. This study reviews and integrates the literature of psychological contract 
breach, stress and emotional intelligence. The aim of this conceptual paper is to suggest ways through which psychological contract 
breach, and emotional intelligence are related to stress. Emotional stability, one of the personality, was found to influence psychological 
contract breach. This paper reviews existing literature and builds a logical framework that portrays the relationship between psychological 
contract breach, and stress. We propose a direct effect of psychological contract breach on stress and a moderating effect by an 
employee‘s emotional intelligence. The study will help employees to understand the importance of having emotional stability and they will 
be encouraged to develop it. The employers may focus on selecting individuals with greater degree of emotional stability for the job. The 
model is developed based on the review of literature and hence has to be empirically tested and proven. 
Keywords: Psychological contract breach, emotional intelligence, stress 

 
Introduction 

 The current economic environment places immense of pressure on organizations to succeed in achieving the goals. 

With the change that was brought about by globalization and fast growing information technology, the customers‘ 

expectations have also gone up in terms of the quality and speed of receiving the products and services. In an attempt to 

satisfy and retain customers in a highly competitive world, and to keep the companies functioning at a profit, the 

organizations are burdening the employees with tough targets. This makes the jobs more demanding across organizations 

and subsequently this could result in the creation of employee stress. If not addressed properly, the stress experienced by 

the employees could work against achieving the organization‘s objectives and consequently organizational effectiveness is 

likely to plummet. Out of stress the employees may make more mistakes, exhibit a change in behavior and display a decline 

in performance. Stress can also cause frequent absenteeism and constant lateness among employees. This behavior will 

result in potentially negative outcomes such as lack of quality customer service, decline in sales, delay in completing the 

projects, reduced job satisfaction, diminished organizational commitment and increased turnover intention. Ultimately this 

will pose a threat to the survival of the organization. The employers, therefore, have to hold off the sources that cause stress 

or make an attempt to mitigate the effect of those sources on stress.  

 Work related stress can occur when employees get frustrated by the amount of work, inability to carry out the job or do 

not get fairly compensated by the employer. Studies have indicated that stress is positively related to psychological contract 

breach. Psychological contract breach is the belief that one‘s organization has failed to carry out the obligations 

proportionate to one‘s contributions (Morrison & Robinson, 1997). Psychological contract refers to mutual beliefs, 

expectations and informal obligations between an employer and an employee. Unlike formal contract of employment which 

only identifies mutual duties and responsibilities in a generalized form, psychological contract represents the unwritten set of 

expectations the employees and employers mutually have. The employees expect job security, respect, recognition, salary 

increment according to the performance etc. When management decision makers ignore the employee expectations which 

are embedded within the psychological contract, it may result in stress. When perceive obligations associated with 
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psychological contract are not fulfilled, employees may fee decreased assurance and control and subsequently leading to 

stress (Shore & Tetrick, 1994). As psychological contract breach is a perception and it occurs across organizations on a 

consistent basis, work related stress among employees also is bound to happen often.  

 There are two possible means to mitigate the stress; one of the ways is by helping employees to communicate issue 

that worry the and by creating an enjoyable work environment. Another means by which employee stress could be reduced 

is by the influence of the employee‘s personality traits such as emotional intelligence. Neuroticism was found to be positively 

related to psychological contract breach (Jafri, 2014), which means emotional intelligence is negatively associated with 

pscychological contract breach. There are several studies indicating that emotional intelligence affect the psychological 

contract breach. DelCampo (2007) has suggested that nueorticism has increased the chances of reported violation of the 

contract. This study proposes a conceptual model that fill some significanct gaps in the lterature. While there several studies 

suggesting the positive effect of psychological contract breach on stress, no attempts have been noticed to be made to 

study the moderating effect of emotional intellignence on the relationship between psychological contrat breach and stress. 

By proposing emotional intelligence as a moderator on this relationship, this study contributes significantsly to the existing 

literature. 

  Subseqeuntly, this study suggests three objectives. First, in an effort to enlighten the process through which emotional 

intelligence affects stress, the researchers integrate the existing literature on psychological contract breach, stress and 

emotional intelligence. Third based on the previous studied made in this field, a framework is proposed which will describe 

the association between psychological contract breach, emotional intelligence and stress. The study also suggests steps to 

progress organizational theory int eh field of psychological contract breach , emotional intelligence and stress. These 

propositions have to be empirically tested because if proven, it will widen thinking in terms of mitigating stress by 

emphasizing the importance of emotional intellignece of individuals.  

 
Objectives of the Study 

The objectives of the study are: 

1. To study the effect of emotional intelligence on stress by incorporating the existing literature on psychological contract 

breach, emotional intelligence, and stress 

2. To suggest a conceptual framework which will explain the association between psychological contract breach, 

emotional intelligence, and stress 

3. To propose steps to progress organizational theory in the field of psychological contract breach, emotional intelligence, 

and stress 

 
Literature Review 

Psychological Contract Breach 

 Chris Agyris (1960) devised the term ―psychological work contract‖ which referred to the implicit understanding between 

a group of employees and their foreman. Edgar Schein (1980) extended the concept to define it as the unwritten 

expectations between every member of an organization and the managers in the organization. A healthy relationship 

between the employer and employee has become essential for the survival of the organization. Therefore, any breach of this 

contract will lead to breaking the employer-employee relationship and in turn to the decline of the organization. 

Psychological contract is the employee‘s beliefs about explicit and implicit promises made to them by the employer in return 

to the time and effort of the employees towards the organizations (Rousseau, 1995). While healthy psychological contract 

leads to positive outcomes, psychological contract breach (PCB) leads to negative results. Employees have felt at the 

breach of psychological contract and at the same time insecure having lost the trust in the organization (Herriot, Manning, & 

Kidd, 1997). When employees experience a breach of their psychological contract, they may react in different ways, ranging 

from attitudinal to behavioral reactions toward the organization (Kickul & Lester, 2001). Several empirical studies have been 

made in the last few years indicating that psychological contract breach plays an important role in the employee-employer 

relations and that causes a negative effect on employees‘ attitudes and behaviors (Agarwal & Bhargava, 201; Zhao, Wayne, 

Glibkowski, & Bravo, 2007). 

 
Effect of Psyhological Contract Breach on Stress 

 According to Lazarus, (1991), stress arises when there is combination of a particular environment and a particular type 

of person which will lead to a harmful, threatening or challenging situation. Stress has been used to refer to a psycho-

physical state when an individual is faced with a situation that puts unusual physical or psychological demands on it 

(Pestonjee, 1999). A stress is an unpleasant psychological process that happens due to environmental pressure (Robbins & 

Judge, 2003).Stress can cause physiological and social problems, albeit low levels of stress can function as motivator and 
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can encourage people to make efforts and complete the work (Sharma & Sharma, 2008). Several studies have been made 

to understand various enviromental and personal factors that cause work related stress among employees.  

 Studies have suggested that stress is positively related to psychological contract breach. The empirical study 

conducted by Gakovic and Tetrick (2003) indicated that satisfying organizational obligations was negatively related to 

emotional exhaustion or stress. Psychological contract breach leads to mistrust (Robinson, 1996) and mistrust leads to 

burnout or job stress and emotional exhaustion (Lembert et al, 2012).  

 
Emotional Intelligence and its Effect on Psychological Contract Breach and Stress 

 Emotional intelligence refers to ―the ability to monitor one‘s own and other‘s feelings and emotions, to discriminate 

among them and to use this information to guide one‘s own thinking and actions‖ (Salovey and Mayer, 1990). The 

personality of an individual affects psychological contract (Orvis, Dudley, & Cortina, 2008; Raja, Johns & Ntalianis, 2004). 

Individual‘s beliefs, values and personality traits are likely to influence perception of psychological contract breach (Deery, 

Iverson, &Walsh, 2006). Emotions mediate in the process of assigning responsibility and giving explanation for breach 

(Parzefall & Coyle-Shapiro, 2011). Raja et.al (2004), in their study, found that people with high in Neuroticism (low emotional 

intelligence) and low in Conscientiousness were more likely to perceive psychological contract breach. DelCampo (2007) 

also found that neuroticism increased the chances of contract violation. People with high neuroticism (or low emotional 

intelligence) are expected to perceive more contract breach. People with low emotional intelligence are more suspicious, 

have less trust and this will subsequently lead to perception of breach ( (Jafri, 2014).  

 People with high emotional perception were found to be more strongly affected by stress than those with less emotional 

perception who exhibit high levels of depression, cynicism and suicidal tendencies. The reason for high emotionally 

perceptive people to respond worse compared to less emotionally perceptive is explained by two hypotheses. The 

insensitivity hypothesis proposes that low perception people understand the difficulties in life by they ignore them. The 

sensitivity hypothesis suggest that the low perception people are sensitive to the stress but do not recognize it affecting 

them in an unfavorable manner (Ciarrochi, Deane, & Anderson, 2002). Research has found that emotional intelligence is 

negatively related to occupational stress (van Khan, 2004). Mikolajczk, Menil, & Luminet (2007) in their study, have 

suggested that trait Emotional Intelligence is negatively associated with stress, with high trait emotional intelligence 

individuals experiencing lower levels of burnouts. There are several other studies which indicate that people with high 

emotional intelligence competencies are less likely to experience or experience lower level of stress (Lisa Gardner, 2005; 

Mohammadyfar 2009) Proposition 1: Emotional Intelligence will moderate the relationship between psychological contract 

breach and stress such that the relationship between psychological contract breach and stress will be weaker when 

emotional intelligence is high than it is low.  

 

Research Methodology 

 The findings and the data presented for this study are based on secondary sources. The data were collected from 

literature books and journal. A qualitative study was made based on the literature to build a model that will explain the 

moderating effect of emotional intelligence on the relationship between psychological contract breach and stress.  

 
Conclusion 

 The study focuses on the increasing importance of mitigating the work-related stress. Previous studies have suggested 

that stress is one of the consequences of psychological contract breach. As contract breach is a perception and often occurs 

at work, stress also may become a concern among employees. The researchers considered emotional intelligence, an 

intrinsic factor as a moderator to this relationship. The objective of the paper was to integrate and propose the relationship 

among employees‘ psychological contract breach, emotional intelligence and stress. This paper has looked into the possible 

moderating effect of emotional intelligence on this relationship. Based on the existing literature it is argued that employees‘ 

perception about a breach of psychological contract will create a situation for experiencing work related stress.  The propose 

model emphasizes the importance of employees‘ trait of emotional intelligence on the relationship between contract breach 

and stress. The model also focuses on the impact of contract breach on stress. The study is conceptual in nature and 

therefore, it has to be tested and empirically proven. The awareness that individual trait- emotional intelligence- can help 

reduce the experienced stress is beneficial to the organizations. Organizations should be prudent in giving training to the 

employees to develop emotional intelligence in them. The employers may also set emotional intelligence as one of the 

criteria for selecting the employees.  Various steps are proposed by this study to expand organizational theory in the areas 

of psychological breach, emotional intelligence and stress. The future research should intentionally incorporate emotional 

intelligence in organizational studies where study is made on stress to inspect how personal traits exhibit in organizations. 

The researchers should also plot broad studies which will investigate the relationship between psychological contract breach 

and emotional intelligence so that there will be awareness about how these factors will affect the work related stress. This is 
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only a conceptual study and therefore there is scope for researchers to prove the proposed research model and related 

propositions to find if there exists significant relationship among them.  
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Abstract  
 This study in albeit was conducted to investigate significance of difference in achievement and Aspirations (educational & 
occupational) of adolescents belonging to highly involved parents and least involved parents. The sample consisted of 100 teenagers, 
studying in Tenth and Plus two schools of Thiruvananthapuram. The tools used to collect data were: Parental involvement scale, 
Educational Aspiration Scale, Occupational Aspiration scale and cumulative achievement scores from school records. The findings based 
on t-test were:  
1. High parental involvement leads to higher achievement and Low parental involvement resulted in low achievement of adolescents.  
2. Adolescents belonging to High and Low parental involvement groups were found to be equal on their educational aspirations.  
3. There was no significant difference in the occupational Aspiration of adolescents belonging to High and Low parental involvement.  
 

Introduction 

 Home is where the heart is a common adage. It is probably true that the heart is moulded in the home. Parents seem to 

be playing a very important role in moulding their children's character, personality, career and advancements in education. 

They may differentially devote their attention, time & effort to different domains such as the child's social, religious acti vities, 

academics and athletics etc.  

 
Parental Involvement  

 Grolnick and Slowiaczek (1994) define it as the allocation of resources to the child's academic endeavours. In other 

words, it denotes the extent to which as well as the way in which parents take a keen interest & actively participate in thei r 

child's education. Parental involvement implies how the parents involve themselves in developing the overall personality of 

the child. Parent's involvement in their children's educational experiences, by home instruction, volunteering in the 

classroom or participations in school governance, has been linked to the quality of children's learning and motivation in 

school (Becker and Epstein 1982; Baker & Comer 1986; Stevelisons and Baker 1987; Ames, Tanaka. Khoju and Watkins.; 

1993). Parent's personal involvement includes the child's affective experience that the parent cares about this school, and 

enjoys interactions with him and school authorities (Grolnick and Slowiaczek; 1994). This includes involvement in the 

academic and social life of the child. This would encompass .activities such as: Knowing about the child's day-to-day 

activities:  

• His whereabouts, friends, what he usually does at school?  

• How well he gets along with others?  

• How well he is doing in studies?  

• How regular and apt he is in his school work?  

• How well he performs in examinations and the like?  

• Cognitive stimulation and cognitive behaviours? 

 
Various Dimensions of Parental Involvement  

 Based on the factor analytic study of involvement indices by Grolnic & Slowiaczek (1994), the investigator puts forth a 

multi dimensional representation of parental involvement that focus on one specific activity, but on various dimensions. 

According to this conceptualization, parents may show their involvement in the child‘s schooling in different ways viz:  

 Personal involvement 

 Cognitive stimulation & cognitive behaviour  
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 Behavioural involvement  

 Parents may manifest their involvement through their bebviours i.e. their overt action may serve as indices of their 

involvement. Many research studies provide evidence for this form of involvement. One of the surveys (Chavkin, 1987) 

found the most frequent actions indicating parental involvement as:  

 Open house or special programmes  

 Parent - teacher meeting  

 Parents assisting with social activities.  

 Parents observing classrooms activities.  

 Personal Involvement  

 The beneficial impact of a stimulating environmental context cannot be doubted. The importance of environmental 

stimulation and enrichment during childhood has been endorsed by several researchers (e.g. Ausbel, Sullivan, and lves, 

1980; Scott - Jones, 1987). There is an ever increasing emphasis on creating such enriched home environments that may 

be conducive to the development of the individuals. For instance, parents may themselves engage in various types of 

cognitive activities such as reading newspapers, books, magazines, or going to the library. and the like: Grolnick and 

Siowiaczek (1994).  

 
Aspirations  

 In everyday usage ambition and aspiration are nearly synonymous and are often used interchangeably. The word 

aspiration refers to the ambition or desire which has yet not been fulfilled and a man still works for it. Webster's dictionary \ 

1976) defines aspiration as a strong desire for realization (as of ambition, idea or accomplishment).  

 
Parental Aspiration  

 Parents operate within a psychological and cultural milieu of particular kind and they determine their aspirations for 

their children. Although, attainment of education depends much on factors such as socio-cultural back ground of one's 

family, availability of educational facilities, individual talent and the type of social structure that a society has at a given point 

of time, yet it cannot be denied that educational aspirations of parents for their children also play a vital role in the education 

of a child. (Christenson. 1992).  Academic Aspiration is the degree to which an individual sets his educational goals 

realistically in relation to his physical, mental attributes and in accordance with environment. Aspiration in the areas of 

academics of the child have two aspects: The educational Aspirations and occupational Aspirations.  

 Educational Aspiration is a psychological construct which reflects a cognitive type of motivation of the individual. Level 

of aspirations involves the estimation of his ability for his future performance on the strength of his past experience, his 

ability and capacity, the efforts can he make towards attaining the goals thus set by him. In a study of 846 black, inner 

city; elemental school children, Herbert, (1989), observed that classes, whose parents were aspiring high in programs 

gain higher. Willson and Willson, (1992) reported that when parents had higher educational level, stronger influence on 

their child and higher expectations for their children, the children also had higher educational aspirations.  

 Occupational Aspirations of Students  

Career is a very important aspect of adolescent therefore; all efforts need to be made to provide them with the 

knowledge to make good career. Parent's personal outlooks on occupation seems to vary according to their 

educational levels. Perspectives on education of respondents with high school qualifications tend to be more favorable. 

It indicates that parents, with less education may not have positive attitude towards their own job or resources to help 

children make wise work choices. Mc Cracken (1988), MC Daniels & Humphry (1984), Osipow (1968), Resche & 

Knierim (1987).  

 Correlates of Aspirations  

Bratcher, (1982) examined the correlates of child's educational and occupational aspirations and found several family 

factors affecting the educational and occupational aspiration of students such as geographic location. socio economic 

status and attitudes parents have towards work.  

Objectives of the Study  

1. To study the impact of parental involvement on academic achievement of adolescents.  

2. To study the impact of parental involvement on educational aspirations of students.  

3. To study the impact of parental involvement on occupational aspirations of students.  

Hypotheses  

 Ho1: The High and Low parental involvement groups will yield equal learning outcomes as measured by achievement 

scores.  
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Ho2: The High and Low parental involvement groups will yield equal learning outcomes as measured by students 

educational aspiration scores.  

Ho3 : Children belonging to different parental involvements groups will yield equal learning outcomes as measured by 

occupational aspiration scores.  

 
Sample of Study  

Student Sample  

 The present investigation was conducted on a sample of Class X, XI and XII from Govt. Secondary Schools of 

Thiruvananthapuram. 100 students constituted the sample. The schools were selected randomly out of the list of Govt. 

Secondary Schools of Thiruvananthapuram. It was ensured through school records that both the schools had almost same 

coverage in terms of age, SES and IQ. The students were selected randomly. At least 15-17 students from each of these 

sections of Xth, XIth and XIIth classes were selected so that approximately 50 students of X class from each of the two 

schools got representation in the sample. This was done to ensure that the sample does not have a bias on the basis of 

achievement levels.  

Parents Sample  

 100 Parents of selected students were approached through Class-teachers and students. The parental involvement 

scale was got filled by these parents.  

Tools Used  

 The following tools were used to collect the data:  

 Parent child interaction scale (prepared and validated by Ahujha, and Sharma, (2002).  

 It consists of 27 items on three dimensions viz : parents behavioural involvement with the child, personal involvement 

and cognitive stimulation.  

Behaviour Involvement Covered 

• Academic guidance by parents.  

• Amount of direct instructional time.  

• Parent's willingness to devote time to child.  

Personal Involvement  

• Planned cultural activities.  

• Nature of discipline (Democratic, easy going etc.)  

• Verbal facility of parents.  

• Involvement in management  

• Frequency of verbal contact between parent and child.  

• Emotional security  

Cognitive Stimulation  

• Boosting educational aspirations of the child  

• Intellectual climate at home.  

• Parent's work habits  

• Educational Aspiration scale (form P) by Sharma. and Gupta, (1971) EAS, Form P has been designed for making the 

levels of educational aspirations of pupils regardless of their grade or age though norms have been primarily developed 

on secondary school pupils population.  

 More specifically it could be stated that EAS = F (Pe x Ac x Ae)  

 The analysis of the scores on EAS could give us.  

• Goal discrepancy Scores  

• Attainment discrepancy Scores  

• Feeling & direction: goals discrepancy or attainment.  

 The EAS (form) P consists of 45 items designed in a paired comparison form. The scale has been used in its original 

(Hindi language) form.  

Occupational Aspiration Scale by Grewal, (2004)  

 It consists of eight multiple choice type items. Each item contains' ten occupational status levels arranged in a mixed 

order. The OAS asks for both short and long range realistic as well as idealistic expressions of the level of occupational 

preferences. There are eight questions each one asses you to choose one job out of ten presented. This scale has been 

used mainly in inviting views of students and parents regarding their respective occupational Aspiration. Significant 

relationships were found between LOA and intelligence (r-0.36 Sharma 1970). The OAS is also able to distinguish between 

the achievers and under achievers (t-2.22) (Didar Singh 1972). the advantaged and disadvantaged children (t-8.34) (Didar 

Singh 1972).The level of occupational aspiration (LOA) of secondary school students is significantly related with the 
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perceptions of their vocational environment (Grewal 2014).  Academic Achievement: Achievement scores of various tests 

collected from their school records. The scores were considered in terms of mean percentage of each student on the basis 

of previous annual examination and two terminal tests conducted along with unit test scores.  

 
Design of the Study  

 Descriptive exploratory method of research was employed for the present study. In the study academic achievement 

and aspirations of students (Educational and occupational) were two dependent variables. Parental involvement was 

independent variable. The parental involvement was studied at two levels viz: High involvement and low involvement 

parents. Analysis was done for studying academic achievement with respect to parental involvement (High and Low). 

Separate analysis was done for educational and occupational aspirations.  

 
Results  

 The responses on all the scales were collected and scored. The scores of parental involvement scale were arranged in 

descending order. Top and bottom parental involvement groups were identified as High and Low parental involvements 

groups. The scores of students belonging to these two High and Low parental involvement groups were tabulated against 

their achievement scores. Mean, standard derivations, standard error difference and t-ratios were calculated. Separate 

analyses were done on Achievement scores, Scores of educational aspirations and Scores of occupational aspirations.  

 
T-test on Achievement scores of High and Low parental involvement groups:  

 This analysis was done to test the following hypothesis:  

 Ho1:  The High and Low parental involvement groups will yield equal learning outcomes as measured by achievement 

scores.  

 The table 1 reveals that the t-ratio for the difference in achievement mean scores of high parental involvement anti low 

parental involvement groups were found to be significant at the .01 level of confidence. This means that the two groups were 

different on achievement scores beyond the contribution of chance.  

Table 1: t-ratio for Difference in Achievement Scores of High and Low Parental Involvement Groups 

 The null hypothesis Ho1: was therefore rejected at the 

specified level. It may be inferred that the mean achievement 

scores of two groups are significantly different from each other.  

An examination of means of two groups suggests that mean 

achievement scores of High parental involvement group was 

higher than mean scores of low parental involvement group. It 

may be concluded that the students belonging to highly involved parents show higher achievement as compared to their 

counterparts belonging to low parental involvement group  

 
T-test on scores of educational Aspiration of High and Low Parental Involvement Groups 

 The educational aspiration scores of high and low parental involvement groups were computed and t-test was applied 

following hypothesis was tested through this analysis:  

 Ho2: The high and low parental involvement groups will yield equal learning outcomes as measured by students 

educational aspiration scores.  

 The means. SED and t-ratio for the difference in educational aspiration scores of High and Low parental involvement 

groups have been given in the table 2.  

Table 2: t-ratio for Difference in Educational Aspiration Scores of HI and LI 

 The table 2 reveals that t-ratio for difference between 

means of educational aspiration scores of high parental 

involvement and low parental involvement groups was not 

found to be significant even at the .05 level of confidence. This 

means that the two groups do not differ on educational 

aspiration scores. The null hypothesis Ho2: was not rejected at the specified level. It may be concluded that the students 

belonging to highly involved parents do not show higher educational aspiration as compared to their counterparts belonging 

to low parental involvement groups.  

T-test on occupational aspiration scores of high and low parental involvement scores.  

 The occupational aspiration scores of both high and low parental involvement groups were tabulated and t-test was 

applied. The analysis was done to test the following hypothesis:  

HI LI 

M1 = 66.62 M2 = 59.14 

SED = 2.28 

t-ratio = 3.28** 

•• Significant at .01 level 

HI LI 

M1 = 23.66 M2 = 23.96 

SED = 1.27 
t-ratio = 0.23 
Not Significant at .05 level 
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 Ho3: High and Low parental involvement groups yield equal learning outcome as measured by students occupational 

aspiration scores.  

Table 3: t-ratio for occupational aspiration scores of high and low parental involvement group 

 The table 3 reveals that the t-ratios for difference between 

means of high parental involvement and low parental 

involvement groups were not found to be significant even at the 

.05 level of confidence. This means that the two groups are not 

significantly different on occupational aspiration scores.  

 The null hypothesis Ho3 was therefore not rejected at the specified level. It may be concluded that the students 

belonging to highly involved parents do not show significant higher occupational aspirations as compared to their 

counterparts belonging to low parental involvement group.  

 
Discussion  

 The achievement scores were different for children belonging to different parental involvement. The mean achievement 

scores of high parental involvement groups were higher than the mean achievement scores of children belonging to low 

parental involvement groups. Therefore it was concluded that the students belonging to highly involved parents show - 

higher achievement as compared to their counter· parts belonging to low parental involvement groups. The Ho1: was 

rejected. These results are supported by the findings of Stevenson and Baker (1987) who found that children of parents who 

were more involved in school activities did better in school than children with parents who were less involved. Fehrmann and 

Reimers (1987) exploded the direct effects of perceived parental involvement on grades and the indirect effect of parental 

involvement on grades through TV time and time spent on homework. Finding indicated that parental  involvement had a 

positive effect on grades and led to increased time spent on homework.  

 Milne. (1989) found negative effects of parents helping their white elementary school children with homework and 

suggests that this counter intuitive finding was attributable to the fact that parents helped more if their children were not 

doing well at school. Although these studies were conducted in cultures different from Indian Cultural milieu, yet the 

justification of the results lies in the fact that dimension of parental involvement studies in the present investigation covered 

those aspects wherein parents are positively contributing to academics of the child. Behavioral involvements personal 

involvement and intellectual climate provided by them at home were the three prominent aspects of parental involvement. 

These three dimensions further covered: Willingness to devote time to child, academic guidance by parents, amount of 

direct instructional time, planned cultural activities, nature of discipline (Democratic/Authoritarian), Involvement in 

management, frequency of verbal contact between parent and child, emotional security. High achievement by those who 

belonged to high parental involvement group can well be understood in the light of help provided by these parents on 

academic aspects. This must have caused a boost in achievement of these children.  

 Conclusions based on analysis of impact of parental involvement on educational aspiration of IX students revealed that 

students belonging to high and low parental involvement groups were not different on their educational or occupational 

aspirations. The Ho2 and find were not rejected. It was concluded that the students belonging to highly involved parents do 

not show higher educational or occupational aspiration as compared to their counterparts, who belonged to low parental 

involvement groups. These findings are supported by two studies conducted by, Otto & Call (1985): Splete & Freeman, 

(1985). However, the following studies have been found to give contradictory results:-  Wilson and Wilson (1992) reported 

that when parents had, higher educational level, stronger influence on their child and higher expectations for their children 

the children also had higher educational expectations.  Even when the parents are highly involved the levels of educational 

or occupational aspirations do not seem to be affected positively. Looking at the sample of the study, IX graders are 

adolescents, a stage where family ties start loosing. The impact of family and parents is very strong when the child is young  

but towards adolescence the strong impact of family and parents concerns other than academic involvement of parents do 

not seem to anchor into the aspirations of these students. Adolescents perhaps are quite aware of their own perceptions of 

life and also what would they like to do. The aspirations of students are formed on the basis of their own dreams and needs. 

Parental involvement or lack of it do not seem to affect the levels of educational or occupational aspirations of students.  
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Abstract 
 In recent days face recognition has received large attention from both research groups and the market, but still remained very 

challenging in real applications. A portion of face recognition algorithms, along with their medications, have been developed during the 

past periods. A number of classic algorithms are presented. Image processing techniques focuses on two major tasks such as 

improvement of pictorial information for human understanding and processing of image data for storage, transmission and representation 

for independent machine perception. One of the common fundamental techniques that simplify natural human- computer interaction (HCL) 

is face detection. In this paper, the survey is made based on a comparison of the recent advances in face detection using various image 

processing techniques such as Eigen faces, Hidden Markov Model (HMM), Geometric based algorithm and template matching algorithms. 

These techniques improve quality, removes noise, flexible in nature, and conserves original data accuracy of the image. 

Keywords: Face recognition, HCL, HMM, image processing, Eigen faces 
 

Introduction 

 Designing a system for automatic image content recognition is a non-trivial task that has been studied for a variety of 

applications. Computer recognition of specific objects in digital images has been put to use in manufacturing industries, 

intelligence and surveillance, and image database cataloguing to name a few. In this project, an algorithm for automating the 

detection of human faces in digital images was developed and can serve as an introduction for future work in detecting 

people in videos.   It is often useful to have a machine perform pattern recognition. In particular, machines which can read 

face images are very cost effective. The aim of face detection is to find out whether or not there are any faces in the image 

and, if present, return the image location and scope of each face.  
 

Classification of Face Recognition  

 Face recognition scenarios can be classified into two types Face verification (or authentication) and Face identification 

(or recognition).  Face verification: It is a one-to-one match that compares a query face image against a template face 

image whose identity is being claimed. To evaluate the verification performance, the verification rate (the rate, at which 

legitimate users are granted access) vs. false accepts rate (the rate at which imposters are granted access) is plotted, called 

ROC curve. A good verification system should balance these two rates based on operational needs.  

Face identification: It is a one-to-many matching process that compares a query face image against all the template 

images in a face database to determine the identity of the query face. The identification of the test image is done by locating 

the image in the database that has the highest similarity with the test image. 
 

Overview of face recognition methods  

Eigen Faces 

 Eigenfaces[5] are a set of eigenvectors used in the computer vision problem of human face recognition. Specifically, 

the Eigenfaces are the principal components of a distribution of faces, or equivalently, the eigenvectors of the covariance 

matrix of the set of face images, where an image with N x N Pixels is considered a point (or vector) in N2-dimensional 

space. Mathematically, it is simply finding the principal components of the distribution of faces, or the eigenvectors of the 

covariance matrix of the set of face images, treating an image as a point or a vector in a very high dimensional space.  

The eigenvectors are ordered, each one accounting for a different amount of the variations among the face images.  

These eigenvectors can be imagined as a set of features that together characterize the variation between face images. Each 

image locations contribute more or less to each eigenvector, so that we can display the eigenvector as a sort if ―shadowy‖ 

face which we call an eigen face.Eigen face algorithm falls under two stages.  
 

Eigen faces Initialization  

Step 1:  Acquire an initial set of face images (the training set)  

Step 2:  Calculate the eigenfaces from the training set, keeping only the M images that correspond to the highest  

  eigenvalues. These M images define the face space. As new faces are experienced, the eigenfaces can be  

  updated or recalculated 
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Step 3:  Calculate the corresponding distribution in M-dimensional weight space for each known individual, by projecting 

  their face images onto the ―face space.‖ 

Eigenfaces Recognition 

Step 1:  Calculate a set of weights based on the input image and the M eigenfaces by projecting the input image onto each 

  of the eigenfaces. 

Step 2:  Determine if the image is a face at all by checking to see if the image is sufficiently close to ―face space.‖ 

Step 3:  If it is a face, classify the weight pattern as either a known person or as unknown. 

Step 4:  (Optional) Update the eigenfaces and/or weight patterns. 

 

Hidden Markov Model (HMM) 

 In HMM-based face recognition system[5], in which a scanning strategy is employed to simulate a human-like saccadic 

sequence, computed on the basis of the concept of saliency. The approach converts a face image into an attention based 

―scan path,‖ that is, a sequence composed of two types of information: Where information, the coordinates of the salient 

region in the face, and What information, local features detected in there. At the core of the scanning mechanism is the 

calculation of saliency. This calculation should be cheap enough that it can be applied to the whole image without 

significantly increasing time and space requirements, and it should be informative. With this approach, a cheap and parallel 

search for salient features will drive a serial and detailed analysis. The main advantage of the HMMs is that the models for 

each person are build independently. So every time we want to add a new person to the collection we just have to add a 

new model without modifying the other models.  

Geometric based Algorithm 

 This is the historical way to recognize people. Geometric features can be generated by segments, perimeters and 

areas of some figures formed by the points. In this algorithm, facial image is initially analyzed and reduced to small set of 

parameters describing prominent facial features such as eyes, nose, mouth and cheekbone curvature. These features are 

then matched to a database. The featured set is studied to compare the recognition result. Distances in the feature space 

from a template image to every image in the database were calculated. Following to the FERET protocol, 5 nearest face 

images were derived and if there were photos of the query person then the result was considered positive. Each image was 

tested as a query and compared with others. The approach was robust, but it main problem is automatic point location. 

Some problem arises if image is of bad quality or several points are covered by hair. The major advantage of using this 

algorithm is that the recognition task is not very expensive. But, the image processing required here is very expensive and 

parameter selection must be unambiguous to match an individual‘s face, which becomes a major disadvantage.  

Template Matching Algorithm 

 It is a statistical approach that distils an image into values and compares the values with templates to eliminate 

variances. It relies on the input image in the presence of light and the geometric location of different angles. The photomet ric 

transformation is implemented on the source image, does not take into account photometric changes, i.e. changes in the 

pixel. The main restriction in this approach is that multiple registered images of the same person is required. Since it 

recognizes the new image by checking that it is spanned in a linear subspace of the multiple gallery images, it cannot handle 

the new images of a different person which is not included in the gallery set. 

 

Image Processing Techniques  

 Image Acquisition  

 Image enhancement  

 Image restoration  

 Morphological Processing 

 Segmentation 

 Object Recognition 

 Image Compression 

 Color Image Processing 

Image Acquisition  

Digital imaging or digital image acquisition is the creation of photographic images, such as of a physical 

scene or of the interior structure of an object. The term is often assumed to imply or include the processing, 

compression, storage, printing, and display of such images. 
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Image enhancement 

 Enhancement methods in image processing. Image enhancement is the process of adjusting digital images 

so that the results are more suitable for display or further image analysis. For example, you can remove noise, 

sharpen, or brighten an image, making it easier to identify key features. 

Image restoration  

 Image Restoration is the operation of taking a corrupt/noisy image and estimating the clean, original image. 

Corruption may come in many forms such as motion blur, noise and camera mis-focus. Image processing 

techniques are performed either in the image domain or the frequency domain. 

Morphological Processing 

 Morphological Dilation and Erosion. Morphology is a broad set of image processing operations that process 

images based on shapes. Morphological operations apply a structuring element to an input image, creating an 

output image of the same size. 

Segmentation 

 In computer vision, image segmentation is the process of partitioning a digital image into multiple segments 

(sets of pixels, also known as super-pixels). The goal of segmentation is to simplify and/or change the 

representation of an image into something that is more meaningful and easier to analyse. 

Object Recognition 

 Object recognition is a process for identifying a specific object in a digital image or video. Object recognition 

algorithms rely on matching, learning, or pattern recognition algorithms using appearance-based or feature-

based techniques. 

Image Compression 

 Image compression is a type of data compression applied to digital images, to reduce their cost for storage or 

transmission. Algorithms may take advantage of visual perception and the statistical properties of image data to provide 

superior results compared with generic compression methods. 

Color Image Processing 
 The human visual system can distinguish hundreds of thousands of different colour shades and intensities, but only 

around 100 shades of grey. Therefore, in an image, a great deal of extra information may be contained in the colour, and 

this extra information can then be used to simplify image analysis, e.g. object identification and extraction based on colour. 

Three independent quantities are used to describe any particular colour. The hue is determined by the dominant 

wavelength. Visible colours occur between about 400nm (violet) and 700nm (red) on the electromagnetic spectrum. 

 
Conclusion 

 In this paper, the various face recognition methods and issues faced in real life and how to overcome these issues that 

can be solved using various algorithms and their advantages. To handle issues such as facial ageing, pose, occlusion, etc. 

different techniques are used independently. In order to develop a high performing face recognition system, integrated 

approach seems to be a better choice.  
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Abstract 
 Enterprise Resource Planning (ERP) systems have become a de facto standard for integrating business functions. But an obvious 

question arises: if every business is using the same so-called ―Vanilla‖ software (e.g. an SAP ERP system) what happens to the 

competitive advantage from implementing IT systems? If we discard our custom-built legacy systems in favour of enterprise systems do 

we also jettison our valued competitive advantage from IT? While for some organisations ERPs have become just a necessity for 

conducting business, others want to exploit them to outperform their competitors. In the last few years, researchers have begun to study 

the link between ERP systems and competitive advantage. This link will be the focus of this paper. We outline a framework summarizing 

prior research and suggest two researchable questions. In conclusion, we present some initial findings from two empirical case studies 

derived from part of the European food industry. 

 

Introduction 

 An Enterprise Resource Planning (ERP) system is a multi-module transaction-based application software that helps 

organisations to manage the vital parts of the business. While ERP systems are often the preferred solution (Holland et al., 

1999), many of the legacy systems they replaced offered a great deal of value from their unique, bespoke features. For 

example, when Dow Corning implemented SAP, they found that their staff headcount rose: features of their legacy systems 

offered more functionality than the ERP that replaced them (Ross, 1999). While there has been extensive research on the 

issues concerning implementing these systems and achieving the promised benefits, less research has been done on ERP 

systems in relation to competitive advantage (Kalling, 2003). Different frameworks have been developed in this field of study 

defining competitive advantage (Mata et al., 1995; Porter, 1980; Porter, 1985). The latest contributions to the debate focus 

on the unique collection and dynamic management of an organisation‘s resources and its evolving capabilities (Beard and 

Sumner, 2004; Lengnick-Hall et al., 2004). 

 Many organisations invest vast amounts of resources in ERP solutions without analysing the linkage to competitive 

advantage. The fit between the ERP system and the organisation‘s strategy is often ignored. We have investigated how and 

to what extent a company could achieve a competitive advantage by using ERP. Is an ERP just another tool that is 

necessary to stay in the market, ―the cost of doing business‖ (Kumar and van Hillergesberg, 2000)? Is, as Carr (2003) 

claims, IT a commodity and therefore irrelevant, or can IT give a substantial advantage when used effectively? How do 

some organisations outperform their competitors that use similar ERP systems? In this paper after summarizing prior 

research we outline a framework and we suggest two researchable questions. We begin to explore these by presenting 

some initial findings from two empirical case studies derived from part of the European food industry. 

 
Prior Research 

ERP Systems 

 In their idealised form, Enterprise Resource Planning (ERP) systems integrate all business processes into one 

enterprise-wide solution. This is accomplished by having a centralised database that all business functional areas have 

access to (O‘Leary, 2002). While it is possible to customise the ERP system to fit the original business processes, this is a 

contested area in both industry and academia: the current wisdom is that customisation is not recommended because of the 

high cost and problems with system upgrades and maintenance difficulties (Holland et al., 1999). This is one of the reasons 

why many consultant firms only deliver ―vanilla implementations‖. Most ERP systems are built to be configurable and this is 

the preferable method for most organisations. 

Value of ERP Systems 

 Prior research has pointed out different benefits of using such systems. Some researchers have claimed that ERP 

systems encourage economic growth, as measured by return on assets (ROA), return on investment (ROI), and asset 

turnover (ATO). Holland et al. (1999) argued that organisations do not implement ERP systems to achieve such benefits but 

rather to deal with their outdated legacy systems. Others have argued that ERP can be part of achieving a competitive 
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advantage in some situations (Beard and Sumner, 2004). Lengnick-Hall et al. (2004) claimed that ERP systems do not offer 

competitive advantages in themselves, but that they have to be combined with social and intellectual capital within the firm 

(Kalling, 2003; Mata et al., 1995; Powell and Dent-Miallef, 1997). 

 The reported benefits of ERP systems have been weakened by research conducted by Ernst and Young, which 

revealed that many utility companies attained less than 50% potential value from an ERP implementation (Holland and 

Skarke, 2001). However the veracity of these figures can be questioned (see McKeen et al., 1999). Kumar et al. (2003) 

explain how ERP users have reported drawbacks with the lock-in of their organisation‘s processes and principles into a 

specific software solution. If the organisation fails to merge the business requirements and the technological aspects of the 

ERP system, there may be a conflict between the system logic and the business logic. If there are shortcomings in the 

service and product delivered, there may be an extensive switching cost as well as the costs to combine the ERP system 

with other software products (Pearlson and Saunders 2004). 

 

Competitive Advantage 

 Beard and Sumner (2004) suggest that ERP systems may eliminate the competitive advantages that organisations 

possessed before the implementation of the ERP system. They labelled this the ―Common System Paradox‖. This paradox 

has also been identified by other researchers (Lengnick-Hall et al., 2004; Markus and Tanis, 2000 and Newman and 

Westrup, 2006). Features that made the organisations unique and hard to imitate may be destroyed because of using a 

―vanilla‖ system. The so-called five forces model (Porter, 1980) displays the competitive environment the organisations 

compete in. Porter also claimed that there are only two generic strategies to obtain competitive advantage: 1) differentiation 

and 2) cost-leadership. A limitation of this framework is Porter‘s focus on industry and the neglect of the firm‘s internal 

strengths and weaknesses including its IT systems (Kalling, 1999). In 1985, Porter published a new framework, the value 

chain, which focused on competitive advantage from an internal perspective of the organisation (Porter, 1985). 

 Porter argues that effective control and structuring of these activities can enable organisations to deploy one of the two 

generic strategies described above. However, it does not take into account the specific and unique nature of the firm 

(Kalling, 1999). Processes that build up the structures, abilities and resources that allowed the organisation to perform one 

of the two generic strategies are not considered. 

 A new approach to competitive advantage has emerged in the last ten years called the resource-based view and this 

focuses on the resources behind the generic strategies. In this view, resources that enable an organisation to perform 

specific strategies are emphasised (Kalling, 1999). Wernerfelt‘s paper ―A Resource-based View of the Firm‖ (1984) won the 

prize for the most influential papers published in Strategic Management Journal prior to 1990, and it suggested that firms 

should switch to resources rather than products (Wernerfelt, 1984, 1995). 

 In this paper we use the resource-based view to define competitive advantage, building on two basic assumptions: the 

resources and the capabilities possessed by competing firms may differ (resource heterogeneity) and these differences may 

be long-lasting (resource 

immobility) (Mata et al., 1995). 

Mata and his colleague‘s 

framework (figure 1) has been 

used to define competitive 

advantage of IT in general (Mata 

et al., 1995; Powell and Dent-

Micallef, 1997). It is built up of 

three basic criteria (or questions) 

that highlight the importance of 

the resource. 

 

 

Figure 1: Resource-Based Model of Competitive Advantage (after Mata et al., 1995) 

 The first criterion in the framework is: Does a particular resource add value to the firm? This question is related to the 

possibility to reduce costs or increase revenue by product differentiation when exploiting the resource. The second criterion 

in the framework is: Is a particular resource or capability heterogeneously distributed across competing firms? If all firms 

have access to the same resources, the resources will not give a competitive advantage. It will most likely result in 

competitive parity. The third criterion in the framework is: Is a resource or capability imperfectly mobile? If firms without 

valuable resources have no problem in acquiring, developing, and using it compared with firms that already possess this 

resource, then it will only be a source of temporary competitive advantage for the firms that originally controlled it. If a 



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

182                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

resource is hard to imitate, the firms that control this resource are in a position to achieve a sustainable competitive 

advantage through this resource. 

 Earlier research showed that the immobility criterion is often based on three conditions. These conditions make it hard, 

if not impossible, for competitors to imitate the resources (Barney, 1991). The three conditions are presented below: 

 The role of history. A firm may be in the right place at the right time for acquiring and developing an important resource. 

Some resources can also only be developed over longer periods of time. Ebay.com, for example, was the first major 

mover in the development of internet-based auction software and has become highly successful in this domain. 

Amazon.com developed auction software later and has struggled to compete with Ebay in this regard. 

 Causal ambiguity. The resources can be taken for granted but are not codified. They are invisible assets and are 

therefore a tacit capability of the organisation. The resource can be made up of many small decisions and actions that 

are hard to monitor. Competitors will not know what to imitate. 

 Social complexity. A resource may be so intertwined in social networks, cultures, relationships and so on, that it will be 

very hard for a competitor to deconstruct the social structures. 

 Extensions to this framework have been made in later years (Kalling, 1999; Kalling, 2003; Beard and Sumner, 2004; 

Lengnick-Hall et al., 2004). The extensions are aimed at organisational and business resources that can lead to a 

competitive advantage based on ERP systems. The framework has been widely used in earlier research and has 

proved its value in the field of ERP and IT in general (Kalling, 1999). 

 Kalling (2003) extended the framework with the question: Is the firm organised to exploit the full competitive advantage 

of the resource (e.g. an ERP)? This extension focuses on the organisational fit and management issues that are needed to 

derive the benefits from the resource (an ERP system). This extra criterion has also found favour with other researchers 

(Beard and Sumner, 2004; Ciborra and Jelassi, 1994). While we acknowledge the weaknesses of the resource-based view, 

we argue (above) that the framework is relevant for our paper and we will use it to define the term competitive advantage. 

 
Managerial Issues Concerning ERP systems and Creating Competitive Advantage 

 There is a paucity of research on the topic of managerial issues arising from the deployment of ERP systems and 

creating a competitive advantage (Mata et al., 1995; Beard and Sumner, 2004; Kalling, 1999). The few studies that exist 

treat the issue of gaining competitive advantage in a relatively simplistic fashion (Kirchmer, 1998). Mata et al. (1995) used 

the resource-based view of the firm to find out if four proposed attributes of IT could be a source of a sustainable competitive 

advantage. The four attributes of IT are capital requirements, proprietary technology, technical IT skills and managerial IT 

skills. However, their study (Mata et al., 1995) was theoretical: it reviewed prior research. They argued that the only attribute 

that is expected to create a competitive advantage is managerial IT skills. Managerial IT skills include management‘s ability 

to conceive of, develop, and exploit IT applications to support and enhance other business functions. Thus the real value is 

not the ERP system in itself, but the way the managers exploit it (c.f. Barley, 1990). Beard and Sumner (2004) also used a 

resource-based view when they attempted to see if an ERP system could create a competitive advantage in itself. Their 

conclusions using the four criteria in the framework are summarized below. 

 Is the resource or capability valuable? There was no evidence that showed that ERP systems reduced costs. Most of 

the benefits of the ERP systems were in the ―value-added‖ category. Is the resource or capability heterogeneously 

distributed across competing firms? It was argued that ERP systems were heterogeneously distributed within some 

industries, but not in other industries such as oil, chemicals and technology, where ERP systems were becoming ―standard‖ 

due to the common system approach. ERP systems could therefore be used to achieve a temporary competitive advantage 

at best, but most often they achieve competitive parity only. Is the resource or capability imperfectly immobile? Being an 

early adopter can give a temporary competitive advantage, but this benefit is eroded over time. This is due to the ―lessons 

learned‖ by the pioneers of ERP implementation. ERP systems are increasingly imitable and create only a temporary 

competitive advantage at best. Is the firm organized to exploit the full potential of the resource or capability? Successful 

project planning, implementation, alignment and utilization of the ERP system may be a source of competitive advantage. 

This means that the management of the ERP project and subsequent operations should be in focus. Successful Business 

Process Reengineering (BPR) projects to facilitate the fit between the system and the organisation were also argued to be 

important. This conclusion by Beard and Sumner (2004) has been supported by other researchers on the topic (Mata et al., 

1995; Somers and Nelson, 2003). Along these lines, ERP suppliers promote what they claim to be ―best practices‖ for a 

particular industry. These are process templates which, if followed carefully, are claimed to enable organisations to 

transform their businesses and become more effective (Ross, 1999). However, this ―vanilla process‖ approach has recently 

been challenged as flawed (Van Stijn and Wensley, 2005; Wagner et al., 2006). 

 Lengnick-Hall et al. (2004) arrived at the same conclusions as Beard and Sumner (2004) considering the first three 

criteria in Mata et al.‘s framework (1995, see figure 1). They extended the framework by analysing the robustness of the 
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ERP system as a resource, the exploitation of the ERP system and the possibility to leverage other resources using an ERP 

system. They argued that an ERP system was a robust resource since it was strong on the implementation of short term 

tactics. This was enabled by the accurate, real-time assessment of organisational choices and activities produced by the 

ERP system. However, long-term tactics were often hampered by ERP systems, because of the strict formalization of 

processes (see also Newman and Westrup, 2006). They argued that mechanistic organisations dominated by programmed 

technologies and operations had the best fit. However, non-routine, learning and self organized organisations were the ones 

that benefit the most from the ERP systems‘ output. To reconcile this paradox they proposed a dual core structure based on 

Daft‘s (1978) earlier work. Daft argued that innovation arises from both the technical and the administrative (strategic) core. 

Lengnick-Hall et al., (2004) argued that ERP exploitation should focus on building new organisational structures, processes, 

procedures, policies and cultures based on the outcome of the ERP system. The outcome should enable the management 

to learn about the system and their organisation. This could be used to make adjustments which later could result in a 

competitive advantage. 

 Andreau and Ciborra (1996) focused on how learning took place within the organisational context of the business. A 

comprehensive learning process is hard to imitate. It will then be the basis for a sustainable advantage. Making this happen 

is a management activity. The authors developed their model, ―The strategic learning loop‖ which consisted of three loops. 

The first loop explains how core capabilities, business mission, capabilities and competitive environment are linked together 

and affect each other. The second loop is the capability learning loop. The loop focuses on the need for new organisational 

routines and how work practices use existing organisational routines to develop new capabilities. The third loop is the 

routinisation learning loop which looks at the need for new resources by taking advantage of existing work practices. All 

these loops are linked together in an organisational context. The model creates the basis for how IT can be developed from 

just being a resource to becoming a key component of core capabilities. It is especially related to Strategic IS as they could 

be part of shaping core capabilities in the organisations (Kalling, 2003). 

 The model can be used to explain how IT contributes to an organisation‘s competitiveness. Andreu and Ciborra (1996) 

present some guidelines to embed IT into core capabilities that are very alike the framework (Figure 1) used by many other 

researchers (Mata et al., 1995; Kalling, 2003; Beard and Sumner, 2004), and their conclusions are similar. 

 Powell and Dent-Micallef (1997) highlighted the importance of combining IT in general with human and business 

resources. They found that human resources are more important than business resources to leverage the potential of IT. 

The human resources described above look like resources that belong in the ―non-routine, learning and self organized 

organisation‖ presented in Lengnick-Hall et al.‘s (2004) dual core concept. Powell and Dent-Micallef‘s (1997) final conclusion 

was that the only way to achieve a competitive advantage is to leverage and exploit firm-specific, intangible resources like 

flexible culture, strategic planning, IT integration (human resources) and supplier relationships (business resource).  

 The field of knowledge management has also made some contributions to the debate (Hitt et al., 2000; Ndlela and du 

Toit, 2001; Gottschalk, 2003). While there is no focus on ERP systems or IT generally, there are many similarities with 

Kalling‘s (2003) sub processes, which are described below. Hitt et al. (2000) argued that organisations have to create, 

transfer and apply knowledge to achieve a competitive advantage. This view echoes the learning perspective of Andreu and 

Ciborra (1996). Hitt et al. (2000) claimed that creating core capabilities is the only way to deal with the uncertain, dynamic 

and volatile competitive landscape. Ndlela and du Toit (2001) and Gottschalk (2003) also identified the importance of 

recognising and rediscovering resources the enterprise already has, but which are not utilized to the full potential. 

Knowledge-based resources are also difficult to copy because of their complexity. 

 Kalling (2003) focused on how ERP systems and strategic management processes can lead to a competitive 

advantage. Again, the basis for this work is the resource-based view. The author suggested a framework to improve the 

understanding of the processes that organisations initiate to achieve competitive advantage using an ERP system. It 

focuses on the process of building competitive advantage from the output of the system. According to Kalling, this is a 

process of five major tasks; identification, development, protection, internal distribution, and usage. Organisations should 

concentrate more on changing their strategy and structures, than focus explicitly on optimising the system.  Kalling further 

claimed that ERP-based competitive advantages arise from both interdependent development of the system and the way it 

is used. The framework was constructed from a case study where an organisation implemented an in-house developed ERP 

system. During a personal communication with Kalling (13.01.2005), he also argued that the framework could be seen as a 

life-cycle process. Changes to ERP systems have to be executed all along: both the system and the organisation are subject 

to management. He also argued that systems are not changed or modified in synchronization with the organisation to the 

extent that one would expect. Changes are constrained by rigid contracts with vendors and consultants – and by the inertia 

of the organization. Kalling‘s (2003) contribution can be seen as vital since he described the entire process from identifying 

to using strategically important resources. Important managerial processes can be mapped and organised using this 

framework. However, this framework would be hard to test empirically (through interviews, for example): managers may not 

be able to see these processes in situ. E-commerce, supply chain management (SCM), customer relationship management 
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(CRM) and data warehousing are all concepts and technologies that are used to extend ERP systems. A combination of 

these concepts is often called an ERP suite. The combination of ERP systems, e-commerce and various extensions (so-

called bolt-ons) offers the possibility of at least a temporary competitive advantage (Shoemaker, 2001; Yen et al., 2002; 

Unal, 2000; Rich and Hines, 1997; Bendoly and Kaefer, 2004; Turban et al., 2004; Guptaa and Kohli, 2004; Vassiliadis et 

al., 2001) and should be included in frameworks for analysing competitive advantage from ERP systems. 

 
Discussion and Developing a Framework and Research Questions 

 In summary, an ERP system alone does not create a sustainable competitive advantage (Mata et al., 1995; Beard and 

Sumner, 2004; Lengnick-Hall et al., 2004; Powell and Dent-Micallef, 1997; Holland et al., 1999). However, managers can 

initiate processes based on the output of the ERP-system that can result in a competitive advantage (Beard and Sumner, 

2004; Lengnick-Hall et al., 2004). These processes are driven by important resources to gain a sustainable competitive 

advantage (Kalling, 2003). Many of the studies above argue that it is important to have an open environment built on trust in 

the organisation (Lengnick-Hall et al., 2004; Powell and Dent-Micallef, 1997). Ideally, the innovative organization which sits 

on top of the ―mechanistic‖ ERP system should focus on open communication, consensus, alignment and flexibility (Powell 

and Dent-Micallef, 1997). This can lead to creative thinking and learning that again can foster new innovative processes and 

structures (Kalling, 2003; Ciborra, 1991; Andreu and Ciborra, 1996). However, this is rather a homogeneous solution to what 

is a complex and varied problem: organisations and contexts differ and solutions and adaptations of ERP systems will vary 

accordingly (Hardy, 1994; Grant et al., 2006). 

 Knowledge derived from the understanding of the two cores (Daft, 1978) could be used to create a competitive 

advantage (Hitt et al., 2000; Ndlela and du Toit, 2001; Gottschalk, 2003). Managers can foster an awareness of the creation, 

distribution and usage of this knowledge (Hitt et al., 2000; Kalling, 2003). The process of accumulating and understanding 

this knowledge can be seen as a learning process (Andreu and Ciborra, 1996). The notion that ERP systems can be merely 

configured is being challenged as simplistic (Light and Wagner, 2006; Grant et al., 2006). Learning through trial and error 

(―bricolage‖) and local tinkering has to be understood as strategically important (Ciborra, 1991; Ciborra and Jelassi, 1994; 

Powell and Dent-Micallef, 1997; Kalling, 2003). To summarise the above discussion, we outline the components a 

framework based on our findings from the literature. We have categorised these concepts into four research domains: 

competitive advantage, organizational capabilities for competitive advantage, system foundations for competitive advantage 

and processes. Competitive advantage includes findings concerning benefits and drawbacks of ERP systems, what has 

been termed the ―common system paradox‖ and findings concerning whether ERP systems have impacted competitive 

advantage. Organizational capabilities for competitive advantage are to be understood as facilities that research has shown 

needs to be present to achieve competitive advantage with an ERP implementation. These include managers‘ knowledge of 

the organisation and the ERP system, top management support, open and flexible culture, training, learning (bricolage) and 

communication as well as a business competent IT/IS department and organisational structures and processes.  

A systems foundation includes the implementation and use of the system and includes topics such as creative usage, 

extraction of information and extensions or so-called ―bolt-ons‖ to the system. Finally processes include planning for 

achieving competitive advantage, dealing with hurdles encountered including escalation of resources, focusing on the future 

and the managers‘ competitive advantage process in general. However, as most of this research is purely theoretical we 

need empirical data. Below we ground this framework through two empirical case studies in a part of the European food 

industry. For this our guiding research questions will be: 

 How do organisations achieve competitive advantage even if they use the same ERP systems? 

 What resources or capabilities do organisations use to achieve competitive advantages through ERP-systems? 

 
Summary 

 How do organisations achieve competitive advantage even if they use the same ERP systems? 

 Need an ERP for at least achieving competitive parity 

 The way it is configured and implemented can give CA 

 Inability to exploit it can bring a competitive disadvantage 

 What resources or capabilities do organisations use to achieve competitive advantages through ERP-systems? 

 Individual management skills and knowledge are important 

 Configure the ERP in a unique manner for CA 

 Many small changes are difficult for others to duplicate (e.g. causal ambiguity) 

 Top management support and knowledge of ERPs is vital 

 ERP extensions (e.g. bolt-ons such as warehousing) may be crucial for 

 CA 
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Abstract  
 This paper presents a general framework for planning the quasi-static motion of climbing robots. The framework is instantiated to 

compute climbing motions of a three-limbed robot in vertical natural terrain. An example resulting path through a large simulated 

environment is presented. The planning problem is one of five fundamental challenges to the development of real robotic systems able to 

climb real natural terrain. Each of the four other areas—hardware design, control, sensing, and grasping—is also discussed. 

Keywords Motion planning, climbing, robotics, legged robots, high-risk access, natural terrain. 
 

Introduction  

 The work described in this paper is part of an effort to develop critical technologies that will enable the design and 

implementation of an autonomous robot able to climb vertical natural terrain. To our knowledge, this capability has not been 

demonstrated previously for robotic systems. Prior approaches have dealt with artificial terrain, either using special ―grasps‖ 

(e.g., pegs, magnets) adapted to the terrain‘s surface or exploiting specific properties or features of the terrain (e.g., ducts 

and pipes) [1-12]. Developing this capability will further our understanding of how humans perform such complex tasks as 

climbing and scrambling in rugged terrain. This may prove useful in the future 

development of sophisticated robotic systems that will either aid or replace 

humans in the performance of aggressive tasks in difficult terrain. Examples 

include robotic systems for such military and civilian uses as search-

andrescue, reconnaissance, and planetary exploration. Many issues need to 

be addressed before real robots can climb real, vertical, natural terrain. This 

paper considers five of the most fundamental of these issues: hardware 

design, control, sensing, planning, and grasping. One of these issues in 

particular, the motionplanning problem, is described in more detail. A general 

framework for climbing robots is presented and this framework is instantiated to 

compute climbing motions of the three-limbed robot shown in Figure 1. 

Simulation results are shown for the robot in an example vertical environment. 

 

Figure 1 A three-limbed climbing robot moving vertically on natural surfaces. 
 

Motivation 

 The results of research in this area will benefit a number of applications and have implications for several related 

research areas. 
 

Applications 

 This paper is motivated by a need for robotic systems capable of providing remote access to high-risk natural 

environments. There are many terrestrial applications for these systems, such as search-and-rescue, cave exploration, 

human assistance for rock and mountain climbing, and tactical urban missions. Each of these applications requires climbing, 

descending, or traversing steep slopes and broken terrain, and thus involves consider-able human risk. 

 Several space applications could also benefit from these aggressive robotic systems. For example, sites on Mars with 

potentially high science value have been identified on cliff faces [13]. Often, it is neither practical nor feasible for flying robots 

to access these locations. Therefore, to reach these sites, robots must climb, descend, or traverse steep slopes. Future 

goals for exploration on other planetary bodies may require access to equally rugged terrain. 
 

Implications 

 In addition to furthering the development of a climbing robot for vertical natural terrain, the results of research in this 

area could provide fundamental insight into several related research areas. For example, this study could lead to the 
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development of better strategies for robotic walking or dexterous manipulation. Human climbers often comment on an 

increase in balance and an expanded range of movement in everyday activity as they become more proficient at the sport. 

This enhanced mobility is often referred to as ―discovering new degrees of freedom,‖ and is related to the idea of discovering 

useful new modes of mobility for ex-tremely complicated humanoid robots or digital actors. Also, the development of 

planning algorithms for climbing robots could lead to a better set of criteria for the design of these types of robots.  

These algorithms could be applied to candidate designs in simulation to determine the capabilities of the resulting robots, 

and thus to select a design. 

 
Fundamental Issues 

 There are five fundamental issues involved in climbing steep natural terrain: hardware design, control, sensing, 

grasping, and planning. A substantial amount of work needs to be done in each of these areas in order to develop a real 

climbing robot. This section describes the challenges involved in the first four of these areas; the planning problem will be 

discussed in more detail in Section 4. 

 
Hardware Design 

 A good hardware design can increase the perform-ance of the robot, and often can make each of the other 

fundamental issues easier to deal with. However, past use of hardware solutions in maintaining equilibrium generally 

resulted in a fundamental limitation on the terrain that could be traversed. Wheeled robotic systems have been used to 

ascend and traverse natural slopes of up to 50 degrees, to descend slopes of up to 75 degrees, and to climb over small 

obstacles in rough terrain. These systems either use some form of active or rocker-bogie suspension as in [12, 14-16], or 

use rappelling as in [1]. Similar results have been obtained using legged rappelling robots [3, 17] and a snake-like robot [4]. 

The terrain that these rovers can traverse robustly is impressive, but none of the existing systems has been shown to be 

capable of climbing natural slopes of 90 degrees or higher. Wheeled rovers and snake-like robots have an inherent grasping 

limitation that prevents their use in ascending sustained near-vertical or descending sustained past-vertical natural slopes. 

Existing legged robotic systems do not have this limitation, but still have bypassed the issue of main-taining contact with the 

slope by using rappel tethers. Reliance on these tethers prohibits initial cliff ascent, and limits the slope grade on cliff 

descent to below 90 degrees. A wide variety of robots capable of climbing vertical artificial surfaces is available. Most of 

these robots exploit some property of the surface for easy grasping. For example, some of these robots use suction cups or 

permanent magnets to avoid slipping [5-8]. Others take advantage of features such as balcony handrails [9] or poles [10]. 

However, the surface properties that are exploited by these robots generally are not available in natural terrain.  In contrast, 

the simpler hardware designs used by [2, 11] had no such limitations. It is expected that solutions to the planning problem 

such as the one presented in this paper will allow basic natural vertical terrain to be climbed by similar systems, in addition 

to the ducts and pipes climbed by existing systems, and will suggest design modifications for better perform-ance. Future 

studies could address the use of other types of tools for grasping vertical natural surfaces, such as tools for drilling bolts or 

placing other types of gear in rock. The use of these tools would allow more challenging climbs to be accomplished, in the 

same way that ―aid‖ helps human climbers [18, 19]. However, these tools bring an increase in weight and complexity, 

slowing movement and limiting potential applications. 

Control 

 There are three primary components of the control problem for a climbing robot: maintenance of equilibrium, endpoint 

slip control, and endpoint force control. These three components are tightly related. In order to maintain balance, both the 

location of the center of mass of the robot and the forces from contacts with natural features must be controlled. Control of 

slip at these contacts is directly related to the direction and magnitude of the contact forces. Existing control techniques such 

as those based on the operational space formulation [20] could form a baseline approach to the design of a control 

architecture for a climbing robot. However, these techniques could be extended in a number of different ways to achieve 

better performance. For example, future research might address the design of an endpoint slip controller that is stable with 

respect to the curvature of a contact surface, rather than with respect to a point contact only. 

Sensing 

 For control and grasping, the robot must be capable of sensing the orientation of its body with respect to the gravity 

vector, the location of its center of mass, the relative location of contact surfaces from its limb endpoints, and the forces that 

it is exerting at contacts with natural features. For planning, the robot must additionally be able to locate new holds and 

generate a description of their properties, possibly requiring a measurement of levels of slip at contact points. Sensor 

integration, in order to acquire and use this information with algorithms for control, grasping, and planning, is a challenging 

problem. Existing engineering solutions are available which can lead to the development of a baseline approach in each 

case. For example, sensors such as those de-scribed in [21, 22] can provide basic endpoint force and slip measurements, 

an inertial unit and magnetic compass can provide position information, an on-board vision system can provide a rough 
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characterization of hold locations and properties, and encoders can provide the location of the center of mass. However, the 

improvement of each of these sensors—in terms of performance, mass reduction, or cost reduction—presents an open area 

for research. Although the performance of the planning frame-work that will be presented in Section 4 would be improved 

with better sensor information, it does not depend on a perfect model of the environment a priori. Since the framework leads 

to fast, online implementation, plans can be updated to incorporate new sensor information as it becomes available. 

 

Grasping 

 The performance of a climbing robot is dependent on its ability to grasp ―holds,‖ or features on a steep natural surface. 

It has already been noted that special-ized grasping schemes, relying on specific properties of the surface such as very 

smooth textures, pegs, or handles, cannot be used for grasping arbitrary natural features. The problems involved in grasping 

natural holds will be examined further in this section. Traditionally grasp research has been interested in either picking up an 

object or holding it immobile (also called ―fixturing.‖) Research in this subject dates as far back as 1876 it was shown that  a 

planar object could be immobilized using a minimum of four frictionless point constraints [23]. Good overviews of more 

recent work can be found in [24, 25]. In this field an important concept is ―force-closure,‖ defined as a grasp that ―can resist 

all object motions provided that the end-effector can apply sufficiently large forces at the unilateral contacts.‖ [25] Nearly all 

research on grasps has focused on selecting, characterizing, and optimizing grasps that have the property of force-closure. 

 However, for the task of climbing a grasp need not achieve force-closure to be a useful grasp. For example, a robot 

may find a shelf-like hold very effective for pulling itself up, even though this grasp would be completely unable to resist 

forces exerted in other directions. For this reason, the techniques for selecting, characterizing, and optimizing grasps must 

be expanded significantly to apply to climbing robots. Characterization involves examining the direction and magnitudes of 

forces and torques (also called wrenches) that can be exerted by the grasp.  

 

 

 

 

 

 

 

 

Figure 2 Four different human climbing grasps, the (a) open grip, (b) crimp, (c) finger-lock, and (d) hand jam. 

 

 The idea of characterization also encompasses a ―quality factor.‖ Measures of grasp quality have been researched 

extensively and are well reviewed in [26]. This work lists eight dexterity measures that include minimization of joint angle 

deviations and maximization of the smallest singular value of the grasp matrix. Other relevant research has been done using 

the concept of the wrench space. Using this concept, quality is defined as the largest wrench space ball that can fit within 

the unit grasp wrench space [27]. The volume of the grasp wrench space, or of more specialized task ellipsoids, could be 

used as a quality measure [28]. These ideas have been expanded to include limiting maximum contact force and applied in 

a grasp simulator to compute optimal grasps with various hands in 3D [29, 30]. 

 However, the concept of grasp quality is ill defined for grasps that do not provide force-closure. Depend-ing on the 

direction that a climber wishes to go, different grasps may be of higher quality. Furthermore, grasp quality generally includes 

a concept of security or stability, and this too is ill defined for non-force- closure grasps. Again, depending on the direction of 

applied forces, the security of a grasp may change. The concept of hold quality must be defined before useful optimization is 

possible. Also, an efficient way of transmitting this information to a controller or planner is necessary to accomplish the 

climbing task. A qualitative classification of different types of grasps already exists in the literature for human climbers [19, 

31]. In this classification, grasps are first broken into two categories, those meant for pockets, edges, and other 

imperfections on otherwise unbroken vertical rock faces, and those meant for sustained vertical cracks. Several examples of 

different face and crack grasps are shown in Figure 2. The literature gives a rough idea of the quality and use of each type 

of grasp in terms of criteria such as a perceived level of security, the amount of torque that can be exerted on a hold, and 

the amount of friction at the ―power point.‖ Not only is this expert intuition qualitative, but also it is clear that human climbers 

need to perform additional grasp planning for specific cases. As put by Long, ―There are as many different kinds of holds as 

there are ways to grab them [31].‖ However, this intuition can be used as a starting point for determining meaningful 

quantitative criteria for grasp selection and optimization. A comparison of the climbing literature with past work on robotic 

grasp planning reveals several other fundamental differences between the two applications that may become important in 

future research. For example, many climbing holds are very small, so the fingers used in a climbing grasp often have large 

diameters relative to the object to be grasped. Literature on robotic grasping primarily considers the case where the fingers 
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have small diameters relative to the object. In addition, some climbing grasps, as mentioned above and shown in Figure 2, 

are based on jamming fingers in a crack. This technique is very different from one a robot might use to pick up an object, 

and requires a high degree of flexibility and small degrees-of-freedom in order to ―un-jam‖ the fingers. Clearly, continued 

work on climbing robots eventually will lead to the consideration of a wealth of new issues in grasping. 

  
Planning 

 The planning problem is the fifth fundamental challenge for climbing robots in natural terrain. Details of the motion-

planning framework presented in this section are given in [32]. 

 

Challenges 

 The planning problem for a climbing robot consists of generating a trajectory that moves the robot through a vertical  

environment while maintaining equilibrium. This problem is challenging even for human climb-ers! Climbing is described by 

Long as a ―singular challenge, where each ‗route‘ up the rock is a mental and physical problem-solving design whose 

sequence and solution are unique. Every climb is different [31].‖ Much of the sequence for a particular route might be 

composed of one of a variety of different types of ―moves,‖ such as a back-step, stem, mantel, high-step, counterbalance, 

counterforce, lie-back, down-pressure, or under-cling. Some of these moves are shown in Figure 3. Each ―move‖ is a 

learned technique for maintaining balance that may seem counterintuitive. In addition to these heuristics, movement through 

a large number of other very specific body positions might be necessary to progress towards the top of a climb. 

 

 

 

 

 

 

 

 

 

 

 

 

 
Conclusion 

 This paper described the challenges to developing an autonomous climbing robot and presented a framework for 

addressing the planning problem. 
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ABSTRACT 
        Human computer interface is the power underlying developments that move into items and techniques that individuals utilize, if for 

work or delight. A new line human computer interface is the power underlying developments that move into items and techniques that 

individuals utilize, if for work or delight. Human components are both a science and a field of designing. It is concerned with human 

proficiencies, impediments, and execution, and with the outline of frameworks that are proficient, safe, agreeable, and even pleasant for 

the humans who use them. It is additionally a craft in the feeling of regarding and advertising innovative courses for specialists to apply 

their aptitudes in planning frameworks. New line There are numerous diverse elicitation and usability, accessibility assessment systems 

and selecting the right method like interview, surveying, focus group , observing, paper prototyping, cognitive walk through and task 

evaluation. Different sorts of devices have been produced to handle diverse research targets. There are five major senses: sight, listening 

to, touch, taste and odor. Of these, the first three are the most paramount to human computer interface. Human vision is a quite 

perplexing action with a reach of physical and perceptual limits, yet it is the essential wellspring of data for the normal individual. We can 

sort these devices into three major classes: fittings, programming and logical apparatuses.  

Keywords: Human-Computer Interaction, Intelligent and Adaptive HCI, A walk into human computer interface, The psychology of human 

computer interface. 

 

Introduction 

 Before all else, there were humans. In 40s came computers. At that point in the 80s came interaction. Anyhow what 

happened between 40 and 80? Were humans not interacting with computers then? That being said, yes, however one heck 

of a human. Computers in those days were too valuable, excessively convoluted, to permit the normal human to upset them. 

Computers were painstakingly watched. They carried on with an isolates life in vast ventilated lives with raised floors and 

secured entryways corporate or school research labs or government offices. The rooms regularly had glass dividers to 

display off the exceptional status of the behemoths inside. In the event that you were of that type of human who was allowed 

access, you were presumably a specialist or a researcher particularly, a computer researcher. What‘s more you realized 

what to do. If it was joining transfers with patch ropes on an ENIAC (1940), changing an attractive memory drum on an 

UNIVAC (1950), conforming the JCL stack on a System/360 (1960), or groping and awaking around the UNIX charge set on 

a PDP 11 (1970), you were on home turf. UNIX summons like grep, for worldwide customary interpretation print, were 

evident enough. Why counsel the manual? You likely kept in touch with it With respect to UNIX‘s VI supervisor, provided that 

some poor soul was imbecilic enough to begin writing content while in summon mode, well, he got what he merited. Who 

handed him a login account, in any case? What‘s more what‘s so much discussion about make the state of the framework 

noticeable to the client? What client? Sounds a digit like, communism Connection was not on the psyches of the specialists 

and researchers who outlined, constructed, designed, and customized the unanticipated computers. Anyhow by the 1980s 

real time was an issue.  

 The new computers were not just compelling, they were useable by anybody. With convenience included, computers 

moved from their prior secure limits onto individuals‘ work areas in work environments and, more essential, into individuals‘ 

homes. One excuse for why human computer interface is so energizing is that the field‘s development and advancement are 

adjusted with, and in great measure answerable for, this sensational movement in processing practices. As in all fields, 

explore in human computer interface is the power underlying developments that move into items and techniques that 

individuals utilize, if for work or delight. While human computer interface itself is expansive and incorporates a significant 

connected part most quite in outline the emphasis in this research is thin. The emphasis is on examination the what, the 

why, and the how with a couple of stories to tell along the way. Numerous individuals partner scrutinize in human computer 

interface with advancing another or enhanced cooperation or interface and testing it in a client study. Human components 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  191 

are both a science and a field of designing. It is concerned with human proficiencies, impediments, and execution, and with 

the outline of frameworks that are proficient, safe, agreeable, and even pleasant for the humans who use them. It is 

additionally a craft in the feeling of regarding and advertising innovative courses for specialists to apply their aptitudes in 

planning frameworks.  One need just change frameworks in that explanation to computer frameworks to make the jump from 

human elements to human computer interface. Human computer interface, then, is human elements, yet barely kept tabs on 

human communication with figuring engineering or something to that affect. That said, human computer interface itself does 

not feel ―barely emphasized.‖ in actuality, human computer interface is colossally wide in extension. It draws upon 

investment and aptitude in orders, for example psychology especially cognitive psychology and exploratory psychology, 

humanism, humanities, cognitive science, computer science, and semantics. 

 

Human-Computer Interaction: Definition, Terminology. 

 Sometimes called as Man-Machine Interaction or Interfacing, concept of Human-Computer Interaction/Interfacing (HCI) 

was automatically represented with the emerging of computer, or more generally machine, itself. The reason, in fact, is 

clear: most sophisticated machines are worthless unless they can be used properly by men. This basic argument simply 

presents the main terms that should be considered in the design of HCI: functionality and usability. Why a system is actually 

designed can ultimately be defined by what the system can do i.e. how the functions of a system can help towards the 

achievement of the purpose of the system. Functionality of a system is defined by the set of actions or services that it 

provides to its users. However, the value of functionality is visible only when it becomes possible to be efficiently utilized by 

the user. Usability of a system with a certain functionality is the range and degree by which the system can be used 

efficiently and adequately to accomplish certain goals for certain users. The actual effectiveness of a system is achieved 

when there is a proper balance between the functionality and usability of a system. Having these concepts in mind and 

considering that the terms computer, machine and system are often used interchangeably in this context, HCI is a design 

that should produce a fit between the user, the machine and the required services in order to achieve a certain performance 

both in quality and optimality of the services. Determining what makes a certain HCI design good is mostly subjective and 

context dependant. For example, an aircraft part designing tool should provide high precisions in view and design of the 

parts while a graphics editing software may not need such a precision. The available technology could also affect how 

different types of HCI are designed for the same purpose. One example is using commands, menus, graphical user 

interfaces (GUI), or virtual reality to access functionalities of any given computer. In the next section, a more detailed 

overview of existing methods and devices used to interact with computers and the recent advances in the field is presented.  

Overview on HCI 

 The advances made in last decade in HCI have almost made it impossible to realize which concept is fiction and which 

is and can be real. The thrust in research and the constant twists in marketing cause the new technology to become 

available to everyone in no time. However, not all existing technologies are accessible and/or affordable by public. In the f irst 

part of this section, an overview of the technology that more or less is available to and used by public. In the second part, an 

outlook of the direction to which HCI research is heading has been drawn.  

Existing HCI Technologies 

 HCI design should consider many aspects of human behaviors and needs to be useful. The complexity of the degree of 

the involvement of a human in interaction with a machine is sometimes invisible compared to the simplicity of the interaction 

method itself. The existing interfaces differ in the degree of complexity both because of degree of functionality/usability and 

the financial and economical aspect of the machine in market. For instance, an electrical kettle need not to be sophisticated 

in interface since its only functionality is to heat the water and it would not be cost-effective to have an interface more than a 

thermostatic on and off switch. On the other hand, a simple website that may be limited in functionality should be complex 

enough in usability to attract and keep customers. Therefore, in design of HCI, the degree of activity that involves a user with 

a machine should be thoroughly thought. The user activity has three different levels: physical, cognitive, and affective. The 

physical aspect determines the mechanics of interaction between human and computer while the cognitive aspect deals with 

ways that users can understand the system and interact with it.  

 The affective aspect is a more recent issue and it tries not only to make the interaction a pleasurable experience for the 

user but also to affect the user in a way that make user continue to use the machine by changing attitudes and emotions 

toward the user. The focus of this paper is mostly on the advances in physical aspect of interaction and to show how 

different methods of interaction can be combined (Multi-Modal Interaction) and how each method can be improved in 

performance (Intelligent Interaction) to provide a better and easier interface for the user. The existing physical technologies 

for HCI basically can be categorized by the relative human sense that the device is designed for. These devices are 

basically relying on three human senses: vision, audition, and touch. Input devices that rely on vision are the most used kind 

and are commonly either switch-based or pointing devices. The switch-based devices are any kind of interface that uses 

buttons and switches like a keyboard. The pointing devices examples are mice, joysticks, touch screen panels, graphic 
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tablets, trackballs, and pen-based input. Joysticks are the ones that have both switches and pointing abilities. The output 

devices can be any kind of visual display or printing device.  

 The devices that rely on audition are more advance devices that usually need some kind of speech recognition.  

These devices aim to facilitate the interaction as much as possible and therefore, are much more difficult to build. Output 

auditory devices are however easier to create. Nowadays, all kind of non-speech and speech signals and messages are 

produced by machines as output signals. Beeps, alarms, and turn-by-turn navigation commands of a GPS device are simple 

examples. The most difficult and costly devices to build are hepatic devices. ―These kinds of interfaces generate sensations 

to the skin and muscles through touch, weight and relative rigidity.‖ Hepatic devices are generally made for virtual reality or 

disability assistive applications. The recent methods and technologies in HCI are now trying to combine former methods of 

interaction together and with other advancing technologies such as networking and animation. These new advances can be 

categorized in three sections: wearable devices , wireless devices , and virtual devices . The technology is improving so fast 

that even the borders between these new technologies are fading away and they are getting mixed together. Few examples 

of these devices are: GPS navigation systems, military super-soldier enhancing devices (e.g. thermal vision, tracking other 

soldier movements using GPS, and environmental scanning), radio frequency identification (RFID) products, personal digital 

assistants (PDA), and virtual tour for real estate business. Some of these new devices upgraded and integrated previous 

methods of interaction. As an illustration in case, there is the solution to keyboarding that has been offered by Compaq‘s 

iPAQ which is called Canesta keyboard as shown in figure 1. This is a virtual keyboard that is made by projecting a 

QWERTY like pattern on a solid surface using a red light. Then device tries to track user‘s finger movement while typing on 

the surface with a motion sensor and send the keystrokes back to the device. 

 

Recent Advances in HCI 

 In following sections, recent directions and advances of research in HCI, namely 

intelligent and adaptive interfaces and ubiquitous computing, are presented. These 

interfaces involve different levels of user activity: physical, cognitive, and affection. 

 

Intelligent and Adaptive HCI  

 Although the devices used by majority of public are still some kind of plain 

command/action setups using not very sophisticated physical apparatus, the flow of 

research is directed to design of intelligent and adaptive interfaces. The exact 

theoretical definition of the concept of intelligence or being smart is not known or at 

least not publicly agreeable. However, one can define these concepts by the apparent 

growth and improvement in functionality and usability of new devices in market. As 

mentioned before, it is economically and technologically crucial to make HCI designs 

that provide easier, more pleasurable and satisfying experience for the users. To 

realize this goal, the interfaces are getting more natural to use every day.  

Evolution of interfaces in note-taking tools is a good 

example. First there were typewriters, then keyboards and now 

touch screen tablet PCs that you can write on using your own 

handwriting and they recognize it change it to text and if not 

already made, tools that transcript whatever you say 

automatically so you do not need to write at all. One important 

factor in new generation of interfaces is to differentiate between 

using intelligence in the making of the interface (Intelligent HCI) 

or in the way that the interface interacts with users (Adaptive 

HCI). Intelligent HCI designs are interfaces that incorporate at 

least some kind of intelligence in perception from and/or response to users. A few examples are speech enabled interfaces 

that use natural language to interact with user and devices that visually track user‘s movements or gaze and respond 

accordingly. Adaptive HCI designs, on the other hand, may not use intelligence in the creation of interface but use it in the 

way they continue to interact with users. An adaptive HCI might be a website using regular GUI for selling various products. 

This website would be adaptive -to some extent- if it has the ability to recognize the user and keeps a memory of his 

searches and purchases and intelligently search, find, and suggest products on sale that it thinks user might need. Most of 

these kinds of adaptation are the ones that deal with cognitive and affective levels of user activity. 

 Another example that uses both intelligent and adaptive interface is a PDA or a tablet PC that has the handwriting 

recognition ability and it can adapt to the handwriting of the logged in user so to improve its performance by remembering 

the corrections that the user made to the recognized text. Finally, another factor to be considered about intelligent interfaces 
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is that most non-intelligent HCI design are passive in nature i.e. they only respond whenever invoked by user while ultimate 

intelligent and adaptive interfaces tend to be active interfaces. The example is smart billboards or advertisements that 

present themselves according to users‘ taste. In the next section, combination of different methods of HCI and how it could 

help towards making intelligent adaptive natural interfaces is discussed. 

 

Beginning of human computer interface 

 Nineteen eighty three is a great year to peg as the life 

commencement of human computer interface. There are no 

less than three key occasions as markers: the first affiliation 

for processing apparatus particular vested party on 

computer human connection meeting, the distribution of 

Card, Moran, and Newell‘s The Psychology of Human 

computer interface, and the landing of the Apple Macintosh, 

preannounced with flyers in December 1983. 

 

The psychology of human computer interface 

 Connected psychology is based essential research in 

psychology. In the 1980s, numerous computer science 

understudies and experts were tested with building 

straightforward and natural interfaces for computer frameworks, especially in perspective of rising connection styles 

dependent upon a graphical client interface. Obviously, inquire about in human tactile, cognitive, and engine conduct was 

generally advanced around then. What Card, Moran, and Newell did was interface low level human forms with the evidently 

harmless connections humans have with computers e.g., writing or utilizing a mouse. The structure for this was the model 

human processor. The model human processor had an eye and an ear for tactile enter to a perceptual processor, a mind 

with a cognitive processor, transient memory, and long term memory, and an arm, hand, and finger for engine reactions. 

The app chose to casing the investigations then was content altering. This may appear odd today, however it is significant to 

recollect that that 1983 originates before the Internet and the majority of today‘s registering surroundings, for example 

portable processing, touch based data, virtual reality, messaging, tweeting, etc. Content altering appeared to be the right 

structure in which to advance a connected psychology of human computer interface. Luckily, all the issues correlated to 

content altering are pertinent over a wide range of human computer interface. 

 There are some fascinating focuses here. For one, Newell 

shrewdly distinguishes a problem in the field: experimentation can‘t 

be carried out until it is past the point of no return. As he put it, the 

framework is constructed and the degrees of flexibility are bound. 

This is an exaggeration, maybe, yet without a doubt novel 

connections in new items dependably appear to be accompanied by 

a flurry of examination papers distinguishing shortcomings and 

recommending and assessing changes. There is increasingly to the 

story, notwithstanding. Think about the Apple iPhone‘s two finger 

signals, the intendo Wii‘s increasing speed sensing flicks, the 

Microsoft Intellimouse‘s scrolling wheel, or the Palm Pilot‘s content 

information motions otherwise known as Graffiti.  

 

 

These ―improvements‖ were not crisp thoughts resulting 

from building or plan brightness. These achievements, and 

numerous more, have setting, and that connection is the milieu of 

essential research in human computer interface and identified 

fields. For the samples recently referred to, the exploration went 

before commercialization. Inquire about by it‘s exceptionally 

nature requires dispersal through distribution. 

A walk into human computer interface 

 Client focused plan starts with an intensive comprehension of the specifications and prerequisites of the clients. Client 

needs examination and assessment techniques in human computer interface are a basic procedure to the accomplishment 

of specifications and outline assembling, convenience testing, and client assessment phases of programming improvement. 
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Cases of learning elicitation techniques frequently begin with beginning poll reaction; prerequisites task walkthroughs, 

meetings strategies, and emphasis bunch sessions. They can quickly scale upwards to additional complex psychometric 

outline and assessment forms. For instance, different devotions of model development, guide and aberrant perception 

practices for screening client movements and reaction time examinations, and systems for evoking mental order displays, 

that is, in recognizing master and non-master innovation use designs. The measure 

of a great experience can change from individual to individual; however the fitting 

comprehension of a usable outline originates from picking up the information that it is 

practical, effective, and attractive to its target group. 

Three key elements to survey the ease of use of an interface: 

 Usability is measured by the degree, to which the expected objectives of 

utilization of the in general framework are attained, the assets that must be 

exhausted to accomplish the planned objectives, and the degree to which the client 

uncovers the generally speaking framework adequate. 

 The convenience of a framework is additionally identified with issues 

encompassing its openness. There is an expansive go of clients to whom online 

administrations are coordinated, and the administrations handed should be 

approachable to them. 

 There is a legitimate commitment on administration suppliers to guarantee that crippled individuals have equivalent 

access to online items and administrations. Segment 19 of the Gesture makes it unlawful for an administration supplier 

to oppress an impaired individual ―in the standard of administration which it gives to the handicapped individual or the 

way in which it furnishes it‖. 

 

Conclusion 

 The subject of Human Computer Interaction is very rich both in terms of the disciplines it draws from as well as 

opportunities for research. Discussed here was just a small subset of the topics contained within HCI. The study of user 

interface provides a double-sided approach to understanding how humans and machines interact. By studying existing 

interfaces (such as the graphical user interface or the command line interface), we gain an understanding of how the human 

mind processes information. We gain insight into how human memory deals with the information presented, as well as its 

limitations. Alternatively, from studying how human physiology and psychology, we can design better interfaces for people to 

interact with computers. Work in this domain is only beginning (indeed the number of papers written on this topic has 

increased in the past few years), and there is much that we don‘t yet know about the way the human mind works that would 

allow more perfect user interfaces to be built. 
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Introduction 

 Within an organization we find number of groups. Individuals joining group(s) is a reality which may be formal or 

informal groups. People work in groups quite frequently and in many different areas of their life. Ex., work, 

school/colleges/sport, hobbies. The manager need to understand group dynamics that can enable them to adopt the right 

approach of interacting with them. 

Group Dynamics 

 By group dynamics we refer to the process of interaction within or between the groups that lead to certain attitudes or 

opinions being formed. A psychological bond gets created between people in the groups. This bonding generates a sense of 

belongingness with the group and group identity. Group dynamics include all the psychological processes that unfold as a 

consequence of people coming together and working in a integrated manner. Each member in the group depends upon 

other members of the group other members of the group. Such interdependency gives rise to some pattern in group 

behavior and thought process that is strongly believed by the group as a whole. Through the study of group dynamics of any 

group in the organization, the manager is able to support desirable behavior and curb undesirable behavior. 

Reasons for group formation in organizations 

 An organization organize its human and other resources for goal accomplishments. Common goals are better achieved 

when people work in groups with a common strategy and approach towards shared goal. It is desirable to constitute work 

groups for many reasons. While working in integrated groups, people are able to attain much more than the sum of 

individual outcomes. Such a group synergy is the basic reason why groups get formed in organizations. Members of groups 

also enjoy the privilege of affiliation to the group that confers them a higher status, enhanced pride, social security and 

satisfaction from social security and satisfaction from social interaction. At the times groups also offer economic securi ty to 

the members. Other than these motives, employees in organizations may constitute groups based on their social interests. 

Cohesiveness 

 Group think only occurs in cohesive groups have many advantages over groups that lack unity. People enjoy their 

membership much more in cohesive groups they less likely to abandon the group, and they work harder in pursuit of the 

group goals. But extreme cohesiveness can be dangerous. When cohesiveness intensifies, members become more likely to 

accept the goals, decisions and norms of the group without reservation. Conformity pressures also rise as members become 

reluctant to say or do anything that goes against the grain of the group, and the number of internal disagreements.  

So necessary for good decision decreases 

Isolation: Group think groups work in secret. They isolate themselves from outsiders and refuse to modify their beliefs to 

bring them into line with society‘s beliefs. They avoid leaks by maintaining strict confidentiality and working only with people 

who are members of their group. 

Biased leadership: A biased leader who exerts too much authority over the group members can increase conformity 

pressures and railroad decisions. In groupthink groups the leader determines the agenda for each meeting, sets limits on 

discussion and can even decide who will be heard. 

Decisional stress 

 Groupthink becomes more likely when the group is stressed particularly by time pressures. When groups are stressed 

they minimize the possibility of negative outcomes, concentrating on minor details and overlooking larger issues. 

Overestimation of the group: Groups that have fallen into the trap of groupthink are actually fiascoes and making is 

working all the wrong choices. Yet the members usually assume that everything is working perfectly. They are happy and 

confident. 

Biased perceptions 

 During groupthink members respond to people who oppose their plan with suspicion. They often adopt ideas that are 

completely inconsistent with reality, and yet they rationalize their beliefs. 
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Conformity pressures 

 In groupthink situations pressures to conform become overwhelming. Each individual members of the group 

experiences a personal reluctance to disagree. Through self-censorship, pressuring dissenters, and mind guarding, the 

group develops an atmosphere of unanimity. Every person may privately disagree with what is occurring in the group, yet 

publicly everyone express total with groups policies. 

Defective decision making strategies 

 Groups usually make decisions by sharing information weighing alternatives, discussing costs and benefits and seeking 

new information. When a group experiences groupthink, it locks into a plan of action and does not waiver from it. It 

experiences tunnel vision, and no longer uses effective decision making strategies. 

Hazing 

 Hazing is an entrenched group practice, and has been documented in ancient and modern societies and in all parts of 

the world. It‘s a remnant of the modern-day group‘s origins in the primal horde, designed to humble newcomers remind them 

of their lowly status, and teach them to respect the group‘s chain of command and traditions. Hazing legitimizes the abuse of 

power by group leaders who claim the practice will unify the group ,weed out the weak and committed and give newcomers 

a chance to prove their worth. 

Group development 

 Nearly every theorist who has wondered about some aspects of groups and their dynamics has also speculated about 

regularities in the way groups change time. Indeed the issue of groups change time. Indeed the issue of groups changing 

overtime is so central to the study of groups dynamics to be the scientific study of groups. 

Techniques for managing group dynamics 

 There are many techniques to assist the facilitator in managing the agenda and group dynamics. the following are just 

a few of the more common and frequently used techniques available to the facilitator. Be creative and adaptive. Different 

situations require different techniques. With experience will come understanding of how they affect group dynamics and 

when is the best time of use them. 

Equalizing participation 

 The facilitator is responsible for fair distribution of attention during meetings. Facilitators call the attention of the groups 

to one speaker at a time. The grammar school method is most common technique for choosing the next speaker.  

The facilitator recognizes each person in the order in which hands are raised. Often inequities occur because the attention is 

dominated bu an individual or class of individuals. Inequities can be corrected in many creative ways. For example, if men 

are speaking more often than women, the facilitator can suggest a pause after each speaker, the women counting to five 

before speaking, the men counting to ten. In controversial situations, the facilitator can request for the proposal, and three 

speak against. If the group would like to avoid having the facilitator select who speaks next, the group can self select by 

asking the last speaker to pass an object , a talking stick to the next. 

Effective teams 

 Effective teams do not just happen, they are meticulously put together consisting of a group of highly skilled, highly 

motivated individuals who have a clear picture of their goals and can receive clear and tangible evidence of their 

achievements. A highly charged environment will attract high performers who are looking for success. Success builds on 

success therefore a group‘s reputation is also a major selling point. There must be an opportunity for individual success 

within the framework of the group‘s goal. There must be recognition of professionalism from co-workers, peers and the 

outside world. These are the factors that contribute to winning sports team and there is no reason to think that other groups 

will respond any differently. 

The importance of communication 

 Group dynamics often concerns communication because communication is a central feature through which information 

is distributed through which information is distributed, data is analyzed and decisions are made. The effectiveness of a 

group‘s communication is the primary factor in predicting a group‘s success. Groups can benefit from sophisticated project 

management software applications which can keep a record of what is and should be happening at any point in time. More 

recently .virtual meetings using web-based software and teleconferencing facilities have become the norm when groups are 

distributed across a wide geographic area. 

Virtual teams 

 Virtual teams are groups of individuals who work interdependently, are located at a distance from each other, and 

located at a distance from each other, and conduct most of their collaboration through communication technology (rather 

than face-to-face). A ―pure‖ virtual team is one which each member is geographically distant from each other member, but 

more often, at least some of the members are likely to be collocated. As organization becomes more global and outsource 

more of their work, and as trends such as hot disking and telecommuting become popular in some professions, more and 

more business is being conducted across geographic distance. In many organizations today, it is not possible to locate 
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everyone at the same site. This fact, in combination with the recent proliferation and improvement of communications 

technology, means that the use of virtual teams is likely to become more common. 

 Despite the dispersion of team members in virtual teams, organizations want to benefit from bringing together 

employees with diverse expertise without spending too much on travel. Although some travel is still likely to be necessary, 

the aim is to allow these geographically dispersed individuals to work together while they are apart. This work typically takes 

place through communications technologies such as e-mail, the telephone (including audio conferences), voice mail, instant 

messaging, video conferencing, shared desktops, intranet sites, and other interactive computer-based tools. Although 

traditional collocated teams may make use of some of these technologies, virtual teams rely on them more heavily because 

they cannot easily arrange face-to-face contact. 

 
Conclusion 

 Group dynamics are important because people interact with others on regular basis. People are sometimes thrown 

together in groups and at other tomes there is deliberate care taken in how people are grouped together. Law enforcement 

may care about groups because there is a difference between a group of people peacefully protesting and a mob. Law 

enforcement personnel must be trained to know the difference or innocent people may be harassed or warning signals of 

trouble could be overlooked. Company managers care about groups because groups influence how well and how much 

work gets done during the average work day. If there is constant conflict among groups then productivity will suffer. If groups 

and subgroups form close alliances, they may not want to work with others outside their group which may impact the 

success of new projects. Successful managers are adept at building groups into high performance teams and helping these 

teams develop strategies for solving problems and resolving conflict. 

 

 

  



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

198                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

 

BRAND LOYALTY AND ITS IMPACT ON CONSUMER BEHAVIOUR 

 

J. Anbazhagi 

Department of Commerce (Unaided), D.K.M College for Women, Vellore 

 

 
 
 

Introduction 

 Brand is a product or service, which relates firm‘s products or services and reputation with consumer needs and 

expectations. Typically being distinctive and authentic, a brand name reflects an organization‘s positioning relative to its 

competitors as well as the organization‘s personality in the context of the target market. Successful brands live in the hearts 

and minds of the consumer. The object of creating brand loyalty is to build a relationship with the customers, as well as to 

instilled in ideas within their minds as to the nature of the organization, their category of customer, and the respective 

organization extends its relationship with the customers at large. In this context, if the respective organization fails to take in 

to account the changing customer values, it may probably end up with loosing its customer base to a competitor, hence the 

value and importance of maintaining brand loyalty and its due influence on the customer‘s purchase choice.  
 

Brand Loyalty 

 Brand loyalty is a twofold concept consisting of actual brand loyalty and repeat purchase behavior. The latter only 

covers repeat purchases where the customer/ consumer buys a certain brand again for reasons of convenience or routine. 

Actual brand loyalty involves a psychological commitment to the brand in question. When measuring the level of brand 

loyalty, one should therefore not merely look at customers, purchase behavior, but also chart psychological drivers behind 

that behavior. It has been suggested that brand loyalty includes some degree of pre-dispositional commitment towards a 

brand. Customer‘s perceived value, brand trust, customer satisfaction, repeat purchase behavior, and commitment are 

found to be the key influencing factors of brand loyalty. Commitment and repeated purchase behavior are considered as 

necessary conditions for brand loyalty, followed by perceived value, satisfaction and brand trust. 
 

Dimensions of Brand Loyalty 

Jean-Noel Caperer identifies three dimensions of Brand Loyalty model: 

1. Brand preference 

2. Single product repeat purchase 

3. Trial of line or brand extensions 

 This model provides insight into three level of brand loyalty, with brand preference being the lowest level and trial of line 

or brand extensions the highest. 
 

Brand Loyalty measuring tool 

 Rossiter and Bellman distinguish thirteen different type of purchase behaviour, which they go on to classify in five main 

categories of brand loyalty: 

1. Brand loyals 

2. Favourable brand switchers 

3. Other-brand switchers 

4. Other-brand 

5. New-category users 
 

Brand loyalists have the following mindset 

 ― I am committed to this brand‖. 

 ― I am willing to pay a higher price for this brand over other brands‖. 

 ― I will recommend this brand to others‖. 
 

Factors influencing brand loyalty 

 It has been suggested that brand loyalty includes some degree of pre-dispositional commitment towards a brand. 

Customer‘s perceived value, brand trust, customer satisfaction, repeat purchase behavior, and commitment are found to be 
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the key influencing factors of brand loyalty. Commitment and repeated purchase behavior are considered as necessary 

conditions for brand loyalty, followed by perceived value, satisfaction and brand trust. 

Brand loyalty entails commitment and repeated consumer purchase behavior following perceived value, 

satisfaction, and brand trust 

 Brand loyalty is not to be characterized exclusively by a customer‘s ability to repurchase a brand. 

 Consumer perceived value, rand trust, satisfaction repeat purchase behavior, and commitment are found to be the key 

influencing factors of brand loyalty. 

 The benefits of brand loyalty are longet tenure (or staying a customer for longer), and lower sensitivity to price. 

 True brand loyalty exists when: (a) customers have a high relative attitude toward the brand, which is then exhibited 

through repurchase behavior; and (b) whether the customer is committed to the brand. 

 The four patterns of behavior: (a) Hardcore Loyal, who buy the brand all the time; (b) Split Loyal, loyal to two or three 

brands; (c) Shifting Loyal, moving from one brand to another; and (d) Switchers, with no loyalty (possibly ‗deal-prone‘ or 

‗vanity prone‘). 

 The benefits of brand loyalty are longer tenure (or staying a cusotmer for longer), and lower sensitivity to price. Recent 

research found evidence that longer-term customers were indeed less sensitive to price increases. 

 
Conclusion 

 Branding is by far one of the most important factors influencing an item‘s success or failure in the marketplace, and can 

have a dramatic impact on how the ―company behind the brand‖ is perceived by the buying public. In other words, the brand 

is not just a representation of a company‘s product; it is a symbol of the company itself, and that is where the core of brand 

loyalty lies. A brand needs more than identity; it needs a personality. Just like a person without attention-grabbing 

characteristics, a brand with no personality can easily be passed right over. A strong symbol or company logo can also help 

to generate brand loyalty by making it quickly identifiable. In order to create brand loyalty, advertisers must break consumer 

habits, help them acquire new habits, and reinforce those habits by reminding consumers of the value of their purchase and 

encourage them to continue purchasing those products in the future. 

 
References 

1. Brand Loyalty and Loyalty of Brands: A Symbiotic Relationship. Journal of Law and Commerce.  

2. Kotler, P Marketing Management, Prentice Hall of India, New Delhi. 

3. Pillai and Bagavathi, Modern Marketing: Principles and Practises, S.Chand New Delhi. 

. 

 

  



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

200                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

 

AN INNOVATIVE STUDY ON EMPLOYEE AWARENESS TOWARDS 

ORGANISATIONAL WELFARE MEASURES 

 

Mrs. Roopa Karnam  

Asst. Professor, Dept. of MBA, SJBIT (VTU), BGS Health & Education City, Bengaluru 

 

 
 

Abstract 
 Employee benefits refer to whatever that is done for the security and improvement of staffs and is providing over and overhead the 
nets. Labour well-being is a complete time with several facilities, profits and amenities obtainable to workers by the company.  
Welfare Indian trade advises the preparation of restorative and instructive administration an amicable work climate, and so on. Work 
welfare suggests providing welfare measures such as proper light, temperature control, purity, washroom, fitness and care measures, and 
welfare managements, for example, lodging, training, amusement, transportation and guiding. The main aim of the study is to study the 
existing employee welfare measures & to analyse the awareness of employee welfare measures among the employees provided by the 
organisation. Finding of the study revealed that most of the respondents are happy with those facilities which are prescribed by welfare law. 
Overall study has been indicating that the company is ready to take any steps for protecting their employees and by this company tries 
to increase work efficiency. The above study was concluded that the majority of the employees are fulfilled by the wellbeing amenities 
provided by the organisation. 
Keywords: Employee welfare, Management, amenities, benefits, work efficiency 

 
Introduction 

 India‘s manufacturing rule outline started to be liberalized from the 1970s and this procedure accelerates with the 

main economic improvements introduced in the year 1991. Manufacturing deregulation and liberalization have opened up 

chances for development, but at the sometime have increased many fears. The slowly improvements of Indian business 

throughout the previous time, mainly between the mid-1960s and late 1970s was the focus of serious academic 

discussion. Indian trade progress was delayed due to the slow increase of internal demands a consequences of the unfit 

pay delivery and slow expansion of agriculture‘s revenue in the nation. But the finished requirement on domestic 

marketplaces for work extension. India‘s industrial components remain classified in to listed & unregistered subdivisions. 

Whole plants that employee extra ten labours through the help of control and extra twenty labours without the aid of 

control remain categorized below recorded manufacturing activities are classified under the unregistered business. 

 India‘s upward mixing with a worldwide economy and the management gratitude that structure desires to be over hauled 

stand possible to guarantee that leaning amount of progress rise in the following decades. Reputation of trade sector in 

India economic growth: The structural transformation of the Indian economy done the latter three years has been 

remarkable growth of the amenities sector, which now accounts for about 50 person of the GDP .But the prompt advance  

the speedy growth of service sectors far already the business production getting maturity is not strong weighty.  

A awareness –centred economy cannot be continued in the lengthy path except it is effectively sustained by a growing 

work economy. Employee or labour wellbeing is a wide dimension with different organisations, benefits and workplaces 

offered to employees by the employer. It covers detail of prosperity, joy, fulfilment preservation, and advancement of HR.  

It infers the setting of the base attractive models like, strength, education, assurance, work assistance and entertainment. 

Such offices empower to specialist and his private to lead a decent effort lifetime and social life. 

 This idea of "employee welfare measures" is essential, adjustable and flexible and contrasts broadly with stage, part, 

trade, societal qualities and customs, smooth development, the universal social monetary progression of the general 

population and the political attitudes winning at the definite time. It is similarly designed by the age bunch, conjugal and 

monetary status and instructive level of labourers in the distinctive ventures. A progression of pointedly differing choice 

exists on the thought processesand qualities of work welfare scheme is good. In the largest sense, it is a pretty much 

equal with work condition and all in all, including enactment and social protection, another concentration of translation 

focuses overall the wilful nature of good occupied period. Wellbeing Indian business suggests the arrangement of 

restorative and instructive administration an amiable work climate, and so on. Work welfare indicates providing healthier 

working condition, such as good lighting, temperature control, freshness, restroom, health and safety measures, and 

welfare administrations, for example, lodging, training, amusement, transportation and guiding. According to Arthur 
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James Todd, ―Employee welfare means anything done for the comfort and improvement, intellectual or social of the 

employees over and above the wages paid which is not necessity of the industry‖ 

 According to Industrial labour organisation,‖ Labour welfare means service facilities and amenities, which may be 

established in, or in the vicinity of undertakings to enable persons employed there in to perform their work in healthy and 

congenial surrounding and provided with amenities conducive to good health and high morale‖. Labour welfare goes for the 

entire advancement of the individual of the average workers. The work welfare arrangement of any association ought to 

remember the accompanying objectives: 

1. To make the management feel the employee are satisfied about the work and working conditions. 

2. To reduce the labour problems in the organisation, there are various problems affecting the workers‘ problems like 

absenteeism, turnover ratio etc. 

3. To get facilities regards proper human condition of work and living. 

4. Employee feels comfort in the organisation. 

5. Hazardous risky level decreasing. 

6. To improve economical, cultural and social condition of workers. 

7. Maintaining monetary system in wages, salary etc. 

8. To protect and prevent social goodness. 

9. Providing good facilities to employees. 

10. To increase the standard of living of working class. 

11. To recognise human values every person has his own personality and needs to be recognised and developed. It is in 

the hands of the management to shape them and help them grow. 

12. Labour welfare helps to faster a sense an of responsibilities in the industry. A person works both in a group and has an 

individual. 

Needs/Importance of Employee Welfare Measures 

1. High worker maintenance 

2. Improves profitability and productivity 

3. Better concentrate on employment 

4. Preserve physical and emotional wellness 

5. Improve the standard of living 

Advantages of Employee Welfare Measures 

1. High efficiency 

2. Support the lesson of employees 

3. To construct an aggressive Edge 

4. To get auspicious outcomes 

5. Improve industrial connection 

6. Mental and moral health also improved 

7. Social advantages 

8. Invite more employees 

Disadvantages of Employee Welfare Measures 

1. The welfare plot turns into the main thrust to work 

2. The money related weight for the organization 

3. To keep up a focused edge in the business sectors 

4. Absence of measurement tools 

5. Lack of justification for expenditure 

Need for the study 

 Employees show a important role in the manufacturing production. Hence organisation has to since the co-portion of 

the workers to high invention and to get profits. The support of the employees is achievable one after they stay wholly 

fulfilled through the employees and at work condition happening the occupation. Organisation requirement toward deliver 

several societal securities‘ benefits such as ESI, PF, Gratuity, pension as specified by the low. The concern needing 

recognized some welfare scheme for it is employees and services. It also given non- statutory amenities such as 

medicinal, instruction, entertainment. And statutory –drinkingwater, canteen, restroom etc. Welfare and social safety 

measures provided by the organisation, if staffs how been working with participation and commitment. 

Objectives of the Study 

1. To study the existing employee welfare measures 

2. To analyse the awareness of employee welfare measures among the employees 

3. To examine the satisfaction level of employees regarding welfare measures provided by the organisation. 
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Scope of the Study 

 These learning goals toward catch on view the enjoyment of the organizations, whether the concern stands offering 

compulsory, and fitness, care, and well-being actions in industry. The existing of study named employee welfare 

measures. This analysis supports on the way to develop the show of the anthropoid resources division. Labour welfare is 

fairly broad and is not limited to any industry. Labour welfare procedures must ―Qualify labours to lives a riches then 

additional satisfaction life expectancy‖ 

 
Research Methodolody 

 Descriptive Research has been employed to conduct the research. Primary data was collected from the operational & 

strategic employees through administering structured questionnaire. Personal Interviews were conducted with the 

Supervisors, Managers to collect relevant information. Secondary data is collected from the records of the company 

website, journals, and newspaper, published on research papers. Convenience sampling technique is employed to identify 

the sample under study & 100 respondents responded for the research. Correlation co-efficient and Reliability test were 

done using spss17.0 to analyse the data collected. 

 
Literature Reviews 

1. Mr T Venkataramana, Dr.E Lokanada Reddy(Jan 2015) ―A study on employee welfare measures‖ has said employee 

measures provides good life worth for employees in the form of relief and enhancement in the logical and societal 

above the wages paid weather they have or don‘t have necessity of industry.2. Shrinivas K T (Dec 2013)‖ A study 

employee welfare facilities‖ has said that employee welfare facilities always focus on employee personal feelings. It 

argues that employee is not a machine of concence. It is meant to say that welfare activities are for employee 

happiness. 

2. B Rajkuar (July 2014) ―A study on labour welfare measures and social securities‖ has suggested labour welfare must 

and should be present for good industrial relation. According to this paper it‘s a bridge between employer and 

employees. It show‘s care for workers. It is quite essential to human resources management because of creating well-

being attitude of employees. 

3. K Logashakthi and K Rajugopal (June 2013) ― A study on employee health, safety, and welfare measures‖ has 

suggested that labour and social welfare measures are the means of encouraging the competence of labour. The 

company not only concentrates on the satisfaction of their job, it also concentrates on other facilities. 

4. Chitra M Shelar, R. G Phadatare (July-August 2013)‖ A study of employee welfare and social security measures‖ has opinion 

that employee welfare refers to the additional aspect giving happiness in the direction of the employees. This paper presents 

analysis of differently welfare and social security measures provided by the selected industrial units in India. 

 
Limitation of Study 

 Employee was tough pressed for time in view of the job stresses, and difficult work schedules. So the views expressed 

by employees refer to the certain time aspect of interviewing them. Time constraints were another limited factors. The time 

available for the study was very much limited. 

 
Data Analysis and Interpretation 

 The  data collected was analysed to find out the 

awareness level of the employees towards various 

employee welfare schemes provided by the organisation. It 

was found that the employees were pretty aware of the 

welfare measures provided by the organisation. The 

following table reveals the awareness of the employees 

towards various schemes: Most of the respondents were 

aware about the working timings since the company follows 

general working hours.  The company provides user 

manuals to each & every employee handling machines & 

also trains the employee regarding machine handling in 

order to reduce the number of accidents & hazards. From 

the data, it was known that employer & employee 

relationship is very cordial, since the employer has provided 

good working conditions to the employees & salary is paid 

on-time. Most of the National festivals are celebrated in a 

Welfare Measures Awareness Level (%) 

Healthcare Facilities 51 
Medical Check-up 67 
Drinking Water Facilities 56 
Canteen Food 65 
Cleanliness Maintenance 48 
Work-Space Provided 51 
Safety & Security 46 
Equipment Handling 71 
Safety Certifications & Manuals 54 
First-Aid Box Availability 40 
Emergency Facilities 56 
Leave Policies 52 
Compensation Policies 56 
Benefit Policies 39 
Incentives 58 
Working hrs 72 
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pomp and show way. Sports‘ activities are conducted to enhance the team attitude, curb group dynamics, & to inculcate 

healthy working atmosphere. Mandatory welfare measures such as clean drinking water facilities, sanitary facilities, 

canteen facilities, and counselling sessions are provided to boostup the morale of the employee & leverage the 

productivity. Appraisals are done timely & there‘s a reward system to reward the best work done by the employees. 

 

Hypothisis Test 

 H0: Employees are not happy to extend working hours if safety and securities is provided by the company. 

 H1: Employees are happy to extend working hours if safety and securities is provided by the company. 

Correlations 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
safety and security priority in 

company 
employee happy to work 

beyond the working hours 

65/865safety and security    

Pearson Correlation priority in company         

Sig. (2-tailed)
 

N 

1 .292** 

 .003 

100 100 

employee happy to work      
Pearson Correlation beyound the working hours    
Sig. (2-tailed) 

N 

.292** 1 

.003  

100 100 

 
Investigation 

 Since the calculated values 0.003 is less than 0.01, so Ho (Employees are not happy extended working hours even if 

safety and security is provided by the company)is rejected and H1 (Employees are happy to extended working hours even 

if safety and security is provided by the company) is accepted. From table it can be inferred that the correlation coefficient is 

positive in nature and is significant at 1% confidence level. The above qualitative test table revels that the employee are 

aware about the safety and security measures provided by the organisation and are happy to even extend their working 

hours for the benefits of the organisation. 

 
Reliability 

Reliability Statistics 

 From above table in can be inferred that the obtained Cronbach‘s alpha 

value is 0.672, this indicates there is an internal consistency among the variables. 

 

 
Findings 

 Health facilities: Most of respondents agreed that their employees are concern about their health has the company 

provides good health facilities in a good manner. 

 Medical check-up facilities: as most of the respondents agree that the medical check-up facilities are given .it can be 

said that the company believes healthy employees as an assets of the organisation. 

 Healthy drinking liquid facilities: most of the respondents are happy through the drinking water services given in the company. 

 Canteen food qualities: most of them agree that the quality of foods provided in the canteen is very good. As the 

company believes that healthy employees in the organisation lesser absentisum rate in the company. 

 Cleanliness and hygiene: most of the respondents agree that the company as the clean and hygiene environments 

as it has concern about the employee working there. Canteen space: majority o0f the respondents agree that the 

company has huge space for the canteen to avoided the crowdness during lunch hours in the canteen. 

 Safety and security: most of the respondents as agree that the company gives priority to the safety and security of the 

employee. 

 Training equipment handling: majority of the respondents agree that there is a rule for handling training equipment 

so that the damages on equipment can be reduced. 

 Safety device for safely: most of the respondents are agree that the organisation provides safe working environments. 

 Maintain safety standards: most of respondents agree that the company maintained safety standards by 

providing safe device to work. 

 Update safety securities: majority of the respondents agree that the safety securities are updated in the organisation. 

 First –aid box facilities: majority of them strongly agree that the industry has first-aid box facilities. 

Cronbach's Alpha N of Items 

772 11 
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 Medical facilities: most of respondents agree that are clearly guided with the medical facilities available in the company. 

 Medical emergency during stress: most of respondents agree that they are clear with the medical policy of the organisation. 

 Employees prepare for the worst medical situation: most of the respondents agree that they work prepared for the 

medical situation as the company provides clear guidelines about the medial facilities available. 

 Medical leaves: most of the respondents agree that the medical leaves in case of emergency are given to them. 

 Compensation policy: majority of the respondents strongly agree that compensation policies are clearly defined. 

 Competitive peers: majority of the respondents agree that compensation provide by the company reduce the attrition rate. 

 Compensation benefits: most of respondents agree that the compensation includes benefits scheme which ids 

pretty motivation to the employees. 

 Regular increments and perks: most of the respondents agree that regular increment and perks help to keep them 

motivated and does not give the idea of quitting the job. 

 Well working environments: majority of them strongly agree that the firm has been giving them well working 

environments in the company. 

 Employee happy to work behind the working hours: most of the respondents agree that the don‘t mind extending 

working hours since they are happy with the job they perform. 

 Good working condition: majority of them agree that employees feel maintain because of good working condition. 

 Sanitary facilities: most of the respondents agree that the company provides good sanitary facilities in a 

hygienic condition. 

 Relationship between employer and employee: majority of the respondents agree that good working environment 

makes good relationship between employer and employee. 

 Lighting and ventilation facilities: most of the respondents agree that the company has a very good lighting and 

ventilation facilities. 

 Celebration of festivals: most of them are highly satisfied for the celebration done in the firm during festivals. 

 Awards: most of the respondents highly satisfied that the company awards the disco planned employees. 

 Suggestion scheme: most of the respondents are highly satisfied that the suggestion scheme of the organization 

is excellent. 

 Sports activities: most of the respondents are highly satisfied with the sports activity conducted in the organization 

for the recreational facilities of the employee. 
 

Suggestion 

 The organisation should improve the canteen facilities by enhancing the qualities of food and infrastructure of 

canteen. 

 The menu should be improved by giving many variety & calorified food. 

 Internal canteen should be provided to the employees in order to reduce the wastage of time. 

 Improve the safety measures of the organizations by providing standard products such as shoes, gloves, helmet etc. 

 Improve the employee engagement process by conducting activities which will enhance the relationship between 

employer and employee. 
 

Conculsion 

 Human resources play in a significant part in any organisation. If the employees are content with the welfare 

scheme only then the output of that organisation can be improved which also helps the organisation to prosper. It is pure 

that the businesses are actual keen in endorsing a welfare services providing by the company. A study on employee 

welfare measures had an objective to evaluate the awareness of the employees towards the welfare measures provided 

by the organisation. It was found that various welfare scheme and social security scheme such as better working condition, 

healthy drinking water facilities, ventilation, canteen facilities and also many other facilities were provided by the organisation 

& most of the employee are happy with the welfare scheme of the organisation. 
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Abstract 
 The Objective of this study was to examine the effects of big-five personality traits and Organizational commitments on 

Organizational Citizenship behavior (OCB). Organizational citizenship behavior is multi dimensionality as a special addition to personnel 

behavior apart from the roles and responsibilities stated in Organizational Effectiveness. 

 
Introduction 

 To study the importance of "personality", and to observe the circumstances under which it faces and influences an 

individual in an organization, one will have to study three different dimensions: organizational behavior, personality and the 

relationship between these two. This paper will start by exploring the first two dimensions before illustrating their 

relationships. At the end, a conclusion will be drawn based on multi role by different personalities in organizational and 

effectiveness. 

 
Definition of Personality 

Universal Themes: The fundamental problems in life concern getting along and getting ahead developing relationships and 

developing careers. These problems exist in a state of tension. We resolve these problems during social interaction 

especially at work. Personality is about individual differences in the ability to get along and get ahead.                               

 
Defining Organizational Effectiveness                                                  

 Talented team members (found using valid selection methods) 

 Good managers/coaches (found using valid selection methods) 

 Engaged team members (created by good management) 

 Effective competitive strategies 

 Monitoring systems Senior leadership controls these elements of effectiveness 

 
Why effective organizations matter              

 Life is about competition within and between groups psychologists focus on competition within groups but competition 

between groups drove human evolution. Group survival trumps individual survival. What is good for the group is always 

good for the individual; what is good for the individual may not be good for the group free riders. 

 
The Big five personality traits  

 The concept of the "Big Five" personality traits is taken from psychology and includes five broad domains that describe 

personality. These five personality traits are used to understand the relationship between personality and various behaviors. 

These five factors are assumed to represent the basic structure behind all personality traits. These five factors were defined 

and described by several different researchers during multiple periods of research. However, as a result of their broad 

definitions, the Big Five personality traits are not nearly as powerful in predicting and explaining actual behavior as are the 

more numerous lower-level, specific traits. 

 
The Five Traits are: 

 Openness: Openness to experience describes a person's degree of intellectual curiosity, creativity, and preference for 

novelty and variety. Some disagreement remains about how to interpret this factor, which is sometimes called intellect. 

 Conscientiousness: Conscientiousness is a tendency to show self-discipline, act dutifully, and aim for achievement. 

Conscientiousness also refers to planning, organization, and dependability.     

https://www.boundless.com/management/definition/creativity/
https://www.boundless.com/management/definition/achievement/
https://www.boundless.com/management/definition/planning/
https://www.boundless.com/management/definition/organization/
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 Extraversion: Extraversion describes energy, positive emotions, assertiveness, sociability, talkativeness, and the 

tendency to seek stimulation in the company of others. 

 Agreeableness: Agreeableness is the tendency to be compassionate and cooperative towards others rather than 

suspicious and antagonistic.                 

 Neuroticism: Neuroticism describes vulnerability to unpleasant emotions like anger, anxiety, depression, or 

vulnerability. Neuroticism also refers to an individual's level of emotional stability and impulse control and is 

sometimes referred to as emotional stability. 

 
Conclusion  

 Human behavior is relative. There are different factors involved in how/when the effect of personality surfaces, such as 

the organization and the individuals themselves. Humans leave deep impressions in their environments; there is no question 

about this. The question is how deep the impressions might be.  
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Introduction 

“The quickest way to double your money is to fold it in half and put in your back pocket” 

-Will Rogers 

 The above quote absolutely expresses the importance and the value of the money in our lives. In this scenario we 

come across new technology every day and every minute, but only certain changes makes a big impact in the society.  

It changes the every tissue in the society. This paper deals with such a mega change that is looming just round the corner 

i.e., ―A CHANGE IN MONEY‖. So many financial experts predicted and anticipated that this change will be benefited to 

every individual in the society and this is going to rule the world in future.  

 
Origin of Money 

 Firstly, one should understand the need of money i.e., ―why do we need money??‖ In the early days money is needed 

to solve the problem of the barter system. Secondly, it is necessary to know ―The reason to use money??‖ People needed 

money to satisfy their day to day needs so they used natural commodities like grain, cattle etc for their transaction.  

These kinds of commodities are difficult to use as money, due to their durability, portability, divisibility etc. In order to avoid 

the difficulty in the transactions, precious metal started being used. Different tribes started accepting the precious metals as 

unique money as they find it beneficial than the barter system. After that paper money was born when people started 

investing in gold. Gold are deposited with the goldsmith in order to prevent theft for which they received a receipt. This is 

how paper currency emerged. These money/notes can be exchanged for precious metal in a bank and so the experts call it 

as ―backed by goldstandards‖. Due to various economic issues, countries started issuing paper currency notes which is in 

use now.  

 The money that we use now is called ―FIAT MONEY‖ which means it doesn‘t have any intrinsic value but the central 

authority gives a value to it, so the society accept it. Now, in this decade due to technological development money is 

transferred electronically where one should depend on a third person like banks, clearing house, credit card companies to 

make a transactions. Past two decades, transactions of money has been improved drastically through electronic network, 

where they become extremely powerful i.e., even for exchanging our own money we need to depend on the third person or 

abide by the rules and policies and should pay tax for each and every transactions unnecessari ly. In order to avoid all these 

struggles in a transaction, in January 2009 a person named ―Satoshi Nakamoto” invented digital money called ‗BITCOINS‘. 

 
Financial Inclusion - Bitcoins 

 Financial inclusion or inclusive financing is the delivery of financial services at affordable costs to sections of 

disadvantaged and low-income segments of society, in contrast to financial exclusion where those services are not available 

or affordable. However, it is important to keep in mind financial inclusion comes in different forms. Bitcoin thrives in the same 

regions. It has no ties with the traditional financial infrastructure, but that is one of its strong suits. 

 

What are Bitcoins? 

Bitcoins is a first decentralized digital currency otherwise known as 'cryptocurrency'.  

It is a system where encryption techniques are used to regulate the generation of units of 

currency and verify the transfer of funds, operating independently of a central bank. 

 Bitcoins are electronically converted into long strings of code that have money value.  

This system is peer-to-peer transactions i.e., takes place between users directly, without an 

intermediary. These transactions are verified by network nodes and recorded in a 

https://en.wikipedia.org/wiki/Peer-to-peer
https://en.wikipedia.org/wiki/Node_(networking)
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public distributed ledger called a blockchain. Since the system works without a central repository or single administrator, 

bitcoin is called the first decentralized digital currency. 

 

A Brief profile of the Bitcoin founder           Working of Bitcoins 

 Bitcoins are completely virtual coins designed to be 'self-

contained' for their value, with no need for banks to move and store 

the money. Bitcoins are generated through internet by anybody 

running free application called a bitcoin minner. Once a bitcoin is 

mined, they behave like physical gold coins; it means they possess 

value and trade just as if they were nuggets of gold in pocket. The 

created bitcoins, are stored in a digital wallet and a wallet ID will be 

provided, like a bank account number. A wallet is a small personal 

database that, one can 

store on their computer drive, on smartphone, or on tablet. Using this digital 

wallet one can transfer bit coins to other person. One can use bitcoins to 

purchase goods and services online, or can tuck them away and hope that 

their value increases over the years.  For all intents, bitcoins are 

forgery-resistant. It is so computationally-intensive to create a bitcoin, it isn't 

financially worth it for counterfeiters to manipulate the system.  
 

How Bitcoins are made? 

Block Chain 

 Bitcoins are registered in a public distributed ledger called a 'blockchain'. 

A blockchain's file size is quite small, similar to the size of a long text message 

on your smartphone. Each bitcoin blockchain has three parts, the first part 

provides its identifying address (of approximately 34 characters), and the 

second part brings the history of who has bought and sold it (the ledger). The 

complex part of the bitcoin is its third part: the private key header log. This 

header is where a sophisticated digital signature is captured to confirm each 

and every transaction for that particular bitcoin file. Each digital signature is 

unique to each individual user and his/her personal bitcoin wallet.  

 These signature keys are the security system of bitcoins: Every single trade of bitcoin blockchains is tracked and 

tagged and publicly disclosed, with each participant's digital signature attached to the bitcoin blockchain as a 'confirmation'. 

These digital signatures, when given several seconds to confirm their transactions across the network, prevent transactions 

from being duplicated and people from forging bitcoins. While every bitcoin records the digital address of every bitcoin wallet 

it touches, the bitcoin system does NOT record the names of the individuals who own wallets. In practical terms, this means 

that every bitcoin transaction is digitally confirmed but is completely anonymous at the same time. 

 When bitcoins are stored on a computer device as one‘s own choice, but the history of each bitcoin own or spend by a 

person is publicly stored on the bitcoin network, and every user will be able to see every bitcoin's history. While people 

cannot easily see ones personal identity, people can see only the history of bitcoin wallet. This is a good thing, as a public 

history adds transparency and security, helps deter or dodge people from using bitcoins for dubious or illegal purposes. 

One can see bitcoin transactions at blockchain.info. These are public ledgers of all the bitcoin wallets on the planet 
 

Bitcoin Production Facts 

 Bitcoins can be 'minted' by anyone in the general public who has a computer. 

Bitcoins are made through a very interesting self-limiting system called 'mining'. It is 

self-limiting because only 21 million total bitcoins will ever be allowed to exist, with 

approximately 11 million of those Bitcoins already mined and in current circulation. 

Bitcoin mining involves commanding the miner home computer to work around the clock 

to solve 'proof-of-work' problems (computationally-intensive math problems). Each 

bitcoin math problem has a set of possible 64-digit solutions. The miner desktop 

computer, if it works nonstop, might be able to solve one bitcoin problem in two to three 

days, likely longer. For a single personal computer mining bitcoins, the miner may earn 

perhaps 50 cents to 75 cents  USD per day, minus your electricity costs. For a very large-scale miner who runs 36 powerful 

computers simultaneously, that person can earn up to $500 USD per day, after costs.  

Satoshi Nakamoto 

Born 5 April 1975 in Japan  

Nationality Japanese  

Fields Digital currencies, computer 

science, cryptography 

Known for Inventing bitcoin, implementing the 

first blockchain, deploying the first 

decentralized digital currency 

https://en.wikipedia.org/wiki/Distributed_database
https://en.wikipedia.org/wiki/Bitcoin#Blockchain
https://en.wikipedia.org/wiki/Digital_currency
https://blockchain.info/
https://en.wikipedia.org/wiki/Japan
https://en.wikipedia.org/wiki/Japanese
https://en.wikipedia.org/wiki/Digital_currencies
https://en.wikipedia.org/wiki/Computer_science
https://en.wikipedia.org/wiki/Computer_science
https://en.wikipedia.org/wiki/Computer_science
https://en.wikipedia.org/wiki/Cryptography
https://en.wikipedia.org/wiki/Bitcoin
https://en.wikipedia.org/wiki/Blockchain_(database)
https://en.wikipedia.org/wiki/Digital_currency
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 Indeed, if a miner is mining in small-scale with a single consumer-grade computer, the miner will likely spend more in 

electricity that will earn mining bitcoins. Bitcoin miningis only really profitable when multiple computers run together, and join 

a group of miners to combine the hardware power. This very prohibitive hardware requirement is one of the biggest security 

measures that deters people from trying to manipulate the Bitcoin system. 

Bitcoin Security  

 They are as secure as possessing physical precious metal. Just like holding a bag of gold coins, a person who takes 

reasonable precautions will be safe from having their personal cache stolen by hackers. The bitcoin wallet can be stored 

online (i.e. a cloud service) or offline (a hard drive or USB stick). The offline method is more hacker-resistant and absolutely 

recommended for anyone who owns more than 1 or 2 bitcoins. More than hacker intrusion, the real loss risk with bitcoins 

revolves around not backing up your wallet with a failsafe copy. There is an important.dat file (A file with the DAT file 

extension is usually a generic data file that stores information specific to the application it refers to.) that is updated every 

time when a person receive or send bitcoins, so this .dat file should be copied and stored as a duplicate backup every day 

while doing bitcoin transactions. 

 
Top 10 Bitcoin friendly courtries  

 Estonia - In Estonia the use of bitcoin is not regulated or otherwise controlled by the government. 

 The United State of America - The U.S treasury classified bitcoins as a convertible decentralised virtual currency in 2013 

 Denmark - On March 25, 2014 Denmark declared bitcoin trades to be tax-free. 

 Sweden - The first bit coin ATM is unveiled in Europe by a Swedish company 

 Southkorea - South Korea central bank is exploring ways of implementing the blockchain technology that underpins bitcoin. 

 The Netherlands - Amsterdam is home to some of the leading bitcoin start-ups including bit-fury and bit-pay. 

 Finland - the central board of taxes had given bitcoins a value – added tax exempt status by classifying it as a financial service. 

 Canada - Canada regulates bitcoins subjectively on a case-by-case basis. 

 The United Kindom - In UK bitcoins is treated as ‗private money‘. There is no VAT applied to the value of bitcoin when 

traded with other currencies. 

 Australia - Australia classifies bitcoins as property and therefore purchases made with bitcoin as barter.  

 
Why should we use Bitcoins? 

1. No tangible metal is used. E.g. no gold deposits for bitcoin production. Far cheaper to produce and it is easy to store. 

2. If you transfer money or gold you incur some transaction cost but bitcoins can be transferred for free irrespective of amount. 

3. We can trade bitcoin all over the world without thinking about the exchange rate. 

4. Well the persons living in abroad incur 9% of money transferred in remittances and additional 4% to 5% in conversion 

into cash. Middlemen like Western Union earn billions to what Bitcoin does for free. 

5. A lot of people don‘t have a bank account and like majority people living in Africa didn‘t get access to phone instead 

they directly went for cellphones. Somewhat in these developing countries they are directly going to Bitcoins because if 

one owns a bitcoin address and have a bank account on their phone that they can interact on the global stage with. 

 
Bitcoins in India  

 RBI in June 2013, finally touched upon virtual currencies in a report on the financial sector infrastructure and 

regulations. It mentioned about virtual banks and digital currencies and said: ―these developments pose challenges in the 

form of regulatory, legal and operational risks.‖ It further added: ―the regulators are studying the impact of online payment  

options and virtual currencies to determine potential risks associated with them.‖ The central banks stand became more rigid 

with time. It issued an advisory titled ―RBI cautions users of virtual currencies against risks‖ in a December 2013 press 

release. It is often alleged that bitcoin trading practices violate FEMA rules. The BuySellBitcoin portal soon read: ―post the 

RBI circular, we are suspending buy and sell operations until we can outline a clearer framework with which to work‖. It was 

the darkest hour for bitcoins in india. But things have become relatively better ever since. RBI former governor Raghuram 

Rajan, in a December 2014 interview, said that he has no doubt about the society moving towards cashless transactions 

where currencies like this (bitcoins) will be at work. Digital currencies, will get much safe over time and emerge as the 

preferred form of transactions. 

 The nascent bitcoin industry in india continues to fight odds. There are many bitcoin exchanges and services providers 

that operate in india and tries to be on the right side of the law abiding by the self-regulations. These include exchanges like 

unocoin, BTCXindia when it raised $1 million to promote bitcion transactions. 

https://www.lifewire.com/cryptocoin-mining-101-2483145
https://www.lifewire.com/what-is-an-external-drive-2625867
https://www.lifewire.com/usb-flash-drives-2640401
https://www.lifewire.com/what-is-a-dat-file-2620550
https://www.lifewire.com/what-is-a-file-2625878
https://www.lifewire.com/what-is-a-file-extension-2625879
https://www.lifewire.com/what-is-a-file-extension-2625879
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The RBI, in a December 2015 report, endorsed and praised the blockchain technology. It said that with the potential to 

prevent counterfeiting, cryptocurrency is likely to usher in significant changes in collateral identification e.g. land records, 

financial markets, and the payment system. RBI system was much cheered by the bitcoin community.  

 
What others think about Bitcoins? 

 ―Bitcoins is a remarkable cryptographic achievement and the ability to create something that is not duplicable in  the 

digital world has enormous value‖ 

- EricSchmidt CEO of google 

 ―Bitcoins is a technology tour de force‖ 

- Bill Gates 

 ―Every informed person needs to know about bitcoin because it might be one of the world‘s most important 

 developments‖ 

- Leon Louw (noble peace price nominee) 

 

The Future of Bitcoins 

 Bitcoin is going to gain popularity and might even replace official currencies. 

Bitcoins can be helpful to a lot of people. Sinc e they are an international currency, one 

can use them in any country without having to convert between currencies. The 

blockchain is really secure and it let users to make sure that their money goes to/come 

from the right person. People receiving bitcoins won‘t have to pay anything for the 

transaction, and bitcoin have a lot of support. All of these will definitely help bitcoin get 

more users, and if everyone uses bitcoin it could replace official currencies. Sure, it has 

some disadvantages, but some of those are because bitcoins is a new thing, so as 

time goes on they will be less of a problem. The others can easily be avoided.  

 

Conclusion  

 Since the establishment of Bitcoin 2009, its uses as a cryptocurrency have been debated extensively as it has become 

a highly controversial topic. The debates are stimulated by the fact that some argue it has the potential to disrupt the 

financial system as we know it. On a positive note, the minimal fees and lack of regulations makes it much easier and 

cheaper to send money internationally. This ultimately makes capital available in the places that need it the most and were 

previously unable to gain access to capital flows. Online transactions through bitcoins can be encouraged as it is done peer 

to peer. No middle men like banks, clearing house are involved in it. So that one say save their money from paying 

unnecessary taxes. 

 

Scope for further research 

 Even though bitcoins are highly useful it faces so many issues. Bitcoin is a currency of choice for Drug peddlers, Arms 

trader, and even assassins. Bitcoins can be stolen by hackers and it‘s untraceable. If it‘s lost they are lost forever. One can 

work on all these above issues in order to find solutions for it so that bitcoins can be used without any dread.  
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Abstract 
 The company needs funds and it can be raised through the equity shares, preference shares, debentures or bonds, there must be a 

proper mix of these securities. The mix should be in such a way that the cost and risk are minimum. The financial decision of the company 

is one of the three basic decisions oriented to the achievements of maximization of the shareholders wealth. It means that the value of the 

equity shares should be maximum. The company should select a financing mix or capital structure which will help in attaining the 

objectives of financial management.  

Key words: Company, Finance, Capital Structure. 

 
Introduction 

 Capital structure is different from financial structure. The term financial structure refers to the way the company‘s assets 

are financed. It includes long term and short term funds. The term capital structure refers to the permanent financing of the 

company. It includes the long term debts and shareholders funds. It does not include short term credit. Financial structure 

includes the capital structure.  

 
Features of an appropriate capital structure 

The appropriateness of a capital structure possess various features: 

a. Profitability: The structure should be most profitable to the company. It should minimize the cost of financing as well 
as enhance or maximize earnings in the company. 

b. Solvency: If debts is used in excess, it may lead to affect to solvency of the company. There should not be the risk of 
insolvency to the company. The risk will be within the managerial limits if the debt content is a appropriate. 

c.  Flexibility: The capital structure should provide finance to the company to finance its profitable activities in the 
changing conditions. 

d. Conservatism: The debt content should not exceed the bearable limit of the company in the capital structure. 
e. Control: The company should be in a position to minimize the loss. The capital structure should minimize the risk of 

loss of control. 
Factors determining capital structure 

 Many factors play a role in the determination of capital structure. These factors are to be considered before taking a 

capital structure decision. 

Nature of the company  

 The capital structure depends on the nature of the company. If the company is having stable earnings and enjoy a type 

of monopoly in the market, it can go for debenture or debts. There can be more profitability because the profit can be easily 

distributed then the company should go for the equity share capital to the maximum extent. 

Size of the company 

 Small companies may have to depend on equity. They may not be in a position to obtain long term debts. The stability 

may also be less than the large companies. The large companies may mostly stable and can generate more debts or 

debentures from various sources. 

Trading on equity  

 The structure of funds in the company may be a mix of equity shares, preference shares and debentures. It the rate of 

return on investment on the total capital employed including long term borrowed funds is more than the rate of interest on 

debentures, it is said to be trading on equity. 

Control 

 The management of the company resets with the promoters or directors. They always require the support from the 

shareholders. The promoters may try to maintain control in the company. The debenture holders and preference share 

holders have no say in the management. The grip of the promoters may not lose by increasing debt. But if the equity shares 

are issued then the directors or the promoters may loose their grip in the management. 
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Legal Aspects 

 The company has to follow the guidelines issued for the issue of preference shares and debentures. It cannot exceed 

the limit prescribed. Some type of companies are nor permitted to issue debentures or bonds. 

Government policy 

 The SEBI act also fixed certain ratios for the issue of debentures. The government have the right to modify the 

regulation. Further, a change in the interest rate may also affect the capital structure. 

Purpose  

 The company has to follow different policies for raising funds. It has to study the purpose of issue and decide the 

instrument to be issued. For productive purposes or for increasing the revenue such as purchase of machinery etc.  

The company can issue debentures. If the amount is for welfare facilities or nonproductive purposes then it can issue equity 

shares. The purpose of financing decides the instrument to be issued. The has effect in the capital structure decision.  

Duration  

 The need for the funds and the period of need determines the capital structure. If the period of need is between 3 to 10 

years, the company need not go for equity shares. It can go for debentures or for redeemable preference shares. If the 

company opts for equity issue, then the funds after 10 years may not be required and it may be a burden. But if the finance 

is required for permanent basis, then the company has to opt for equity shares, as there may not be fixed interest burden. 

Optimum Capital Structure  

 The optimum capital structure may be defined as that capital structure or combination of debt and equity that leads to 

the maxim um value of the firm. It can be said that the mix of debt and equity, which will maximize the market value of the 

company. It means the aggregate value of the claims and ownership interest represented on the liabilities side of the 

balance sheet. The optimum capital structure maximizes the value of the company. It minimizes the cost of capital.  

It increases the ability of the company to find new wealth. It increases investment and growth opportunities. The optimum 

capital structure is obtained when the market value per equity share is the maximum. The company has to take advantage 

of the favorable financial leverages. If the return on investment is higher than the fixed cost of funds, this funds having 

affixed cost can be preferred to increase the return of equity share holders. Tax rate should also be taken into consideration 

before deciding the structure. High risk capital structure should be avoided. It will lead to the fall in share prices. Normally 

the debentures and bonds, if perceived has risk by share holders should not be issued, in excess. It is to be noted that the 

capital structure is said to be optimum when the marginal real cost of each available source of financing is identical 

Characteristics of an optimum capital structure  

An optimum or balanced capital structure must posses the following characteristics  
A conservative structure    A simple capital structure 
Minimum remuneration     Safety control 

 Economy     Attractive for investors  
Flexibility     A balanced leverage 

Capital Gearing  

 The proportion of the equity share capital to the total capital of the firm is commonly known as ―Capital gear ratio ‗‘ or 

Capital gearing. The relation of ordinary to the preference share capital and loan capital is described as the capital gearing. 

Thus the term capital gearing is used to indicate the relative proportion of fixed cost capital and the debt capital to the 

ordinary share capital in the capital structure.  

Effects of capital gearing during different trade cycles 

 The capital gearing process is an important technique in the hands of financial management. It controlled and operated 

successfully, it can maximize the return available to equity share holders and their value of investment can also be increased  

 Inflation or boom period 

 Deflation or depression period 

 Thus the capital gearing is an important tool in managerial fiancé. In fact, the entire polices concerning provision of 

capital structure and administration of the capital based on the use of capital gears. In the end, the safety, validity health, 

weakness, convenience and success of the enterprise depends to great extent on the use of proper capital gears as 

warranted by the situation in which the enterprise is in operation.  

Conclusion 

 Sometimes it may be easier to raise funds through debt and it may be cheaper. There may be more profit. But it is risky 

and against the principle of solvency. The intensity of these principles may differ from company to company. Some go 

towards profitability and some may follow the principle of flexibility. The have to make some equivalence between the desire 

for funds and supply of funds. But the company has to bear in mind the principle of profitability, solvency, flexibility, 

conservatism and control in general.  Capital refers to the mix of debt and equity. The Decision of capital structure should be 

taken at the time of flotation of the company. It has long term implications in the organization. But it may be slightly changed 

in future and it requires a base in the initial stage. The process of determining the capital structure is a continuous one. 
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Introduction 

 In the era of globalization, privatization and liberalization, it is very challenging to design the behavior of employees in 

accordance with that of organization's requirement as workforce has lots of diversity. Workforce has diversity on the basis of 

race, religion, ethnicity, caste, nationality, language, organization have to understand human behavior on the basis of 

(Mental, physical, social and economical) ground as well. The issue is how to study the behavior of human being which is 

working in an enterprise for leading, motivating and modernizing them in skill full employee. There are number of factors 

influence over a human behavior for retort and respond in personal and professional life of human being.  Harvey (1973) has 

noted, from a policy point of view, nine areas of needs: (a) food; (b) housing; (c) medical care; (d) education; (e) social and 

environmental services; (f) consumer goods; (g) recreation; (h) neighborhood amenities; and (i) transport facilities. While 

these definitions of needs are functional and do provide a loose boundary for what may be considered as need or no- need, 

they may not be able to differentiate the needy from the no-need groups. In this regard, Bradshaw (1972) has provided a 

methodology in making a 'real' need possible. His proposal was to first delineate four types of social needs,  namely, (a) 

normative; (b) felt; (c) expressed; and (d) comparative, then to examine their presence in a given situation. The presence of 

all types of needs is equated to real need: 

 (a) Normative need tends to be a desirable standard is set by professionals, policy makers or social scientists, against 

which the actual standard is compared. Those below the standard are said to be in need of support and special services. (b) 

Felt need is equated to what people want. It can be defined easily by asking service users or potential users what they wish 

to have. (c) An expressed need is generally taken as equivalent to demand, as the unmet need. 

 The notion is that one does not make a demand unless one feels the need. (d) Comparative need is measured by 

reference to a user already receiving the service in question. Therefore, a person is in comparative need if he or she has the 

same or worse characteristics as someone receiving the service. 

Objectives 

1. To analyze the impact of employees‘ motivation on organizational effectiveness. 

2. To determine the factors that increase employees motivation 

3. To examine the relationship between employees motivation and organizational effectiveness 

4. Employee Motivation is the independent variable and will be examined through two of its factors, recognition and 

empowerment. The dependent variable is organizational effectiveness. 

Hypotheses 

Based on the literature and model the study is designed to test the following hypothesis:  

  H1: There is an effect of recognizing employee‘s work on their motivation to work. 

  H2: There is an effect of empowering employee‘s in tasks on their motivation to work. 

  H3: There is a relationship between employee‘s motivation and organizational effectiveness.  

 This research concerns with the various factors that may affect the organizational effectiveness. These are: 

performance, motivation, organizational environment, managerial expertise, creative synergy and background. Performance 

may also depend on some factors such as: pay rises, performance appraisal system, flexible time system, personal 

satisfaction, job security and so on. As motivation relate to leadership styles, carrier opportunities, suggestions, opinions and 

advices from seniors etc. Organizational environment reflects from the culture composition, rules and regulations, freedom 

of work etc. Managerial expertise includes training, check and balance, opportunity of condensed work week etc.  
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This research covers manufacturing sector particularly tool industry. This study was conducted at Mitsubishi Heavy 

Industries Indian Precision Tools Ltd. Three main hypotheses are developed: (1) Relationship of employee‘s performance 

with organizational effectiveness; (2) Motivation level relates to effectiveness improvement; (3) Efficient organizational 

environment increases the effectiveness of the organization. The main objective is to describe the factors which influence on 

Organizational effectives. 

 
Methodology 

Area of selection 

 Above mentioned literature mentioned that various studies show the influence of employee performance on 

organizational effectiveness. The current study is being furnished at Mitsubishi Heavy Industries Indian Precision Tools Ltd. 

for studying the organizational effectiveness with regard to employee‘s performance, employee‘s motivation and 

organizational environment. 

Research Instrument 

 Adopted questionnaire is used as a research instrument. The instrument uses - 5-point likert scale from: 1- Strongly 

Disagree, 2- Disagree, 3-Undecided, 4- Agree, 5- Strongly Agree. Questionnaires are administered to 200 employees 

Mitsubishi Heavy Industries Indian Precision Tools Ltd. This questionnaire gives importance to all these factors relating to 

organizational effectiveness. These questionnaires show the opinions of employees in regard to each question. The 

questionnaire included 26 questions added by 7 personal questions. 3 questions relate to performance, 7 to motivation, 3 to 

managerial expertise, 1 to creative synergy, 2 Work Environment and rest to relationship with HR. By combining all these 

questions the study enables to take an in depth sight of organization and be familiar with its regulations.  

Sample 

 The study used the probability sampling and it is further categorized into simple random sampling as the study 

variables have the equal chance of being selected and the nature is generalized. Sample size of this study is 200. Sample is 

based on the total population and this sample size covers Mitsubishi Heavy Industries Indian Precision Tools Ltd alone. 

Reliability of Measure 

 Measurement scale in this study examined by the questionnaire adopted, 1988 by Donald Clark (created March 19, 

1998 – updated December 30, 2007). Another source which is pitched in and supportive for measurement is J.K White and 

R.R Ruh (1973). All the measures used in this study are indicating an acceptable reliabil ity. 

Literature Review 

 According to Webster‘s New Collegiate Dictionary, a motive is ―something a need or desire that causes a person to 

act‖. ―Motivate, in turn, means ―to provide with a motive,‖ and motivation is defined as ―the act or process of motivating‖. 

Consequently, motivation is the performance or procedure of presenting an intention that origin a person to capture some 

accomplishment (Shanks.N. H.). Motivation is derived from the word ―motivate‖, means to move, push or influence to 

proceed for fulfilling a want (Kalimullah et al, 2010). Bartol and Martin (1998) describe motivation as a power that 

strengthens behavior, gives route to behavior, and triggers the tendency to continue (Farhad et al, 2011). This explanation 

identifies that in order to attain assured targets; individuals must be satisfactorily energetic and be clear about their 

destinations.  

 In view of Bedeian, (1993) it is an internal drives to satisfy an unsatisfied need and the will to accomplish. Motivation is 

a procedure that initiates through a physiological or psychological want that stimulates a performance that is intended at an 

objective. It is the concluding product of interface among personality behavior and organizational distinctiveness (IRCO).  

It symbolizes those psychological procedures that foundations the stimulation, route, and determination of deliberate actions 

that are target business oriented (Farhad et al, 2011). Also motivation is a progression of moving and supporting goal-

directed behavior (Chowdhury M.S.2007). It is an internal strength that drives individuals to pull off personal and 

organizational goals. Motivation is a set of courses concerned with a kind of strength that boosts performance and directs 

towards accomplishing some definite targets (Kalimullah et al, 2010). According to Barron (1983), it is an accrual of diverse 

routes which manipulate and express our activities to attain some particular ambitions. (Porter and miles (1974) proved that 

the motivation boosts expresses and continues. The motivation of an individual envelops all the motives for which he selects 

to operate in a definite approach. In fact motivation is ―inside another person‘s head and heart‖. 

 
Analysis and Interpretation 

 This chapter describes the analysis of data followed by a discussion of the research findings. The findings relate to the 

research questions that guided the study. Data were analyzed to identify, describe and explore the relationship between 

motivational factors and demographic variables of employees in a private Mitusibushi Ltd. Data were obtained from self-

administered questionnaires, completed by 200 employees (n=200), a 40% response rate. A total of 225 questionnaires 

were received, however, only 200 questionnaires were usable for this study and met the required inclusion criteria as 



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

216                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

discussed in the previous chapters. This represented 40% of the expected population. The questionnaire comprised of two 

sections and data generated will be presented as follows: The first section comprises of demographic data such as age, sex, 

years of experience, gender, marital status and designation. The second section comprises of data describing the 

motivational factors in correlation to the demographic data. Descriptive statistical analysis was used to identify frequencies 

and percentages to answer all of the questions in the questionnaire. Not all respondents answered all of the questions 

therefore percentages reported correspond to the total number of employees answering the individual questions. The 

statistical significance of relationships among selected variables was determined using the Fishers exact test. The level of 

significance was set at 0.05. 

 

 From the above table 1.1, it is 

clear that the all the categories are 

covered from the organization. It is 

proportionately collected based on 

their designation. Majority of the 

employees belong to the Trainee 

category and the Managerial level 

is also covered for the research 

purpose which is evident from the 

above table. 

 
 Majority of the employees 

are below 40 years, which means 

that the organization is almost 

going forward with young 

employees which is led by 5.5% 

of experienced in the age group 

of ―51 to 60 years‖ (Table 1.2) 

 

 

 From Table 1.3, it shows 

that the organization has 

recruited more number of 

employees with diploma, which 

means, 31.5% of the employees 

are Diploma Holders mostly lower 

grade employees those who work 

at the manufacturing unit. 

 

  

 

 From table 1.4, it is clear 

that only 18% of the employees 

earn above Rs.15,000 and 

shows that the organization is 

very poor with their salary 

structure.  

 

 

Chi-Square 

Designation and Increment 

 Cross tabulation was used to show the multivariate frequency distribution of statistical variables namely the designation 

and increment. 

  

Table 1.1 Designation of the Respondent 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

Trainee 76 38.0 38.0 38.0 

Supervisor 48 24.0 24.0 62.0 

Junior Officer 31 15.5 15.5 77.5 

Manager 22 11.0 11.0 88.5 

Senior Manager 23 11.5 11.5 100.0 

Total 200 100.0 100.0  

Table 1.2 Age Group of the Employee 
 Frequency Percent Valid Percent Cumulative Percent 

Valid 

21 to 30 86 43.0 43.0 43.0 

31 to 40 70 35.0 35.0 78.0 

41 to 50 33 16.5 16.5 94.5 

51 to 60 11 5.5 5.5 100.0 

Total 200 100.0 100.0  

Table 1.3 Educational Qualification of the Employees 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

+ 2 30 15.0 15.0 15.0 

Diploma 63 31.5 31.5 46.5 

Under Graduate 56 28.0 28.0 74.5 

Post Graduate 32 16.0 16.0 90.5 

Professional Degree 19 9.5 9.5 100.0 

Total 200 100.0 100.0  

Table 1.4 Monthly Income of the Employee 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Less than Rs.5000 36 18.0 18.0 18.0 

Rs.5,001 to Rs.10,000 78 39.0 39.0 57.0 

Rs.10,001 to Rs.15,000 50 25.0 25.0 82.0 

Above Rs.15,000 36 18.0 18.0 100.0 
Total 200 100.0 100.0  
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Table 1.5 Crosstab 

 
Increment 

Total Strongly 
Disagree 

Disagree Undecided Agree 
Strongly 

Agree 

Designation of the 
Respondent 

Trainee 

Count 1 1 15 40 19 76 

Expected Count 3.4 5.7 15.2 31.9 19.8 76.0 

% within Designation of 
the Respondent 

1.3% 1.3% 19.7% 52.6% 25.0% 100.0% 

% within Increment 11.1% 6.7% 37.5% 47.6% 36.5% 38.0% 

% of Total 0.5% 0.5% 7.5% 20.0% 9.5% 38.0% 

Supervisor 

Count 1 4 10 17 16 48 

Expected Count 2.2 3.6 9.6 20.2 12.5 48.0 

% within Designation of 
the Respondent 

2.1% 8.3% 20.8% 35.4% 33.3% 100.0% 

% within Increment 11.1% 26.7% 25.0% 20.2% 30.8% 24.0% 

% of Total 0.5% 2.0% 5.0% 8.5% 8.0% 24.0% 

Junior 
Officer 

Count 3 4 7 13 4 31 

Expected Count 1.4 2.3 6.2 13.0 8.1 31.0 

% within Designation of 
the Respondent 

9.7% 12.9% 22.6% 41.9% 12.9% 100.0% 

% within Increment 33.3% 26.7% 17.5% 15.5% 7.7% 15.5% 

% of Total 1.5% 2.0% 3.5% 6.5% 2.0% 15.5% 

Manager 

Count 1 1 3 8 9 22 

Expected Count 1.0 1.7 4.4 9.2 5.7 22.0 

% within Designation of 
the Respondent 

4.5% 4.5% 13.6% 36.4% 40.9% 100.0% 

% within Increment 11.1% 6.7% 7.5% 9.5% 17.3% 11.0% 

% of Total 0.5% 0.5% 1.5% 4.0% 4.5% 11.0% 

Senior 
Manager 

Count 3 5 5 6 4 23 

Expected Count 1.0 1.7 4.6 9.7 6.0 23.0 

% within Designation of 
the Respondent 

13.0% 21.7% 21.7% 26.1% 17.4% 100.0% 

% within Increment 33.3% 33.3% 12.5% 7.1% 7.7% 11.5% 

% of Total 1.5% 2.5% 2.5% 3.0% 2.0% 11.5% 

         

Total 

Count 9 15 40 84 52 200 

Expected Count 9.0 15.0 40.0 84.0 52.0 200.0 

% within Designation of 
the Respondent 

4.5% 7.5% 20.0% 42.0% 26.0% 100.0% 

% within Increment 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 4.5% 7.5% 20.0% 42.0% 26.0% 100.0% 

 Based on the above cross tabulation, to test the dependence between the ―designation‖ and ―increment‖ chi-square 

calculation was used to measure the association for determining the strength of the relation. Chi-square was selected to 

calculate the Pearson Chi-square and the likelihood-ratio. Pearson Chi-square statistic was used to test the hypothesis that 

the row and column variables are independent. 

 H0: The two classification variables are independent of each other. 

 H1: The two classification variables are NOT independent.  

 
Factor Analysis 

Table 1.6 Descriptive Statistics 

 Mean Std. Deviation Analysis N 

Promotion 4.13 .997 200 

Increment 3.78 1.058 200 

Welfare Facilities like Transport 3.21 1.221 200 

Job Security 3.68 1.252 200 

Job Satisfaction 3.59 1.212 200 

Empowerment 3.41 1.152 200 

Profit Sharing 2.86 1.334 200 

Pension 3.25 1.263 200 

Conducting Business Games 2.70 1.334 200 
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Communication 3.39 1.106 200 

Fringe Benefits 3.63 1.312 200 

Training and Development 3.51 1.098 200 

Flexible Working Hours 3.19 1.153 200 

Vacation Schedules 3.27 1.202 200 

Interesting / Challenging Task 3.24 1.312 200 

Cooperative Subordinates 3.23 1.189 200 

Conducive Working Environment 3.35 1.142 200 

Work Divided and Assigned Fairly among all employees 3.38 1.077 200 

Support from HR Department 3.49 1.107 200 

Encouragement of team work 3.56 1.275 200 

 
Conclusion 

 Recognition and empowerment play an essential part in enhancing employee motivation towards organizational tasks. 

 By appreciating the employees for their work done and giving them participation in decision making, internally satisfies 

them with their job, organization and organizational environment. 

 Thus their enthusiasm and motivation towards accomplishment of tasks increases. 

 Employee recognition and employee motivation towards organizational tasks have positive relationship between them 

as exhibited by the empirical studies conducted were positive. 

 Thus it is concluded that appreciation and recognition of employees and employee‘s tasks fulfillment stimulates them 

towards working with more energy and dedication to the organization. 
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Abstract 
 Women empowerment is a process in which women challenge the existing norms and culture, to effectively promote their well being. 

The participation of women in Self Help Groups (SHGs) made a significant impact on their empowerment both in social and economical 

aspects this study addresses women empowerment through self help groups in Vellore district of Tamilnadu. The information required for 

the study has been collected from both the primary and secondary sources A multistage random sampling method has been followed. 

Average and percentage analysis was carried out to draw meaningful interpretation of the results. Garret ranking technique was used to 

find the reasons for joining the Self help group. The results of the study revealed that the SHGs have had greater impact on both 

economic and social aspects of the beneficiaries. 

Key words: Woman empowerment, SHG, Vellore District, Tamilnadu 
 

Introduction 

 Empowerment of women is a holistic concept. It is a multidimensional in its approach and involves a basic realization 

and awareness of women powers, potentialities, capabilities and competences, rights and opportunities of all round 

development in all spheres of life. Women empowerment therefore, is a process which enables women to have access and 

control over various factors necessary for their economic independence, political participation and social development.  

 Women empowerment is a global issue, which has gained momentum in recent decades. In India, besides satisfaction 

of international conventions, there are provisions in the constitution and several legislative Acts have been based to ensure 

women empowerment. It however, appears that on this front the situation on ground is far from satisfactory. Single woman 

cannot come out of the house due to social reasons and to be entrepreneurs. Women are in need of skill development, 

managerial empowerment, financial empowerment  and leadersh ip  qu alities. So, a social movement in the form of 

women self-help groups (Here after referred to as WSHGs) were sponsored and promoted by the Government at the grass-

root level. Ranks have been directed by the Government to provide financial a s s i s t a n c e  t o  W S H G s  a n d  

Government departments have been directed to give technical and skill development assistance to WSHGs. The WSHGs and 

bank Linkages Programme has emerged as the major micro-finance programme in our country in recent years.  

 As the maximum number of women in a single WSHG should not exceed 20 and any number of WSHGs can be 

formed in a Village/ Town, all women are given opportunities to join WSHGs in their choice in a group but not in more than 

one WSHG. Irrespective of the caste, creed, religion, colour, region, educational status, economic status, Social status, 

political affiliation and other discrimination, a woman can join a self-help group. Nearly half of Indian population is women 

and hence there are possibilities for lakhs and lakhs of WSHGs. The role of these WSHGs in developing women will 

certainly develop India. Hence, it will be guite interesting to undertake. Separate study to assess and examine the role 

of WSHGs empowering women managerially, Financially and socially. WSHGs. are a novel and innovative organizational 

set Up in India for the women upliftment and welfare. All women in India are given chance to join any one of the W$HGs for 

training and development, so as to be prospective entrepreneurs and skilled workers. The WSHGs are promoted by the 

Government as if women in India may not be resourceful enough to be entrepreneurs. When the WSHGs arrange training 

facilities to carry out certain kind of work which are suitable for women in India, banks must arrange financial assistance to 

carry out manufacturing and trading activities, arranging marketing facilities while the Government will procure the products 

of WSHGs, arrange for enhancing the capacity of women in terms of leadership quality and arranging for the management 

of WSHGs by themselves so as to have administrative capability. As a social movement with Government support. WSHGs 

become more or less a part and parcel of the society. The number of women in a single WSHG is small. All members may 

not be educated and may not have sufficient background to carry on tiny industries and trade. Under these circumstances, it 

is believed that WSHGs will enhance women empowerment managerially, financially and socially. As the WSHGs are of 

recent origin and there is mushroom growth of WSHGs all over India, all the state Governments and Government of India 

are interested in organizing WSHGs with the objective that WSHGs will empower women. Therefore a need arises to 

reexamine empirically whether the Government sponsored and public financial Institutions financial assistance supported 
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WSHGs really empower women of India or not. 

Concept of Self – Help Groups  

 Probably the concept of SHGs had its origin in the co-operative philosophy and the co-operators by and large, including 

the National Federations in the credit sector, could not think of any better SHG than a primary co-operative credit society 

itself. 1 As SHGs are small and economically homogeneous affinity groups of rural poor, they are voluntarily coming 

together for achieving the following:  

1. To save small amount of money regularly  

2. To mutually agree to contribute to a common fund  

3. To meet their emergency needs  

4. To have collective decision making  

5. To solve conflicts through collective leadership and mutual discussion and  

6. To provide collateral free loans with terms decided by the group at the market driven rates.  

 Today the SHG movement is increasingly accepted as an innovation in the field of rural credit in many developing 

countries including India to help the rural poor. It is considered a vehicle to reach the disadvantaged and marginalized 

section, which in the normal course cannot avail of credit facility from the banks. The Tamil Nadu Corporation for 

Development of Women Ltd., (TNCDW) in its credit guidelines for the SHGs defines an SHG as ―a small, economically 

homogeneous affinity group of rural poor, voluntarily formed to save and contribute to a common fund to be lent to its 

members as per group decision and for working together for social and economic upliftment of their families and 

community.‖ The distinguishing features of self-help group are given below:  

i) An SHG normally consists of not less than five persons (with a maximum of twenty) of similar economic outlook and 

social status  

ii) It promotes objectives like economic improvement and raising resources for development and freedom from 

exploitation.  

iii) It has its own by-laws for the proper functioning of the group as well as for the observance of certain rules by the group 

members and regulations concerning membership.  

iv) The form of such a group could be mostly on an informal basis (Unregistered).  

v) Periodical meetings of members are held for solving their problems (economic and social) and they collect fixed 

savings of the members.  

vi) The savings of Members are kept with a bank in the name of the group and the authorized representative of the group 

operates the bank account. The deposit kept in the bank is used for giving loans to members for purposes including 

consumption at the rate of interest decided by the group (Usually higher than what the banks charge).  

vii) Sources of funds are the contribution of member‘s savings, entrance fee, interest from loans, proceeds of joint business 

operation and income from investments. Funds may be used for loans, social services and common investment.  

 The SHG, being a group of like-minded persons, gets empowered to solve most of its problems of a non-financial 

nature such as raw material and input supply, marketing, better adoption of technology, education and training for realization 

of its objectives for development.  

Characteristics of SHGS  

The important characteristics of SHGs are as follows:  

 They usually create a common fund by contributing their small savings on a regular basis.  

 The groups evolve a flexible system of operations often with the help of the NGOs and manage their common pooled 

resources in a democratic manner.  

 Groups consider loan requests in periodical meetings, with competing claims on limited resources being settled by 

consensus regarding greater needs.  

 Loaning is mainly on the basis of mutual need and trust with minimum documentation and without any tangible security.  

 The amounts loaned are small, frequent and for short duration.  

 Rates of interest vary from group to group depending upon the purpose of loans and are often higher than those of 

banks but lower than those of moneylenders.  

 At periodical meetings, besides collecting money, emerging rural, social and economic issues are discussed. 

Defaulters are rare due to group pressure and intimate knowledge of the end use of the credit as also of the borrower's 

economic resources.  

Functions of SHGS  

The important functions of SHGs are the following:  

 Enabling members to become self-reliant and self-dependent  

 Providing a forum for members for discussing their social and economic problems  
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 Enhancing the social status of members by virtue of their being members of the group  

 Providing a platform for members for exchange of ideas  

 Developing and enhancing the decision-making capacity of members  

 Fostering a spirit of mutual help and co-operation among members  

 Instilling in members a sense of strength and confidence which they need for solving their problems  

 Providing organizational strength to members  

 Promoting literacy and increasing general awareness among members and  

 Promoting numerically and equipping the poor with basic skills required for understanding monetary transactions  

 Thus the SHGs function on the principle of the five "P"s: 3  

 Propagator of Voluntarism  

 Practitioner of Mutual Help  

 Provider of Timely Emergency Loan  

 Promoter of Thrift and Savings and  

 Purveyor of Credit.  
 

Significance of the study 

 Men and women are equal before the Constitution of India. Besides women are considered as a privileged class by 

means of several central and stale legislations. In principle, all the .political parties of India have agreed to  give one-third 

exclusive reservation for women in political participation, one third reservation in admissions in educational institutions and 

job opportunities. The Tamilnadu state Government has passed an Act to give co-parcenery right in properties to women. 

Women are also a Privileged class in obtaining financial assistances for starting industries with One per cent concessional 

rate of interest. In Tamilnadu, the women Development Board has been set up for the welfare of women. Inspite of these 

arrangements, women are considered as a weaker section of the society as they are considered as if they are not 

resourceful financially, managerially and socially. Most women in rural areas of India are uneducated, poor, unskilled, and 

non-participatory in economic activity and non-involvement in the economic development of India with the inherent nature of 

accepting male domination and decision. Women are not allowed to act with economic independence, self -reliance and 

independent decision-making and thinking. The resourcelessness among the poor and uneducated women may be the 

cause for economic dependence. As such, a social movement by name WSHGs is promoted with the objectives of 

empowering women in the economic, managerial and social fields. Organization of WSHGs are a few years old and hence it 

may be considered significant by means of a separate study to examine the empowerment of women through WSHGs 

quantitatively and qualitatively by means of field-survey, research, analysis and interpretation. 
 

Objectives 

 WSHG's are novel organizations at the grass root level to bring a socio-economic transformation to women of India. There is 

scope for every women to join WSHGs and to have empowerment economically, managerially, financially, socially and what not. As 

such, the objectives of the proposed study are to re-examine the empowerment of women by having joined the WSHGs.  

 To re-examine the rationale behind women empowerment. 

 To review the role of Government for the uplift of women. 

 To examine the role of WSHG for the empowerment of women on principle and.  

 To examine empirically the empowerment of women managerially, financially and socially by having joined WSHGs 
 

Sampling Design  

 Proportionate stratified random sampling technique was adapted. In the study Vellore District there are 20 Blocks and 

the respondents were taken from four Blocks. The details of sample taken are shown in Table-1 for analysis. Convenient 

sampling method was followed in taking samples from the Blocks. 

Table - 1 Sample Size 

 The study is confined to members the 

Self-Help Groups. As on there were 24,646 

SHGs, which consist of 11,625 rural groups, 

and 13,021 urban groups. The researcher 

has adopted multi-stage sampling. In the 

first stage, 4 blocks out of the 20 blocks are 

selected. In the second stage, 5 percent of 

the groups i.e. 100 Self-Help Groups, are 

selected from 4 selected blocks. In the third stage, two members from each group are selected at random basis. Therefore, 

Name of the Block No. of Groups 
Samples 

No. of Groups 
No. of Members 

Natrampalli 560 28 56 

Katpadi 473 24 48 

Walaja 364 19 38 

Nemili 580 29 58 

Total 1977 100 200 
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the sample size consists of 200 members. Table-1 shows the sampling distribution. 

Methodology 

 Statistical survey method of research was followed. The survey was conducted on the women self help groups of 

Vellore district or Tamilnadu. The researcher visited every village of Vellore district. There are about 600 villages in Vellore 

district and there are about 8156 WSHGs as on 2011 in Vellore district. From out of 8156 groups 360 respondents were 

chosen at random. The sample size is decided at the convenience of the researcher as the population size is larger.  

The researcher met the respondents with a Tamil (vernacular language) version of the question scheduled and gathered 

information. A few of the respondents ware illiterate as such the researcher had to read the question schedule to the 

respondents and had to fill up the question schedule as per the reply given by respondents. The statistical survey research 

was undertaken with a view to reach certain conclusions. 

Data Collection and Analysis 

 Both primary and secondary data were widely used. Secondary data were collected from the records of the Government of 

TamilNadu, Revenue Department, Social Welfare Department and district records. Savings details were also collected from the 

WSHGs. Primary data were collected with the help of a well structured interview schedule. First a pilot study was conducted and data 

were collected from 40 government officials, leaders of WSHGs and senior members of WSHGs. 

Empowerment after joining the self help group 

 It is difficult to measure empowerment and there is no single method to measure it. It is defined through indicators. Indicators 

of empowerment should encompass personal, social and economic change. The following few indicators of empowerment were 

referred to the respondents. To estimate and compare the mean satisfaction scores on the factors among the respondents 

eighted average analysis is performed using five rating scale and assigning score 1 for strongly disagree; 2 for disagree; 3 for 

neutral; 4 for agree and 5 for strongly agree and the results are presented in the following tables. 

Table: IX Empowerment after Joing SHG 

 It is seen from the above table 

that the weighted average scores on 

empowerment after joining SHG 

ranges from 2.762 to 4.293. The 

statement „Breaking social, religious 

and cultural barriers‟ has secured 

least mean score and stood at last 

and the statement „Understand the 

banking operation and knowledge on 

credit management‟ has secured 

highest mean score and stood at top. 

 

Source: primary data 

Research Findings 

 Majority of the respondents are Hindus. 

 Respondents represent from all social groups.  

 Younger generation shows active participation.  

 Politicians were found to be interested in bringing members to WSHGs.  

 70 per cent are stated to be economically dependent before joining WSHGs.  

 Most of the respondents are not allowed to take Financial decisions in the family matters before joining WSHGs.  

 71.05 percent are empowered to take financial decisions in the family after joining WSHGs. 

 69 percent took training in WSHGs. 

 65 percent started business / profession on their own after the training in wSHG .3.  

 100 percent of the respondents are under financial constraints before joining WSHGs.  

 80 percent of the members were able to overcome the financial constraints after joining WSHGs.  

 38 percent of the respondents felt that the financial assistance of WSHGs was inadequate. 

 74.07 percent fell that the new profession gave them earnings. 

 76 percent felt that the earnings after joining WSHGs were greater than earnings before. 

 80 percent of the respondents developed the art of interaction.  

 The respondents could influence the behaviour of family members, society members and members of the group. 

 Single largest group of respondents spent their income for family maintenance.  

S.No Indicators of Empowerment Weighted/Average 

1. Economic independence 3.840 

2. Standard of living has improved 3.783 

3. Understand the banking operation and knowledge 

on credit management 

4.293 

 

4. Good public relation and social participation 3.360 

5. Self expression-decision making in community, 

village and house holds 

3.273 

 

6. Breaking social, religious and cultural barriers 2.762 

7. Leadership qualities 3.955 

8.  Skill up gradation and better technology 3.853 
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 Most of the respondents became earning members.  

 Most members became politically affiliated.  

 80 percent of the respondent agreed that they were empowered and  

 85 percent of the respondents could solve their personal problems. 

 
Suggestions 

 Even after having joined WSHGs forty percent of the respondents felt that they were economically dependent. As such, 

a separate research may be under taken to examine the reasons for economic dependency of members of WSHGs. 

When the reasons for the economic dependency are known, it may be possible to assure economic independency to 

the members. 

 Even after having joined WSHGs twenty per cent of the members were under financial constraints to do business or 

profession. Therefore, measures may be taken by the WSHGs themselves in their weekly meeting asking the members 

about their financial constraints for doing business and the constrains may be avoided either from internal sources or 

from obtaining financial assistance from the public financial institutions. 

 The members of the WSHGs may be encouraged to do business from the skill developed through WSHGs. 

 Politicians were to be interested in bringing members to WSHGs and most members became politically affiliated.  

This is not a welcoe move because; WSHGs will become outfits of political organizations. Further WSHGs may be 

brought under the domination of political parties As such a moral suasion may be popularized by saying that WSHGs 

are non-political organization. Hence political interference to be avoided. 

 
Conclusion 

 This study is about the impact of selected SHGs shows that the impact was significant on issues related to child health 

care, child marriage. Awareness about legal implications of the matrimonial litigations, hygienic practices, family planning 

practices, value of unity and education, inculcation of self confidence. Awareness on articulation, decision making and 

change in expenditure patterns. However, the SHGs had relatively failed to meet the required level relating to issuers like 

domestic violence, dowry system and in securing positions in the political system other than statistical reservations. Also the 

condition of women in the society has not improved though the governments several legal measures and the SHGs work 

saw some women leaders coming up to occupy positions of power in local bodies. There is thus a case for greater role for 

voluntary organizations and women activists in the all round development of society. 
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Abstract 

 This is a study on the general public awareness of non-life insurance policies at Tirupattur Town. The main objective of the study is 

to know the awareness level of non-life insurance policies among general public in Tirupattur Town. It also includes the findings of non-life 

insurance policies invested by the respondents and the qualities they expect (or) look for while investing in a policy. The secondary 

objective of the study is to find the suitable medium through which the policy gained awareness and to find in which sector they prefer to 

go in future.  The study is compiled with the help of primary and secondary data. Primary data were collected among 50 respondents with 

the help of structured questionnaire. The sample was collected from various areas in Tirupattur Town. Convenience sampling technique 

was adopted to collect data from the respondents. The secondary sources of data were collected through websites and other related 

library books. The collected data have been analyzed with the help of simple percentage analysis, and two way tabulations from which 

conclusions were drawn. The findings have thrown light on general public‘s awareness on non-life insurance policies. Agents proved to be 

the best source of awareness of non-life insurance policies. Public sector is preferred mostly for the investment. 

 
Introduction 

 In today‘s age of consumerism, insurance requirements have expanded to keep pace with the increasing risks. Gone 

are the days when life insurances ruled the roost; today we have a wide assortment of risk coverage commencing from 

health insurance to travel insurance to theft insurance to even a wedding insurance. With affluence and spending capacity 

on the surge there is a growing trend to fulfill needs, deal with responsibilities and secure one‘s possessions, be it good 

health or worldly wealth. 

 
Importance of General Insurance 

 Accidents... illness... fire... financial securities are the things you would like to worry about any time. General Insurance 

provides you the much-needed protection against such unforeseen events. Unlike Life Insurance, General Insurance is not 

meant to offer returns but is a protection against contingencies. Under certain Acts of Parliament, some types of insurance 

like Motor Insurance and Public Liability Insurance have been made compulsory. It is very important to have adequate 

amount of coverage for each insurance policy. For any asset or property insurance, the value of the asset based on market 

value or reinstatement value should be taken into consideration before deciding Sum Insured. If the Sum Insured is not 

adequate, the percentage representing the uncovered portion of the asset is to be borne by the insured.  Almost everything 

that has a financial value in your life and has a probability of getting lost, stolen or damaged can be covered through 

insurance. Property (both movable and immovable), vehicle, cash, household goods, health, dishonesty and also your 

liability towards others can be covered. 

Policies Covered under Non-Life Insurance in India 

Motor insurance   Fire insurance 

Theft/Burglary insurance   Medical insurance  

House holders/property insurance  Marine insurance 

Scope of the Study  

 The study would enable the company to know about the general public‘s awareness on non life insurance and its 

policies in Tirupattur Town. The study also helps to know about various non life insurance policies that one has invested in 

and the reasons for doing so 

Objectives  

Primary Objective 

1) To study the awareness level of non-life insurance policies among general public in Tirupattur Town 

2) To study the various non-life insurance policies that one has invested in and the reasons for doing so. 

Secondary Objective 

1) To find the suitable medium through which they came to know about the policy. 
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2) To know in which sector they have invested and prefer to invest in future. 

Limitations  

1. The study was restricted to Tirupattur Town only.  

2. The sample size for the customer has been limited to50. 

3. Most of the respondents were time pressed. 
 

Reviews Related to Life Insurance Policy Holders Awareness 

 Narendar and Sampath (2014) observed that the level of awareness towards the rights and duties regarding 

insurance is negligible. The study tries to understand the awareness of the people towards the rights and duties towards life 

insurance products after the privatization of the insurance sector with special reference to Indian insurance sector. To 

actually understand this, a primary research was conducted to find out the level of awareness towards the rights and duties 

of the policy holders across demographic profiles and about the level of awareness towards life insurance policies prevailing 

in the Indian market. The study totally concentrates on the individual behavior, attitudes and also crating the awareness 

regarding their contribution on Indian insurance sector. 

 Jain and Goyal (2012) noted that the insurance industry is in existence since long, the level of awareness towards the 

rights and duties regarding insurance are negligible. The study tries to understand the awareness of the people towards the 

rights and duties towards life insurance products after the privatization of the insurance sector. To actually understand this, a 

primary research was conducted to find out the level of awareness towards the rights and duties of the policy holders across 

demographic profiles and about the level of awareness towards life insurance policies prevailing in the market. Chi-square 

test was used to test the significance of the relationship. The analysis is based on a sample of 117 individuals from randomly 

selected general public. A significant association between the demographic determinants and the awareness towards the 

rights and duties regarding life insurance was found showing low level of awareness towards rights and duties among the 

policy holders of life insurance. The study was undertaken in Rajasthan and the methodology can be comfortably to the 

country as a whole. 

 Mishra, M.N. (1987) made a study to appraise the strategies of Life Insurance Company. While reviewing the 

strategies, the author felt that before 1960 Life Insurance Company did not give much attention to the objective of customer 

satisfaction, but from 1980 onwards the corporation has taken several remedial measures to provide better customer service 

and improve the customer satisfaction. 

 Jeyaraman (1980) on the study with a title, ‗Development of Insurance Business‘, outlined the methods for developing 

the life insurance business in rural areas. He also suggested that organizational infrastructure in the rural areas need to be 

enlarged so as to bag the growing insurance potential there. 

 Agarwala (1961) in his historical and analytical study entitled. ‗The LIC in India‘ pointed out that in the developing 

countries, life insurance was an expanding phenomenon. Before the nationalization of the LIC, the life insurance market way 

narrow and highly imperfect, which was due to the under development of the country‘s national economy.  But after 

nationalization, the LIC has made an excellent progress in the number of policies sold and the sum assured mobilized. 
 

Research Methodology 

Research 

 Research can be defined as ―a scientific and systematic search for pertinent information on a specific topic‖.  

The Advanced Learners Dictionary of current English gives the meaning of research as ―a careful investigation or inquiry 

specially through search for new facts in any branch of knowledge‖. 

Research Design 

 Research design stands for advanced planning of methods to be adopted for collecting the relevant data and the 

techniques to be used in their analysis keeping in view the objective of the research. The present study is based on survey 

and fact-findings enquiries with the customers.  

Sampling Unit: The sampling unit for present study is General public in Tirupattur Town. 

Sampling Technique: We have used convenience sampling technique to collect the required information from the 

respondents.  

Sample Size 

 The total sample size selected for the present study is 50 customers from different areas of Tirupattur Town. 

Data Collection 

 Primary Data are that, which are collected afresh and for the first time and happens to be original in character. Here the 

primary data was collected using a structured questionnaire from various respondents among general public. The 

respondents were contacted personally. Secondary data was collected for company related information from the internal 

source of the company itself. 
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Data Analysis and Interpretation 

 The collected data was then edited and consolidated by using simple statistical fools and was presented in the form of 
tables and figures. For the analysis of data, the simplest statistical tools are employed. The statistical tools employed are 
 1. Percentage analysis 
 2. Cross Tabulation 
 3. Charts 
Findings, Suggestions and Conclusion  

Findings 

 In general, insurance has recorded 100% awareness. As for life and non-life insurance are concerned around 98% are 

aware of both. 

 55% are aware about all the forms of non-life insurance policies. Most (92%) of them do not know that workers 

compensation is also a form of non-life insurance.  

 Motor insurance (99%), Mediclaim (91.5%) have attracted the highest awareness level. Personal accident (67.5%), Fire 

(66.5%) and Theft (70.5%) belongs to next cadre. 

 Whether the respondents have invested or not in non-life insurance, the reasons stated by them to invest are security 

(more than 85%) claim (more than 55%). Among those invested only 30% have responded that they invest because of 

tax benefit, whereas 60% in general claim that there is tax benefit. 

 Most of them no idea that which non-life insurance policy would like to take in future. Those have taken a policy most of 

them have taken vehicle insurance followed by Mediclaim. 

 Non-life insurance policies have gained maximum awareness through insurance agents. Advertisements 12% has not 

contributed to much non-life insurance awareness.  

 Asked about future investments around 25% of them said they would go for Mediclaim and 21% of them had no idea as 

to what kind of policy they go for.  

 Public sector (66.5%) is more preferred to private sector. 

 When asked which insurance company comes to their mind Life Insurance Corporation of India (75.5%) stands first. 

Suggestions  

 The insurance companies should make more advertisements about their policies in detail. Then the public comes to 

known the available policies. 

 The insurance companies can make their procedures easy. 

 Insurance companies should settle their claims quickly and easily 

Conclusions 

 The study has thrown light on general public‘s awareness on non-life insurance policies. It also has given an insight 

and the respondent‘s awareness and the policies that they have invested in non-life insurance. Further the study also helped 

to reveal what qualities the public is considering before going for investment. Thus the insurance company should 

concentrate more on their advertisements to make the public informative about the policies available. The procedures to 

subscribe to non-life insurance policies are considered by many as time consuming. Hence they should be simplified. 
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Abstract 

 Lamp Stack is a web server which is used to handle all type data in the database. By increasing of data, the lamp stack cannot 

handle some type of data. So, for the purpose and for security am using a Lemp Stack instead of Lamp Stack. Lemp Stack contains n-ginx 

instead of Apache. So it can handle large amount of data in the server and it is made with less amount of weight. 

Keywords: N-ginx, Apache. 
 

Introduction 

 LAMP is an archetypal model of web service stacks, named as an acronym of the names of its original four open-

source components: the Linux operating system, the Apache HTTP Server, the MySQL relational (RDBMS), and 

the PHPprogramming language. The LAMP 

components are largely interchangeable and not 

limited to the original selection. As a solution stack, 

LAMP is suitable for building dynamic web 

sites and web applications. Since its creation, the 

LAMP model has been adapted to other componentry, 

though typically consisting of free and open-source 

software. For example, an equivalent installation on 

the Microsoft Windows family of operating systems is 

known as WAMP and an equivalent installation on macOS is known as MAMP.  Short for Linux, Apache, MySQL and 

PHP, LAMP is an open-source Web development platform that uses Linux as the operating system, Apache as the 

Web server, MySQL as the RDBMS and PHP as the object-oriented scripting language. Perl or Python is often substituted for 

PHP. LAMP technology can drive Web applications, and although it is powerful, is also comparatively simple and easy to use. 

 Individually, Linux, Apache Web server, MySQL database, Perl, Python or PHP are each a powerful component 

in its own right. The key to the idea behind LAMP, a term originally coined by Michael Kunze in the German magazine c't in 

1998, is the use of these items together. Although not actually designed to work together, these open source software 

alternatives are readily and freely available. This has lead to them often being used together. In the past few years, their 

compatibility and use together has grown and been extended. Certain extensions have even been created specifically to 

improve the cooperation between different components. 
 

Lemp Stack 

 LEMP is a variation of the ubiquitous LAMP stack used for developing and deploying web applications. Traditionally, 

LAMP consists of Linux, Apache, MySQL, and PHP. Due to its modular nature, the components can easily be swapped out. 

With LEMP, Apache is replaced with the lightweight yet powerful Nginx. 

 Linux: An open source Unix-like operating system provides the base for the stack components. Many distributions 

include package management systems that make installing the desired applications easy. However, these repository 

versions will generally not be the most current. Two of the most commonly used Linux distributions in LEMP stacks 

are Debianand Ubuntu. 

 Nginx: Nginx is an open source reverse proxy server for HTTP, HTTPS, SMTP, POP3, and IMAP protocols. It also 

functions as a load balancer, HTTP cache, and web server (origin server). It has a strong focus on high concurrency, 
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high performance and low memory usage. The HTML5 Boilerplate project has sample server configuration files to 

improve performance and security. 

 MySQL: MySQL is the second most widely used 

open source relational database management system. A 

community-developed fork, MariaDB, is led by the original 

developers. It aims to be a drop-in replacement. 

 PHP: PHP is a server-side scripting language 

designed for web development. The scripting role can also 

be filled with Python or Perl. Servers such 

as Gunicornor uWSGI can be used in conjunction with 

Nginx to serve these applications. 

 
 

Why Should i Prefer Lemp Stack? 

 LEMP is about use of Nginx instead of LAMP (Apache). Nginx is especially designed by considering the performance 

and low memory consumption techniques and that is why it is always better to use Nginx instead of overbearing Apache. 

Apache's performance starts decreasing once many concurrent users jump on your site where Nginx's performance doesn't 

drop. The conventional configuration for this partnership is to place Nginx in front of Apache as a reverse proxy. This will 

allow Nginx to handle all requests from clients. This takes advantage of Nginx's fast processing speed and ability to handle 

large numbers of connections concurrently. 
 

Why Apache is Slow? How Nginx Came in Action? 

 Apache introduced in 1995; when there was no concept multitasking. Later when the need of multitasking required then 

MPM (Multi-Processing Module) was added in Apache to overcome this issue. But with this new feature memory 

consumption starts increasing with the coming years; where giant sites like Google and Facebook getting millions of hits 

every day. So the need of new platform or change in Apache was required. This issue was named as C10K (Concurrent 10 

Thousand) Problem. Then Igor Sysoev started the development of Nginx in 2002 to overcome the same issue, and the first 

time Nginx was publicly released in 2004. 
 

How Does Nginx Work? 

 Nginx follows event-based process; it does not create individual thread of request for each process like Apache does, 

but smartly follows events of a process. Below is the demonstration of an Nginx server handling concurrent MP3 and MP4 

file requests. 
 

How Does Nginx Work? – Demonstration 

 Nginx divided its job into Worker Connections and Worker Process. Here worker connections are managing the request 

made and the response obtained by users on the web server; in the same time these request are passed to its parent 

process which is Worker Process. A single worker connection can handle around 1024 connections at a time. It is the 

greatest ability of a worker connection. There can ―n‖ numbers of the worker process in Nginx based on the type of server 

you have and each worker process handle different jobs so that it can handle more numbers of concurrent requests.  

Finally, the worker process transfers the requests to Nginx Master Process which quickly responds to the unique requests 

only. Nginx is Asynchronous; that means each request in Nginx can be executed concurrently without blocking each other 

like a water pipe. So this way Nginx enhances the virtually shared resources without being dedicated and blocked to one 

connection. That is why Nginx is able to do the same work with less amount of memory and utilizes that memory in an 

optimized way. 

Apache or Nginx? 

As of May 2014, these were the Netcraft statistics for Web server developers: 

 Apache – 38% 

 Microsoft – 33% 

 Nginx – 15% 

 Google – 2% 

 Keep in mind that Apache‘s market share has been as high as 70% – which was in 2005, when nginx (pronounced 

―engine-x‖) was three years old but right around 0% adoption. As the latter Web server has been increasingly adopted 

and Apache has lost a substantial amount of users, it‘s easy for coders to think that ng inx is the obvious best choice, 

explains software engineer Matthew Mombrea of IT world. ―Nginx has become popular due to its event-driven design 

https://github.com/h5bp/server-configs-nginx
http://www.mysql.com/
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which can make better use of today‘s computer hardware than Apache‘s process driven design,‖  he says. ―The end 

result is that nginx can serve more concurrent clients 

with higher throughput than Apache on the same 

hardware.‖ 

Based on the above graph, we can see that Apache 

is still the most popular web server applications being 

used by active sites all over the Internet with around 52% 

market share, followed by nginx with 14% and Microsoft 

IIS with 11%. 

 

Disadvantages of Lamp Stack 

 Apache is not the highest performing webserver 

around, if you're looking at massive volumes of traffic it's 

probably not the right choice for you. Something like lighttpd or nginx are more likely to be what you would use. 

 MySQL's issues are well-known (and well worked-around), ranging from unusual choices of functionality through to the 

recent breakdown in relationship between much of the open-source community and Oracle. Having said that, it does the job 

that 99.9% of people want it to do. PHP's language issues are worthy of their own essay, covering areas such as the bolted-

on object oriented programming model, the difficulty of writing sensible, reusable code in it compared to writing random 

looking nonsense which happens to work, along with performance and reliability issues. 

 Overall, the LAMP stack (excluding Linux), is a collection of middle of the road tools which are all capable of doing a 

good job, but probably aren't the best of breed choices, which they were back in the late 90's when LAMP was widely 

adopted as the 'open-source stack'. 

 

Advantages of Lemp Stack 

It includes nginx component in it. 

 Open source web server application written to address performance and scalability issues associated with Apache; 

 Event-driven, asynchronous and non-blocking approach, doesn‘t create new processes for each web request; 

 Setting number of worker processes, and each worker can handle thousands of concurrent connections; 

 Modules are included at compile time, have internal PHP code compiler (no need for PHP module) 

 

Conclusion 

 To conclude, nginx is faster and able to handle much higher load compared to Apache using the same set of hardware. 

Thus the lemp stack is very useful for handling and maintaining the large amount of data. Lemp Stack which contains n-ginx 

is made with low weight. N-ginx employs event-based model and OS-dependent mechanisms to efficiently distribute 

requests among worker processes. Open source web server application written to address performance and scalability 

issues associated with Apache. 
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Abstract  

 Currently as there is an increase in globalization and increasing opportunities to the investors to invest abroad, it is essential for the 

international portfolio investors from India to understand the level of interdependence among the major stock markets in the world. It's 

creating the need to study the co-integration between BSE Sensex with other four major indices of developed countries.  

This paper examines co-integration of "Indian stock exchange with international stock exchanges of developed countries―.  

The process of globalization has had a deep impact on the financial market worldwide. The present study aims to test whether the Indian 

stock market is interdependent on the international stock exchange of developed nations. The New York stock exchange, London stock 

exchange, Japan stock exchange, Shanghai stock exchange, NASDAQ are the largest stock exchanges in the world in terms of market 

capitalization. Many Indian companies have listed their companies‘ shares in all the stock market. Hence the ex tent of co-integration 

between the Indian stock exchanges with the leading International stock exchanges. 

Key words:  - Index, Stock exchange, Co-integration, t-test, Correlation, Global Stock Market 
 

Introduction  

 The linkages between the stock markets of the world are increasing over the years due the effect of globalization. The 

speed of Global integration–the intensification of international economic linkages among nations is high and is bound to 

increase in the coming years. Internationalization of trade and finance, interdependence among countries and policy 

changes among nations to suit the world order is the norm of the day. The process of internationalization results in a greater 

stock of foreign factors of production within countries inviting more foreign investment, technology and technological experts. 

The financial markets around the world have expanded beyond boundaries with money moving from one country to another 

in form of loans, FDI, foreign currency markets etc. The international linkage of national money and capital markets has also 

grown rapidly with the removal or relaxation of restrictions on financial flows across national borders, deregulation of 

financial institutions and international financial innovations. Technological growth has made a greater impact on the growth 

and development of the markets, where an investor can view the prices of currencies and stock prices twenty-four hours a 

day. Tremendous changes have taken place in the way companies operate due to pressures from global competition. 

Companies worldwide are consolidating their operations, moving to other countries to find and tap new markets, or to 

achieve economies of scale. The term stock market co-integration in this study refers to identifying the presence of long term 

dependencies across two stock markets. 
 

Need for the Study 

 The present study tries to examine the co-integration of the Indian stock market in recent years, with the major stock 

markets of developed countries, which is said to be one of the developed and sophisticated markets in the world. The study 

of the existence of inter-linkages among international capital markets has serious implications on determining the extent of 

portfolio diversification as well as macroeconomic policies of individual countries. Investors prefer to hold securities from a 

variety of firms because such diversification reduces portfolio risk, similarly, investors who buy shares in foreign as well as 

domestic companies seek to avoid some market risk and earn returns through global diversification. Diversification is 

rewarding since stock indices of different countries are affected by different factors and hence need not always move in the 

same direction, or be perfectly correlated. In the recent years we can see that capital markets in Asia have become the main 

destination for many investors to invest their money  
 

Objectives  

 To identify the selected Indices in the stock market at the global perspective. 

 To evaluate the correlation between Bombay Stock Exchange (BSE Sensex) and top global and reputed stock 

exchanges. 
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 To study the Global Stock Exchanges in the world. 

Research Methodology Adopted 

Research Type: It is Descriptive and Analytical in nature. 

Sources of Data: 

Secondary Sources: The data has been taken from Secondary sources like Websites, Journals, Newspapers and Text 

Books. It is an Empirical Paper. 

Sampling Technique: Convenience Sampling 

Sample Size: Three years from 1st April 2014 to 31st March 2017 

Research Tools for the Study: Mean, Standard Deviation, Correlation and t-test 

Selection Criteria: Major Stock Exchange‘s Indices‘ 

Table showing number of listed companies in selected Stock Exchanges: 

 

Hypothesis: 

H0: There is no Linear dependence among the Indices of the BSE Sensex and NYSE Composite, Shangai  Composite, 

FTSE100 (London Stock Exchange), NASDAQ (Composite), Japan Nikkei 225 

H1: There is Linear dependence among the Indices of the BSE Sensex and NYSE Composite, Shangai 

 Composite,FTSE100(London Stock Exchange), NASDAQ(Composite), Japan Nikkei 22 

 

Computer Tools: 

 SPSS for Mean, Standard Deviation, Correlation and 

t-test 

Limitations 

 Monthly indices of selected indices is considered 

 Transaction cost is ignored. 

 

Analysis Framework 

 Month wise Index prices of the selected indices has 

been chosen for the study. Multiple Correlation has been 

computed along with Return and Risk for the selected 

stock Indices with BSE Sensex. Significance of the 

Correlation has been tested by applying paired t-test. 

The Correlation has been divided into three levels: 

 

 Correlation less than 0.4 is treated as Weak Correlation between the Variables. 

 Correlation between 0.4 to 0.7 is treated as Moderate Correlation between the Variables. 

 Correlation between 0.7 to 1 is treated as Strong Correlation between the Variables. 

 

Analysis and Interpretation  

 The relative strength of Linear relationship is measured by the Correlation Coefficient. The Correlation and t -test is 

used to test the stock market relationships of various stock markets. Two variables are said to be co-integrated when a 
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linear combination of the two variables is stationary implying that there is a long-term relationship existing between them. 

Lack of Co-integration suggests that no such relationship exists. The test of Co-integration is applied to the BSE Sensex and 

the top International Stock Indices of Developed countries like NYSE Composite (Var 00002), Shangai Composite 

(Var00004), Japan Nikkei 225 (Var 00006), NASDAQ Composite (Var 00008), London Stock Exchange FTSE 100  

(Var 00010) The results are tabulated: 

 

Paired Samples Statistics 

  Mean N Std. Deviation Std. Error Mean 

Pair 1 
BSE SENSEX 26887.6364 36 1634.94417 272.49069 

NYSE COMPOSITE 10677.9400 36 445.73141 74.28857 

Pair 2 BSE SENSEX 26887.6364 36 1634.94417 272.49069 

 SHANGHAI COMPOSITE 3063.4392 36 625.02819 104.17137 

Pair 3 
BSE SENSEX 26887.6364 36 1634.94417 272.49069 

TSE JAPAN NIKKEI 225 17638.1350 36 1696.46387 282.74398 

Pair 4 
BSE SENSEX 26887.6364 36 1634.94417 272.49069 

NASDAQ COMPOSITE 4920.9061 36 409.96798 68.32800 

Pair 5 
BSE SENSEX 26887.6364 36 1634.94417 272.49069 

FTSE 100 LSE 6655.0286 36 337.65912 56.27652 

 

Paired Samples Correlations  

Interpretation  

 As the p value in t test is less than 0.05 in all the 

cases, we can say that there is acceptance of alternative 

hypothesis and rejection of null hypothesis. Therefore, it 

says that there is arelation between BSE Sensex and 

other selected Indices and significant difference in Means 

of two selected variables with 1% level of significance. 
 

Findings 

Correlation Interpretation: 

 
 

Indices Correlation Level of correlation P-value Hypothesis accepted 

Nyse Composite .592 Moderate 0.000 
 

H1: Accepted 

Shangai Composite .462 Moderate 0.000 
 

H1: Accepted 
Nikkei 225 .513 Moderate 0.000 

 
H1: Accepted 

Nasdaq Composite .630 Moderate 0.000 
 

H1: Accepted 

Ftse 100 .514 Moderate 0.000 
 

H1: Accepted 

  N Correlation Sig. 

Pair 1 VAR00001 & VAR00002 36 .592 .000 

Pair 2 VAR00003 & VAR00004 36 .462 .005 

Pair 3 VAR00005 & VAR00006 36 .513 .001 

Pair 4 VAR00007 & VAR00008 36 .630 .000 

Pair 5 VAR00009 & VAR00010 36 .514 .001 
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Conclusion 

 The future of the stock market is unpredictable because it depends on the economic progression. The co-integration of 

Indian equity markets with the International stock markets of developed countries has been studied using the test of  

co-integration. This study has focused on Indian equity market‘s dependency with the developed stock markets. The stock 

index values (closing prices) are obtained for the BSE and the international stock markets of developed countries. 

Correlation is used for the testing or examine the interdependence among these stock markets. Interdependence/ 

dependence was examined for the period April 2014 – April 2017. During the period of study the results of the test show that 

the Indian Stock Market is slightly interdependent because when we are in the global market there will be knowingly or 

unknowingly we are having effects on our economy. There is >70 of FDI & FRI in our economy, so the future of the Indian 

capital market depends on global capital markets to some extent. 
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Abstract 

 Assets and Liabilities Management (ALM) is adynamic process of planning, organizing, coordinating and controlling the assets and 

liabilities – their mixes, volumes, maturities, yields and costs in order to achieve a specified Net Interest Income (NII). This paper 

examines the impact of Interest rate risk on banks profitability. The financial data of the Vijaya Bank collected from the Head office 

consulting Risk Management departmentfor the period from 2012 to 2016 on the financial year basis and analysed by applying the Gap 

analysis technique. The finding suggests that the volatility of the interest rates has a direct impact on banks profitability  and bank is facing 

the negative gap mismatch for the initial few time buckets. It is suggested that banks should make use of the other interest rate mitigating 

tools like VaR and Interest rate derivatives.  

Keywords–Interest Rate Risk,Gap analysis, Net Interest Income. Interest rate derivatives.  
 

Introduction 

 Banks work as facilitators or intermediately agencies of public money. A bank has an obligation to pay the liabilities when 

demanded, but cannot liquidate the same quantum of assets as certain intrinsic conditions are built into them. Similarly, banks 

face challenges when there is a change in the economic and political scenario either locally or internationally. This leads to 

credit risk, interest rate risk, foreign exchange risk and liquidity risk, all types of risk revolves around assets and liabilities, 

irrespective of their nature and treatment. There are various tools, which can be employed for detecting and assessing the 

extent of miss match in ALM. For assessing the interest rate risk, the present study uses the GAP analysis, which is a tool for 

managing the interest rate risk. Based on the sensitivity of the assets and liabilities to the interest rate fluctuations, they are 

classified in to different maturity buckets. The GAP or mismatch risk can be measured by calculating GAPs over different times 

intervals as at a given date.The GAP is the difference between Rate Sensitivity Assets (RSA) and Rate Sensitive Liabilities 

(RSL) for each time bucket. The positive GAP indicates that ithas more RSAs than RSLs, whereas the negative GAP indicates 

that it has more RSLs. The GAP reports indicates whether the institution is in a position to benefits from rising interest rates by 

having positive GAP (RSA>RSL) or whether it is in a position to be benefit from declining interest rates by a negative GAP 

(RSL>RSA).The GAP can, therefore, be used as a measure of interest rate sensitivity.  

The IRR gaps may be identified in the following different time buckets as follows: 

 1 day – 28 days‘ time bucket 

 29 days – 3 months‘ time bucket 

 3 month – 6 month time bucket 

 6 month – 1 year time bucket 

 1 year – 3 year time bucket 

 3 year – 5 year time bucket 

 5 year – 7 year time bucket 

 7 year – 10 year time bucket 

 10 year – 15 year time bucket 

 Over 15 year time bucket 

 Non - Sensitive 

 If there is any changes in the in the banks interest rate it directly affects the bank‘s Net Interest Income (NII).NII = 

Interest Income – Interest Expenses. 
 

Need and Scope of the Study 

 The recent research identify for the valuable asset liability management which is very important in banks operations in 

India. Asset Liability committees (ALCO‘s) is one such committee which helps in designing and implementations of 

successful strategy to sustain and organize risk to study the maintenance of Asset and Liability in the Bank and the finding 

of the study can be utilized as secondary data for other for their study.The study on topics like Asset Liability Management is 

vast but, current research is focused on interest rate risk management, a part of Asset Liability Management, Which is only 

confined to Vijaya Bank. 
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Objectives 

1. Tostudy the application of the asset liability management concept with reference to Vijaya Bank. 

2. To analyze the Interest Rate Risk and its impact on profitability. 
 

Methodology 

 This is an analytical study where the data of Vijay banks as published by the Reserve bank of India is utilized.  

The present analysis is mainly on secondary bases of documents. The data required for the purpose of the study were 

collected from the head office of the bank by consulting Risk Management department. The information is also composed 

from the annual reports and website of Vijaya bank and analysed by applying the Gap analysis technique. The research 

covers a period of five financial years from 2011-2012 to 2015-2016.  
 

Data Analysis and Interpretation 

Below table shows the Interest Rate Sensitivity of 5 years from 2011-2012 to 2015-2016. 

Table: 1 Statement of Interest Rate Sensitivity as on 31-3-2016 (in Crores) 

Maturity patterns RSA RSL Gap CG Gap as a % of total asset 

1-28 days 9127.77 13164.58 -4036.81 -4036.81 -44.23 

29days-3 month 7484.72 20036.82 -12552.10 -16588.91 -167.70 

Over 3-6 month 66240.52 42707.97 23532.55 6943.64 35.53 

Over 6 month-1year 10876.56 31479.83 -20603.27 -13659.63 -189.43 

Over 1-3 year 11649.91 13617.45 -1967.54 -15627.17 -16.89 

Over 3-5 year 9361.99 3729.94 5632.05 -9995.12 60.16 

Over 5 years 34119.80 2352.26 31767.54 21772.42 93.11 
 

Chart 1: Interest Rate Sensitivity for the year 2016 (in crores) 

 
 

Interpretation 

 As shown in the above calculation there is a positive gap in the time bucket of 3month to 6month, 3year to 5year, and 

over 5 years. And there is also a negative gap between 1day to 28days, 29days to 3months, 6month to 1year, and 1year to 

3years.Here Positive gap means Asset is more than the liability and negative gap means liability is more than the asset. 

Positive gap may be because of more of inflows of money to the bank in the form of Interest amount, due to advances, 

investments, and reverse repo made by the banks to their customers. These three are the main components in asset side 

and negative gap may be because of outflows of money from the bank to their customers in the form of regular interest paid 

91
27

.7
7

74
84

.7
2

66
24

0.
52

10
87

6.
56

11
64

9.
91

93
61

.9
9

34
11

9.
8

13
16

4.
58

20
03

6.
82

42
70

7.
97

31
47

9.
83

13
61

7.
45

37
29

.9
4

23
52

.2
6

-4
0

36
.8

1

-1
2

5
5

2
.1

23
53

2.
55

-2
06

03
.2

7

-1
96

7.
5

4

5
63

2.
05

31
76

7.
54

-4
0

36
.8

1

-1
65

88
.9

1

69
43

.6
4

-1
36

59
.6

3

-1
56

27
.1

7

-9
99

5.
12

21
77

2.
42

-4
4.

23

-1
67

.7

35
.5

3

-1
89

.4
3

-1
6.

8
9

6
0.

16

93
.1

1

-40000

-20000

0

20000

40000

60000

80000

1-28 days 29days-3 
month

Over 3-6 
month

Over 6 
month-1year

Over 1-3 year Over 3-5 year Over 5 years

R
S.

IN
 C

R
O

R
ES

MATURITY PATTERN

RSA RSL Gap CG Gap as a % of total asset



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  237 

to them because for the deposit, borrowings, and repo made by the customers to the banks. And these three are the main 

components in liability side. 

Table: 2 Statement of interest rate sensitivity as on 31-3-2015 (in Crores) 

Maturity patterns RSA RSL Gap CG Gap as a % of total asset 

1-28 days 9599.01 11981.73 -2382.72 -2382.72 -24.82 

29days-3 month 9528.99 26957.60 -17428.61 -19811.33 -182.90 

Over 3-6 month 60014.71 32305.84 27708.87 7897.54 46.17 

Over 6month-1year 13512.04 36481.65 -22969.61 -15072.07 -169.99 

Over 1-3 year 10667.41 11857.85 -1190.44 -16262.51 -11.16 

Over 3-5 year 10760.42 4255.05 6505.37 -9757.14 60.46 

Over 5 years 22323.58 4132.51 18191.07 8433.93 81.49 

 

Chart 2: Interest Rate Sensitivity for the Year 2015 (in Crores) 

 
 

Interpretation 
 As shown in the above calculation there is a positive gap in the time bucket of 3months to 6months, 3years to 5years 

and over 5 years. And there is also a negative gap between 1day to 28days, 29days to 3months, 6month to 1year, and 

1year to 3years.Here Positive gap means Asset is more than the liability and negative gap means liability is more than the 

asset. Positive gap may be because of more of inflows of money to the bank in the form of Interest amount, due to 

advances, investments, and reverse repo made by the banks to their customers. These three are the main components in 

asset side and negative gap may be because of outflows of money from the bank to their customers in the form of regular 

interest paid to them because for the deposit, borrowings, and repo made by the customers to the banks. And these three 

are the main components in liability side. 

Table-3 Statement of Interest Rate Sensitivity as on 31-3-2014 (in Crores) 

Maturity patterns RSA RSL Gap CG Gap as a % of total asset 

1-28 days 14859.98 13032.57 1827.41 1827.41 12.30 

29days-3 month 8946.46 26559.54 -17613.1 -15785.67 -196.87 

Over 3-6 month 52594.29 27692.95 24901.34 9115.67 47.35 

Over6month-1year 10894.87 43485.15 -32590.3 -23474.61 -299.13 

Over 1-3 year 10248.01 10723.44 -475.43 -23950.04 -4.64 

Over 3-5 year 11540.96 1451.14 10089.82 -13860.22 87.43 

Over 5 years 23066.1 1394.15 21671.95 7811.73 93.96 
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Chart 3: Interest Rate Sensitivity for the year 2014 (in crores) 

 
Interpretation 

 As shown in the above calculation there is a positive gap in the time bucket of 1day to 28 days, 3months to 6months, 
3years to 5years and over 5years. And there is also a negative gap between 29days to 3months, 6months to 1 year and 
1year to 3years.Here Positive gap means Asset is more than the liability and negative gap means liability is more than the 
asset. Positive gap may be because of more of inflows of money to the bank in the form of Interest amount, due to 
advances, investments, and reverse repo made by the banks to their customers. These three are the main components in 
asset side and negative gap may be because of outflows of money from the bank to their customers in the form of regular 
interest paid to them because for the deposit, borrowings, and repo made by the customers to the banks. And these three 
are the main components in liability side. 
 

Table 4: Statement of interest rate sensitivity as on 31-3-2013 (in Crores) 

Maturity patterns RSA RSL Gap CG Gap as a % of total asset 

1-28 days 9669.92 12951.00 -3281.08 -3281.08 -33.93 

29days-3 month 6286.79 21316.69 -15029.90 -18310.98 -239.07 

Over 3-6 month 47745.31 24770.30 22975.01 4664.03 48.12 

Over6month-1year 4650.55 31525.00 -26874.45 -22210.42 -577.88 

Over 1-3 year 11801.04 7680.00 4121.04 -18089.38 34.92 

Over 3-5 year 10326.83 1343.97 8982.86 -9106.52 86.99 

Over 5 years 19122.85 1173.57 17949.28 8842.76 93.86 
 

Chart 4: Interest Rate Sensitivity for the Year 2013 (In Crores) 
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Interpretation 

 As shown in the above calculation there is a positive gap in the time bucket of 3months to 6months, 1year to 3years, 

3years to 5years and over 5years. And there is also a negative gap between 1day to 28 days, 29days to 3months, 6months 

to 1 year, and 3years to 5years.Here Positive gap means Asset is more than the liability and negative gap means liability is 

more than the asset. Positive gap may be because of more of inflows of money to the bank in the form of Interest amount, 

due to advances, investments, and reverse repo made by the banks to their customers. These three are the main 

components in asset side and negative gap may be because of outflows of money from the bank to their customers in the 

form of regular interest paid to them because for the deposit, borrowings, and repo made by the customers to the banks. 

And these three are the main components in liability side. 

Table 5: Statement of Interest Rate Sensitivity as on 30-3-2012 (in Crores) 

Maturity patterns RSA RSL Gap CG Gap as a % of total asset 

1-28 days 8131.74 7479.42 652.32 652.32 8.02 

29days-3 month 22076.74 12356.77 9719.97 10372.29 44.03 

Over 3-6 month 5469.93 20463.56 -14993.63 -4621.34 -274.11 

Over6month-1year 7630.32 29525.96 -21895.64 -26516.98 -286.96 

Over 1-3 year 11657.61 9839.28 1818.33 -24698.65 15.60 

Over 3-5 year 11636.92 634.91 11002.01 -13696.64 94.54 

Over 5 years 22069.52 295.90 21773.62 8076.98 98.66 

Interpretation 

 As shown in the above calculation there is a positive gap in the time bucket of 1day to 28 days,29days to 3months, 

1year to 3years, 3years to 5years and over 5years. And there is also a negative gap between 3months to 6months and 

6months to 1 year.Here Positive gap means Asset is more than the liability and negative gap means liability is more than the 

asset. Positive gap may be because of more of inflows of money to the bank in the form of Interest amount, due to 

advances, investments, and reverse repo made by the banks to their customers. These three are the main components in 

asset side and negative gap may be because of outflows of money from the bank to their customers in the form of regular 

interest paid to them because for the deposit, borrowings, and repo made by the customers to the banks. And these three 

are the main components in liability side. 

Chart 5: Interest Rate Sensitivity for the Year 2012 (in Crores) 

 
 

Findings 

1. Thepositive time bucket gap mismatch are for the year 2016, over 3month-6month time bucket,over 3years-5years time 

bucket, and over 5years time bucket. For the year 2015,over 3month-6month time bucket, over 3years-5years time 

bucket and over 5years time bucket. For the year 2014,1day – 28 days‘ timebucket,over 3month-6month time 

bucket,over 3years-5years time bucket and over 5years time bucket. For the year 2013,over 3month-6month time 
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bucket, over 1year-3years time bucket, over 3years-5years time bucket and Over 5years time bucket. For the year 

2012,1day – 28 days‘ time bucket, 29 days – 3months time bucket, over 1year-3years time bucket,over 3years-5years 

time bucket and over 5years time bucket. 

2. The negative time bucket gap mismatch are- For the year 20161day – 28 days‘ time bucket, 29 days – 3months time 

bucket, Over 6month – 1 year time bucket and Over 1year – 3 year time bucket. For the year 20151day – 28 days‘ time 

bucket, 29days – 3months time bucket,Over 6month- 1year time bucket and Over 1year-3years time bucket. For the 

year 201429 days- 3months time bucket, Over 6month-1year time bucket and Over 1year-3years time bucket. For the 

year 20131day – 28 days‘ time bucket, 29days – 3months time bucket and Over 6month- 1year time bucket. For the 

year 2012Over 3month- 6month time bucket,Over 6month- 1year time bucket . 

3. As per the rules there is no tolerance limit fixed by the RBI, so the bank should set their own tolerance limit to minimize 

or to diminish the negative gap between the assets and liabilities on the balance sheet. 

4. Negative gap means deposits are reprised at a lower rate and positive gap means advances are reprised at a higher rate. 

5. Fluctuation in the Interest Rate has direct effect on the Net Interest Margin. 

Suggestions 

1. To reduce the mismatch in any maturity bucket bank has to look into taking deposit and invest it properly, So as to 

mature in the time bucket with negative mismatch. 

2. The bank should effectively follow the RBI guidelines with respect to the Asset Liability Management policy. 

3. Whenever there is a gap exist between the Assets and Liabilities, immediate action should be taken to reduce the gap 

or to control the gap between assets and liabilities. 

4. The bank can also make use of other techniques of handling the gap between assets and liabilities through Duration 

Gap Analysis, Value at Risk(VaR) and Interest rate derivatives.  
 

Conclusion 

 ALM is a dynamic frame work for measuring, monitoring and managing the market risk of a bank. The research is 

conducted to examine the perspective of the banks in identifying and facing the risks and handling the asset superiority so as to 

safeguard the profitability with the support of Asset Liability Management technique. Hence we can conclude saying that Asset 

Liability Management is an important tools in handling the right balance sheet. Asset Liability Management has become the 

satisfactory approach to believe Interest Margin Controlling and managing the various risk associate with business operations of 

the banks. The growth of ALM technique will play an important part in the continuing growth of the bank. As compared with 

other Public sector banks, Vijaya Bank is playing good role in the market. From the study it can conclude saying that the 

performance of the bank is satisfactory because of the proper techniques used for management of Asset and Liability. 
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Abstract 

 The education sector in India is experiencing rapid expansion and change. Governments have implemented new initiatives and 

increased spending to encourage greater enrolment and attendance at the school level. In higher education they are seeking to implement 

wide-ranging changes to the regulatory framework. At the same time the rising affluence and aspirations of households is spurring strong 

demand for education at all levels and the traditional dominance of the public sector as a provider of education is receding. The dual 

challenge now is to build on the considerable progress made in lifting participation and, equally importantly, improve the quality  of 

education outcomes. To meet these objectives reform momentum needs to be maintained and broadened. This is especially so given the 

pace of development lags between changes in education policies and outcomes. This paper begins with a review of education 

achievements since of government commitments to expand education and the progress made in lifting participation. The current state of 

education quality is also examined. 
 

Introduction 

 Education assumes significance as a provider of input for economic, political and social development, besides as a 

source of knowledge. Economic growth in recent years has been based on availability and quality of knowledge in any 

country, which in turn depends on access and affordability to education. Hence, importance of education has increased to 

supply adequate and qualitative human capital. Education and development are closely related as education provides inputs 

for economic growth among which knowledge is an important one. Modern economic growth is driven by knowledge for 

which knowledge creation and utilization is essential. Importance of higher education can be understood from its function 

like (i) creation and dissemination of knowledge, (ii) supply of manpower, particularly knowledge workers, (iii) attitudinal 

changes for modernization and social transformation, (iv) formation of strong nation-state, and (v) promotion of higher quality 

individual and social life. Development of knowledge and its application are based on the quantity and quality of education 

system available, particularly of higher education, in a country. Therefore, higher education assumes significance as creator 

and supplier of knowledge. Access to and availability of higher education determines for creation, spread and application of 

knowledge for development. 
 

Growth of Higher Education 

 Recognizing the need, the Indian Government gave significant attention to higher education system and as result a 

huge education system has been developed. Number of colleges increased from 496 in 1947-48 to 25951 in 2009-10, while 

the number of universities grown form mere 20 to 504 during the same period. Similarly, enrolment of students for higher 

education increased tremendously increase over the period. During 1974-48 only 2 lakh students had enrolled for higher 

education which increased to 136 lakh in 2009-10, which indicates the rapid growth and increasing demand for higher 

education in India. 

 Table 1: Growth of Higher Education in India 

Source: Gol (2005), Gol (2010), Annual Report, Department 

of Education 

 Technology is a key input in production and development 

process, hence creation and spread of technical knowledge 

assumes significance. Education is the shared responsibility 

of the central and state governments, traditionally the states 

have had primary responsibility for funding, there has been a 

gradual shift towards greater central government funding 

which now accounts for around a quarter of total spending, 

double the share in the early 1990s. This change reflects a 

greater ability of the central government to find new sources 

Year Colleges Universities Enrolment (in 10 Lakh) 

1974-48 496 20 0.2 

1950-51 578 28 0.2 

1960-61 1819 45 0.6 

1970-71 3277 93 2.0 

1980-81 4577 123 2.8 

1990-91 6627 184 4.4 

2001-02 11146 272 8.8 

2002-03 15343 300 9.3 

2006-07 18064 369 11.08 

2008-09 22064 471 12.37 

2009-10 25951 504 13.60 
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of revenue to fund education spending, including the introduction of a 2% levy in 2004 on all central government taxes which 

was raised to 3% IN 2007. As central government spending is heavily titled towards plan expenditures much of the growth in 

spending has been directed at strategic programmes, including expanding school access, some of which involve cost 

sharing arrangements with the states. Under the Rashtriya Madhymik Shiksha Abhiyan initiative, for example, the central 

government provides 75% of funding, rising to 90% in poorer north-eastern states. The number of private schools and higher 

education institutions has risen strongly and National Sample Survey (NSS) data indicate that household spending on tution 

fees alone amounted to around 0.9% of GDP in 2007-08. 

 
Table 2: Government Spending and Total Number of Public and Private Schools and Teachers 

Public Education Spending  

% Total Government 
Spending 

Total GDP 
% 

Sector (%) 
Number of 
Teachers 

Number of  
Schools 
(000s) 

 States Centre  Elementary Secondary 
Higher and 

other 
  

1992-93 18.9 2.3 3.7 45 34 21 4131 814 

1993-94 18.4 2.6 3.6 46 33 21 4192 822 

1994-95 18.4 2.4 3.6 46 33 21 4325 851 

1995-96 19.1 3.5 3.6 48 32 20 4465 867 

1996-97 18.5 3.1 3.5 49 32 19 4569 887 

1997-98 18.8 3.0 3.5 50 32 18 4704 912 
1998-99 19.4 3.4 3.9 49 33 18 4837 934 

1999-00 20.3 3.6 4.2 46 34 20 4998 972 

2000-01 20.7 3.1 4.3 48 32 20 4983 971 

2001-02 17.4 3.9 3.8 50 32 18 5173 1017 

2002-03 16.4 3.9 3.8 49 32 19 5527 1034 

2003-04 16.4 3.6 3.5 50 32 18 5713 1120 

2004-05 16.5 3.6 3.4 51 30 18 5833 1194 

2005-06 17.0 4.5 3.4 53 29 18 6008 1221 

2006-07 16.4 5.8 3.6 54 29 17 6125 1249 
2007-08 16.2 5.4 3.7 55 28 17 6241 1278 

2008-09 16.2 6.1 3.8 52 29 19 - - 

Source: CEIC, De and Endow (2008), MHRD (2010), Planning Commission (2010) and Selected Educational Statistics. 

 The expansion in funding has helped underpin significant growth in the supply of education services. In the decade to 

2007-08 the number of public and officially recognized private schools expanded by around 40% to approach 1.3 million, 

while the number of teacher rose by around 1.5 million, to exceed 6 million. Thanks to this rapid expansion the government 

has largely met its objective of ensuring neighbourhood access to elementary schools, even in rural areas where the 

government estimates that 99% of the population lives within 1 kilometer of a school (MHRD, 2010). The higher education 

sector too has witnessed rapid growth. Although expanding more slowly than other parts of the education system during the 

early 2000s, the vocational education and training (VET) system, has grown rapidly in recent years. The number of industrial 

training institutions and centres, which from the backbone of the VET system has more than doubled in the past decade. 

The number of universities and colleges has also risen strongly, more than doubling since the mid-1990s. Under the 11th 

Plan (2007-12), the government had intended to establish 16 new central universities and expand the number of specialized 

tertiary institutions. It has already met its target for new central universities and has established eight new elite Indian 

Institutes of Technology (IIT) and five Indian of Management (IIM).  

 The government is also making use of information technology and communication to expand access to higher 

education. The system for distance learning in the tertiary sector is already large and growing. Through its National 

Knowledge Network initiative the government intends to connect all libraries and other research institutions to improve 

resource sharing. Central and state governments continue to accord a high priority to expanding the supply of education and 

increasing participation, especially at the primary level. The universalisation of elementary education, defined in India as 

grades one to eight, was given a renewed impetus in April 2010 when the right of Children of Free and Compulsory 

Education. This landmark piece of legislation builds on the 2001 Sarva Shiksha Abhiyan central government programme, 

which aimed for universal enrolment and retention at the elementary level by 2010. The cornerstone of the Right to Free 

Education Act is the provision of free and compulsory education to all children between the ages of six and 14 and a 

commitment to ensure access to a neighbourhood elementary school throughout the country by 2013. The government has 

also set ambitious goals to raise participation at the secondary and tertiary levels. Under the Rashtriya Madhymik Shiksha 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  243 

Abhiyan initiative it is planning a rapid expansion in the number of secondary schools with the aim of achieving universal 

lower secondary enrolment. Though higher education system has grown significantly in India over the years, it is facing 

several problems. Despite the huge higher education system the enrolment ratio is still around 9 per cent (Gol 2005). As 

observed above during 2002-03 the gross enrolment ratio was lowest (4.33) in Nagaland while highest (13.47) in Goa. 

India‘s enrolment ratio is very low compared to middle income countries and higher income countries. A threshold level of 20 

per cent enrolment is critical for gaining economic benefits from higher education (Gol 2005). But, India‘s enrolment ratio is 

abysmally low. Hence, necessary measures need to be taken up to address the issue of low enrolment ratio and bring more 

number of students in the network of higher education. Economic reforms have led to privatization in higher education, and 

private sector is becoming a major supplier of higher education. But, this development needs attention from policy makers, 

state and also consumers of higher education, Because, this process may keep marginal groups out of higher education, 

which is against the policy of providing access to higher education for all concerned. Further, higher education is considered 

as a public good, and hence private market may not be able to deliver education service to marginal groups of the society 

.Finance of Higher Education 

 Education is a necessary factor in the process of development, and is considered to be an activity in between consumption 

and investment. Financial resources become crucial input for development of education. Hence, financial aspects of education 

sector like sources assume significance. There are different sources of fitness for higher education, viz, public expenditure, fee 

income from student and other sources of income from philanthropy, industry, sale of publication, etc. In India, educational system 

is mainly state funded and hence government spending doubled from 49.4 per cent in 1950-51 to 75.9 in 1986-87, while income 

from fees declined drastically from 36.8 per cent to 12.6 per cent in the same period. In India, both Centre and stage governments 

incur expenditure on higher education; however the role of states is relatively more. 

 Government spending on higher education has increased over the years i.e., from 0.19 per cent of GNP in 1950-51 to 

0.56 per cent 1991-92 (Varghese 2009). Public spending on higher education increased at a rapid rate during 1950s and 

1960s. In 1970s the growth rate declined and again picked up in 1980s. But, introduction of economic reforms made a 

turnaround of spending on higher education by government. During 1990s public expenditure on higher education declined. 

In nominal prices there was an increase by 70percent between 1997-98 and 1998-99 and b y 43 per cent between 1998-99 

and 1999-00. However, this was followed by a decline of 30 percent in the following year. 

 In order to overcome this financial crunch various measures like creation of corpus funds in institutions; establishment 

of an Educational development Bank of India; reducing share of salaries in recurring expenditure; and enhancing fees to 

recover at least 20 per cent of the recurring expenditure were suggested by Swaminathan Committee (AICTE 1994). These 

measures were aimed at cost-recovery in higher education by diversifying revenue through student fees, student loans and 

privatization in other words cost recovery targeted reduction in subsidies to higher education. Despite the strong rise in 

recruitment, the increase in the number of teacher in primary schools has failed to keep pace with the growth of the number 

of students, with the average student-teacher ratio rising from 43 in 2000-01 to 47 in 2007-08. In the coming years, the 

government intends to reduce it sharply with the Right to free Education Act stipulating a maximum student-teacher ratio of 

30:1 in primary schools. The impact of class size on learning is a subject of keen debate, but recent international evidence 

points to a weak negative correlation between class size and student learning achievement. There is also evidence that the 

effects of class size vary across countries, with stronger adverse effects in less advanced economies where classes are 

generally larger and teacher less well trained. Additional teaching resources could also contribute to building a more 

systematic and effective remedial learning system, which is needed in both government and private schools. The need is 

particularly acute given the continued push to reduce the number of out-of-school-children, which has led to a rise in the 

number of over-age children, particularly at lower levels of schooling. 
 

Deemed to be University and Self-financing Colleges 

 In order to meet the surge in the demand for higher education and meet the needs of the market and society in the 

knowledge-based and technology-driven economy, the UGC has come out with a novel concept of ―deemed to be 

universities‖ for quick action and avoidance of legal hurdles in the establishment of new privates and foreign branches in 

India. The ―deemed to be universities‖ status (popularly known as deemed universities) can be accorded to those post -

secondary institutions, which meet national goals and aspirations, on the one hand, and fulfill the requisite academic criteria 

and infrastructure needs, on the other. According to Section 3 of the UGC Act of 2000, this status can be conferred on 

institutions, which are either. 

 Engaged in teaching programme and research in chosen fields of specialization which are innovative, and of very high 
academic standards at the Master‘s (or equivalent) and / or research levels. It should have a greater interface with 
society through extra mural, extension and field action related programmes. 

 Making in its area of specialization, distinct contribution to the objectives of the university education system through 
innovative programmes and on being recognized as a university capable of further enriching the university system as 
well as strengthening teaching and research in the institutions and particularly in its area of specialization. 
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 Competent to undertake application-oriented programmes in emerging areas, which are relevant and useful to various 
development sectors and society in general. 

 Institution should have the necessary viability and a management capable of contributing to the university ideas and 
traditions. 

 There are many provisions under the Constitution of India (Government of India, 1592) that allow the social trusts and 

minorities to establish higher education institutions of their choice under Articles 29(1) and 30(1). Besides providing the Right to 

Equality under Articles 14-16 and the Right to freedom under Articles 19-21, the constitution makes special provisions for the 

cultural and educational rights to the minorities under Article 30. The idea of giving special right to minorities was not to give them 

a privileged position but to provide them a sense of security in a country having a billion plus population having 6 main religious of 

the world, 18 major languages, 52 tribes 6,000 castes and 1,600 minor languages and dialectics. India has come out with a novel 

scheme of self-financing colleges and self-supporting courses. For instance, as per 2001 records, the state of Andhra Pradesh in 

India has 174 private engineering colleges compared to 14 government colleges and 53 medical colleges compared to 20 

government colleges. In the state of Karnataka, there are 31 engineering, 14 medical and 22 dental colleges under the private 

consortium. The state of Sikkim has just one private engineering and one private medical college whereas the National Territory 

of Delhi has 13 public engineering and 14 medical college against seven private engineering and 6 private medical colleges. The 

private sector has an upper hand in all 32 states far as degree and diploma courses in ayurvedic, Unani, nomeopathy and 

physiotherapy are concerned (Powar and Bhalla, 2004, pp.178-82). Against a background of sustained rapid economic growth, 

rising public and private spending has ensured a marked expansion of the Indian education system. Considerable progress 

has been made in lifting enrolment and reducing gender disparities and the goal of universal enrolment at the elementary 

level is moving closer to fruition. However, high drop-out rates and low student attendance continue to hold back progress. 

Moreover, enrolment rates at secondary and tertiary levels compare poorly internationally. Large disparities in enrolment 

across states persist and some official minority groups continue to be disadvantaged. The Right to Education Act, 

complemented by other initiatives to encourage attendance, should provide a renewed impetus to raising enrolments. 

However, introducing other targeted programmes, including those designed to improve the health of children, may also be 

needed. The private sector share of enrolments, which is already greater than a half at the tertiary level, is likely to cont inue 

and policies need to ensure access across all segments of the population. The government has implemented reforms that 

require private schools to allocate one quarter of places to government-funded students. Ideally, these places should be 

allocated to the most economically disadvantages students. To help improve access to higher education government loan 

gurantees should be provide for eligible students to alleviate credit constraints. Introducing a government loans scheme for 

all or some students, with an income-contingent repayment system where feasible, would also have merit. 

Conclusion: Higher education creates and supplies knowledge, which is driving modern economic growth. Hence, 

development of qualitative higher education system becomes crucial, which could provide access to all those who want to 

pursue higher studies. Access to higher education should not be limited to few sections of the society which creates inequity. 

As observed earlier, enrolment to higher education has increased significantly in the country, showing rising demand for 

higher education. But, at the same inequity in enrolment ratio is also observed, particularly with respect to SC/Sts, women, 

rural youths, etc. This disparity needs to be corrected by bringing all those socially and economically weaker sections in the 

fold of higher education. Introduction of economic reforms has reduced government spending on higher education and new 

reforms of financing are being explored. In this direction, student loan scheme for higher education has got much attention 

as a way for finance and cost recovery. The study revealed that educational loan by public sector banks in India is 

increasing over the years, showing the increasing demand for loan of higher education. But, across the priority of lending by 

public sector banks, education constitutes a small share of 3.7 per cent of the total priority sector lending in the year 2009. 

This indicates that banks can increase their share of lending for higher education. 
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Abstract 

 Today, we are in a world where the development of the country is considered very important. The purpose of this study is to analyze 

the concept of client gratification in service sector. In carrying out this study, ESS Infomedia was selected, and a study was conducted on 

30 clients of this company. They were interviewed to answer a questionnaire which was used as a sample for the client gratification. The 

outcome of this paper may elicit the minds of service provider to give a thought for adopting the suitable strategies which will give them a 

way to overcome major problems associated with regular service delivery techniques. Eventually the marketers can save a lot on cost 

involved in service offering and associated entities in the market. Keeping this thing in mind this paper is an attempt to understand 

satisfaction level of clients in IT services and how to enhance the delivery of service. 

Keywords: Analyze, client gratification, service sector 
. 

Introduction: 

 Client Gratification is a marketing term that measures how services and offerings are Performed by a company that 

meets or surpass clients expectation. Client Gratification is important because it provides owners and business organization 

with a Metric that they can use to manage and improve their businesses. Client Gratification is the procedures, strategies 

and processes adopted by any business Establishment towards a particular task or assignment in order to fulfill the need 

and Requirement of the clients and also to give quality output within a particular time agreed for that project or contract. 
 

Objectives of the Study 

 To find the satisfaction level of the clients on different dimensions through survey. 

 To study the effectiveness of procedures followed to attain client gratification. 
 

Review of Literature 

i. Dr.RezaieDollatabady, Hossein, et.al, (2011) Population for the study was all IT services users in Isfahan University. 

The collection of data was done through the administration of a survey questionnaire to the sample of selected 

population as university faculty, MA students and the administrative department. 

ii. Emily Wamoto, et.al, volume 3 issue 10, October 2014 The role of Business Process Outsourcing on customer 

satisfaction in public universities in Kenya. Target population of the study was 2160 students drawn from Laikipia 

University. Spearman correlation was used to show the relationship between BPO and customer satisfaction. 

iii. AkanshaSen, Vivek Kumar, Chinnappa Reddy Avula, Vikas Kumar, et.el, (2013) customer relation in knowledge 

process outsourcing. The research methods used were descriptive research and analytical research. Interaction 

method and questionnaire was adopted. 

iv. Yong kiyoon, Yonsei University, Korea, Kun Shin Im, Yonsei University, Korea et.el, journal of Global Information 

Management, 13(4), 53-75, October-December 2005. An evaluation system for IT outsourcing customer satisfaction 

using analytic Hierarchy process. Series of personal interviews were conducted using 5-point Likertscale questionnaire 

evaluation system.  

v. Hooi Min Song and Siew Fan Wong, et.el, Journal of outsourcing and organizational information management, vol. 

2009, article ID 102114, Understanding customer satisfaction in the IT Outsourcing Environment. Semi structured 

interview sessionsand the target sample is about 10-15 small and midsized enterprises was taken for survey. 
 

Research methodology: 

Type of Research: Descriptive. 

Sampling Techniques: Quota Sampling 

Sample Size: 30 clients 

Primary data collection method is used to collect the data through questionnarie. Web sources were used to collect the 

secondary information. Percentage analysis to analyze the data. 
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Data Analysis and Interpretation 

Table 1: How did you come to know about ESS Info Media 

Interpretation: 

 Out of 30 responses 2 clients came to 

know about company through trade journals, 2 

clients came to know through news paper, 26 

clients came to know through sales executive 

and none came to know through other sources. 

 

Table 2: How long you have been Client of ESS Info Media 

Interpretation: 

 Out of 30 clients 4 clients have been 

associated with company for 1-2 years, 12 

clients have been associated for 3-4 years, 6 

clients have been associated for 5-6 years and 8 

clients have been associated for 7-8 years now. 

 

Table 3:Service Supervisors take care in Eliminating Errors and Achieving Accuracy. 

 

Interpretation: 

 24 clients out of 30 strongly agree to the 

statement, 6 clients agree to the statement 

and none of them rate it neutral, disagree 

and strongly disagree to the statement. 

 

 

Table 4: How Satisfied are you with the Procedures we use for Providing Quotes. 

Interpretation: 

Out of 30 clients response 14 clients rate 

they are highly satisfied , 8 clients rate 

satisfied, and another 8 clients rate neutral 

and none of them are either dissatisfied or 

highly dissatisfied about the procedure 

handled by the company to provide quotes. 

 

Table 5: how satisfied are you in your dealings with our company as a business partner. 

Interpretation: 

Out of 30 clients response 16 clients say that 

they are highly satisfied with their dealing as a 

business partner with Vindhya E Info media, 8 

clients say satisfied ,6 clients are neither 

satisfied nor dissatisfied , and none of them 

are dissatisfied or highly dissatisfied. 

 

Suggestion & Conclusion: 

 From the survey findings it can be suggested that if company promotes the organization in the business world it can 

pull more clients and profits.Company can diversify into various service offerings rather than engaged only in data entry 

process. Data entry process for some clients could be done through online scanning and uploading of data, as a 

replacement for manual procedures followed at the present. Software, technology worn now could be upgraded to have 

error free data entry process. To conclude, it can be stated that always serving clients to their requirements and providing 

them quality services with highest accuracy leads a company to excel their partnership with clients and at the same time it 

also helps to retain them for a very longer period of time 

  

1 No. of Respondents Percentage of Respondents 

Trade Journal 2 6.66% 

Newspaper 2 6.66% 

Sales Managers 26 86.6% 

Others 0 0% 

Total 30 100% 

2 No. of Respondents Percentage of Respondents 

1-2 Years 4 13.33% 

3-4 Years 12 40% 

5-6 Years 6 20% 

7-8 Years 8 26.67% 

Total 30 100% 

3 No. of Respondents Percentage of Respondents 

Strongly Disagree 0 0% 

Disagree 0 0% 

Neutral 0 0% 

Agree 6 20% 

Strongly Agree 24 80% 

Total 30 100% 

4 No. of Respondents Percentage of Respondents 

ghly Satisfied 14 46.67% 

Satisfied 8 26.67% 

Neutral 8 26.67% 

Dissatisfied 0 % 

Highly Dissatisfied 0 % 

Total 30 100% 

4 No. of Respondents Percentage of Respondents 

Highly Satisfied 16 53.33% 

Satisfied 8 26.67% 

Neutral 6 20% 

Dissatisfied 0 % 

Highly Dissatisfied 0 % 

Total 30 100% 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  247 

References 

1. AkanshaSen, Vivek Kumar, Chinnappa Reddy Avula, Vikas Kumar, et.el, (2013) customer relation in knowledge 

process outsourcing. 

2. Charles Ikerionwu*, Richard Foley, Edwin Gray, David Edgari, et.al, (2014) ―Business Process Outsourcing Service 

Providers‘ Perception of Performance and Performance Measurement‖, © Journal of Economics and Engineering, 

ISSN: 2078-0346, Vol. 5. No. 2, December, 2014. 

3. Dr.RezaieDollatabady, Hossein et.al, (2011) ―Determining Factors Affecting on Customer Satisfaction in Outsourcing IT 

Services in University of Isfahan‖. © 2011 Institute of Interdisciplinary Business Research September 2011 Vol 3, No 5. 

4. Dr. Sumit Agarwal, 2Dr. Garima Bhardwaj, 3Dr. K S Thakur et.al, (2014) Customer Satisfaction a Study on Indian Call 

Centers‖. A Publisher for Research Motivation Volume 2, Issue 12, December 2014 ISSN 2321-645X. 

5. Hooi Min Song and Siew Fan Wong, et.el, Journal of outsourcing and organizational information management, vol. 

2009, article ID 102114, Understanding customer satisfaction in the IT Outsourcing Environment. 

6. Yong kiyoon, Yonsei University, Korea, Kun Shin Im, Yonsei University, Korea et.el, journal of Global Information 

Management, 13(4), 53-75, October-December 2005. An evaluation system for IT outsourcing customer satisfaction 

using analytic Hierarchy process. 

7. www.nasscom.in 

8. www.outsource2india.com 

9. www.essinfo.com 

  



International Conference on 

Augmented Contemporary Ideas and Innovation in Business Interventions 

 

248                                                                                      MARUDHAR KESARI JAIN COLLEGE FOR WOMEN 

 

AN ANALYSIS ON THE INHIBITIONS FACED BY TEACHING FACULTIES TOWARDS 

PERFORMANCE APPRAISAL IN SELF –FINANCE COLLEGES IN CHENGAM TALUK 

 

Mrs. LubnaSuraiya 

Assistant Professor of Commerce, Loyola College, Vettavalam, TiruvannamalaiDist 

 

 

 
Abstract 
 Performance appraisal is an extended concept and has become an integral strategictactic inincorporating HR accomplishments and 
business dogmas. The history pedigrees in the early 20th century can be traced to Taylor's coining Time and Motion 
studies.A performance appraisal also denoted as performance review, performance evaluationor employee appraisal is a method by 
which the job performance of an employee is documented and assessed. Performance appraisals is a chunk of career development and 
consist of regular reviews of employee performance within organizations based on accomplishments, potential for future improvement, 
strengths and weaknesses.To collect PA data, there are three main methods: objective production, personnel, and judgmental evaluation. 
Judgmental evaluations are the most commonly used with a large variety of evaluation methods.This paper examines oneffects of pay on 
employees‘ behavior with particular reference to the teaching profession. Proponents of performance-related pay claim that it improves the 
motivation of employees and assists in the recruitment and retention of high quality staff. On the other hand, the negativity exhibits on 
neglect of unrewarded tasks, disagreement about goals, competitiveness, lack of openness about failings, cost and the possibi lity of 
demotivating those who are not rewarded is a major confession of teaching faculties of self-finance colleges.  
Keywords: Performance appraisal, judgmental evaluation, related pay, retentionand demotivating 

 
Statement of the Problem 

 There is a real need to establish a link between the teaching faculties with that of the educational pattern and 

institutions that requires a drastic level of alterations in the method of teaching to students which in turn can assist in 

improving not only the quality of education but will also generate the degree of performance among the students and exhibit 

the finest outlook of Performance Appraisal in teaching staff contributing a real-time life-oriented learning. 

Objectives 

The study has the following objectives. 

 To identify the factors influencing the teaching faculties towards performance appraisal. 

 To analyze various problems related to performance appraisal among teaching faculties of self-finance colleges. 

Review of Literatrure 

 In education institutions, to carry out Performance Appraisal of its teachers and provide feedback of their performance 

is important in order to improve the quality of education.(URT, 2012). According to Longenecker and Goff (1992) 

Performance Appraisal System is a good tool for human resource management and performance improvement and if well 

designed and implemented it can benefit both the employees and the organization. The studies done by Harris 1988; 

Roberts, 2003; Tziner and Kopelman, 2002; Abraham, 2010; Donaldson and Stobbe, 2003; Goddard and Emerson, 1995; 

Bana and Shitindi, 2009; provide good evidence on the importance of appraisal feedback in enhancing organizational 

performance. If the system is not effective resources are being wasted and can lead to negative impact to the society and 

nation at large. The National Board for Professional Teaching Standards (NBPTS) voluntary certification process in the 

United States is a performance appraisal system that both develops and recognises (through certification) quality teaching. 

While some evidence suggests that students of teachers who obtain certification through the NBPTS system do better on 

standardised tests than students of non-certified teachers (Goldhaber& Anthony, 2007; Smith, Gordon, Colby & Wang, 

2005) other research suggests that there is little difference between the two (McColskey&Stronge, 2005; Sanders, Ashton 

& Wright, 2005): on balance, the NBPTS process appears to have a significant impact on teachers and the students they 

teach. A meta-analysis (Compensation Technical Working Group, 2012) of the NBPTS system concludes that students 

taught by a certified teacher more often than not outperform students taught by a non-certified teacher. Although there is 

evidence that supports a connection between teacher appraisal and student outcomes, research findings linking student 

outcomes directly to the evaluation of teachers vary (Isore, 2009). Explanations for varied results may be explained by 

inconsistencies in teacher ratings from school to school and from one year to the next (Darling-Hammond, Amrein-

Beardsley, Haertelz, & Rothstein, 2013), or the shortcomings of linking student outcomes solely to the teache 
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Hypothesis 

 Following Null hypotheses were formulated for the study. 

 There is no significant relationship between the demographic profile variables and theproblems related to performance 

appraisal among teaching faculties of self-finance colleges. 
 

Geographical Coverage  

 The researcher had conducted the study in Chengamwhich itself is a Talukof TiruvannamalaiDistrict in Tamil Nadu. 
 

Methodology 

 A pilotstudy was conducted.Cronbach‘s Alpha holds 0.73 for testing the reliability of the questionnaire.The researcher 

used interview schedule as the data collection tool.The present study is based on Simple Random Sampling method. In 

ChengamTalukthere are 8 colleges out of which 7 are self –finance colleges. The sample size (n = 50) is determined by 

using Morgan Table. The research was carried out by using both primary data and secondary data. The list of the colleges 

are mentioned below: 

 Government Polytechnic College (Polur Main Road) 

 Sathyam College of Arts & Science (Kariamangalam) 

 Sri Sakthi Polytechnic College (Nachipattu) 

 Arun Krishna Arts and Science College (Valayambattu Road) 

 Sun Arts and Science College (Thiruvannamalai Road) 

 Meenakshi College of Education (Thiruvannamalai Road) 

 ArunaVidhya arts & Science College (Tiruvanamalai highway) 

 Idhaya Women‘sCollege of Arts & Science (Pudhupalayam) 
 

Research GAP 

 In the wake of previous literature it is found that there are numerous studies conducted for Performance Appraisal in 

terms of employee morale, motivation and engagementpredominantly for industrial sector which comprises of the models, 

modules, procedures and process. Studies does not relate to teaching faculties particularly for self-finance colleges. This 

was the research gap identified by the researcher and furthermore made the researcher to go for the study in analyzing the 

problems faced by teaching faculties of self-financingcollegesin the current scenario which is lacking. Hence the present 

study is an endeavor to fill the gap. 
 

Application of Tools  

Factors influencing transgender to become entrepreneurs 

 Factor analysis is used. The KMO value of sampling adequacy is high 0.693. The Bartlett test rejects the null 

hypothesis ie, the variables are not related as the approximate Chi-square value 85.338 at degrees of freedom which is 

significant at 1 percent level of significance. Thus factor analysis may be considered as an appropriate technique. Principal 

Component Factor Analysis with Varimax rotation was conducted to assess the underlying structure for5 items of various 

factors influencingthe teaching faculties towards performance appraisalthe listed in Table 1.1 
 

Table 1.1 Total Variance Explained 

Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1.628 22.222 22.222 1.628 19.127 19.127 

1.797 18.635 40.857 1.797 15.161 34.288 

1.371 11.011 51.868 1.371 14.313 48.601 

1.025 10.777 62.645 1.025 14.105 62.706 

 Extraction Method: Principal Component Analysis 

 It is shown from the above table that 4 factors can be extracted together which account for 62.706 % of the total 5 

variables. Hence 5 variables are summated to 3 factors by losing 37.294 % of data. 

Table 1.2: Factor Loadings and Extraction for the Rotated Factors 

S.No Variables Communalities 

 1 2 3  

1 Burdening as Multi-tasking .067 -.017 .048 .512 

2 Based on experience .236 .251 .741 .831 

3 Rewards and Appreciation -.332 .028 .750 .755 
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4 Increment aspect .877 .127 .131 .552 

5 Norms as of UGC and depriving talented faculty .781 0.100 -.043 .813 

 
Eigen Values 1.754 1.570 1.679 

 
% of Variance 19.486 16.325 11.599 

Extraction Method: Principal Component Analysis. 

Rotation Method: Varimax with Kaiser Normalization. 

 Rotation converged in 4 iterations. 

 Loadings > 0.5are selected which is shaded 
 

Table1.3 – Consolidation ANOVA Table 

Labelling 
Demographic Profile Variables (F Statistics) 

Age Qualification Occupation Experience Monthly Income 

General Inhibitions 

Rewards and Appreciation 1.414 0.813* 1.329 2.274 0.380 

Positioning as qualified professor 0.799 * 1.207 1.215 2.252 0.585 

Methods of teaching 0.381 0.414 0.685 0.854* 0.566 

Career Development 

Practical Sessions and live study 0.265 1.104 1.913* 0.229 0.762 

ABC Learning 0.186* 0.718* 0.405 1.897 0.997 

Tremendous Opportunities 

Based on Experience 0.293 1.207 0.442* 1.328 0.425 

Mentoring 0.706 0.114 0.287* 1.512 1.825 

Identity & Caliber 

Personal Identification 1.058 1.504 1.625 0.444 1.588 

Fringe Benefits 0.634* 0.682 1.323 2.132* 0.521 

Source: Computed Data 

 * Significant at 5% level 
 

Findings Related to the Problems Encountered by Teaching Faculties towards Performance Appraisal  

 Among the various factors problems encountered by teaching faculties of self-finance college ―General Inhibitions‖ 

factor comprises of the variables such as rewards and appreciation, positioning as qualified professor and methods of 

teaching. The next important factor is ―Career Development: that comprises of ABC Learning. Regarding the element 

―Tremendous Opportunities‖ Mentor forms the prime component. Finally with regard to ―Identity &Caliber‖ fringe 

benefits possess the prime problem for faculty in self-finance colleges. 
 

Findings Related to the Demographic Variables and Problems Encountered of Teaching Faculties towards 

Performance Appraisal 

 It is found that there is a significant relationship between age group and positioning as qualified professor in General 

Inhibitions, Career Development in ABC Learning and fringe benefits of Identity and caliber. 

 In regard to qualification it is identified that there is a significant association between qualification and Rewards and 

Appreciationin generalinhibitions, career development towards ABC Learning. 

 It is observed that there is a significant association between occupation towards career development in terms of 

practical sessions and live study. Furthermore, there is a significant association between based on experience and 

mentoring for tremendous opportunities.  

 It is observed that there is a significant association between experience and methods of teaching in general inhibitions 

and in case of identity and caliber towards fringe benefits.  

 It is identified that there is no significant association between the income levelstowards general inhibitions. Career 

development, tremendous opportunities and identity and caliber. 

Suggestions for Institutions  

 The Nodal Ministry of Higher Education must chart out a uniform plan for the disclosure of salary negotiable terms and 

conditions for the candidature.  

 Pay-scale enclosures and grievances cell in regard to this must be established in every institutions.  

 Considering me requalification or experience for pay scale needs to be altered in terms of skill-set though the fresher‘s 

are in par excellence with the qualified experienced faculty. 
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 Burdening on multi-role play and multi-tasking for faculties can bring down the caliber. 

 Curriculum should be revised and reviewed in the methods of teaching practice. 

 More number of live video conferencing and standard publications must be encouraged in the form of Minor Projects 

and Major Projects. 

 Tie-up Forums should be associated with the institutions 

 

For Teaching Faculties  

 Newer methods of curriculum of teaching as a part of lesson plan must be followed strictly. For instance, 

Demonstration, Industrial Visit, drafting of Project Proposal, Smart Classroom activity and field oriented training. 

 Every teaching faculty must aim at high academicprofile. 

 To stabilize the teaching profession and be indifferent from others,innovative and ABC Learning is required to put in to 

practice.  

 Lot of external exposure is required in terms of undertaking minor or major projects with field study or observational 

study.  

 More of clinical or experimentation is systematically necessary to enhanceand elevate teaching activities. 

 
Conclusion 

 The core problems faced by teaching faculty in self finance colleges irrespective of gender is the pay scale 

differentiation. Right from the initial stage of appointment of faculty high recommendations are implied. Burdening too much 

of work task is one of the common factor that is pertinentlyrealized in self finance colleges disturbing personal commitments 

like family, matrimonial, maternity and others. Indeed it is a need of the hour to throw a light on the psychological 

understanding of such teaching facilitates in terms of rather realizing on their performance. It is a must that performance also 

plays a vital role in determining the standards and accuracy or quality of teaching and impact on students‘by means of 

innovative and altering the methods of teaching for achieving the twin objectives with the highest level of job satisfaction in 

the career advancements.  
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Abstract  

 The main aim of this paper is first, to review and understand major modern HRM challenges in India, secondly, to argue that the underlying 

ailment is the way organizations and employees respond to these challenges, and lastly to discuss how positive psychology can play a healing 

role. The paper describes how major issues faced by HRM can be addressed by adopting the tenets of positive psychology to align HR with the 

changes that are happening in the workplace and the economy. Further, it is explained that resilience, subjective well-being, hope and optimism 

would be able to demonstrate as a utilitarian capacity to accommodate emerging trends. The paper suggests a fundamental rethink to HRM issues 

and offers application of positive psychology as a feasible solution. This paper could be useful to design HR policies and interventions in a more 

thoughtful manner. It is revealed that positive psychology has the potential to make a difference and thus, more empirical research is suggested. 

Keywords: Hope; Optimism; HRM; India; Positive Psychology; Resilience; Subjective Well-bein 
 

Introduction  

 During the past decade, India has not only gained a strategic position on the global business plot but has also taken its place 

in the world economy as a powerhouse of the future. This transition, without exception, has witnessed the volatile nature of 

contemporary business environment as a result of the challenges posed by globalization. The emergence of a new era is marked 

by the ever changing trade practices, transformation of markets, economic crisis, and global concerns for the environment and 

sustainability. The nation‘s competence to face these challenges depends greatly on human resource. Consequently, the 

challenges have been increasing for Human Resource Management (HRM), making it more complex than ever. Once known as 

agricultural economy, India has managed to slowly but steadily move up the growth ladder led by labour intensive manufacturing 

and national economic policies. Predominantly, the instrumental reforms of 1991 have backed India‘s economic growth. Further, 

the availability of ample human resource acted as a catalyst to draw the whole world towards rising India. What followed next was 

the emergence of international joint ventures, multinational corporations, foreign investments, and technological advancements. 

But alongside, there was also a steep rise in HRM challenges to sustain the economic growth. Although, HR is the major 

production factor which can be successfully turned into competitive advantage, but sadly, India has failed to reflect this on 

competitiveness index ratings. India has continually fallen in the ratings from 51 in 2010-11 to 56 in 2011-12 and 59 in 2012-13 62 

in 2013-2014 (source: World Economic Forum). Why India is not able to make use of its competitive advantage of human 

resource? One simple reason is that the large pool of HR matters only when it is properly managed (Tayeb, 1996).  

 In India, the HRM challenges outweigh the benefits of the huge pool of HR. Thus, the first aim of the present study is to 

highlight the major HRM issues in India. With the shift in the focus of psychology towards human strengths, positive 

psychology has received increased attention in the last two decades. Many researchers have visited positive resource 

capacities to explore their relationship with employees‘ organizational outcomes (Youssef  and Luthans, 2007; Chahal & 

Mehta, 2010). In all these studies, attention is limited to the causal relationship of positive psychology constructs with 

attitudinal and/or behavioral consequences of employees. Also, the link between HRM and employee attitudes and 

behaviors, although scantly, had been explored. However, the viewpoint presented in this paper is novel as it reflects the 

holistic interconnection between HRM and positive psychology. The research gap is demonstrated through fig. 1. ―Identified 

Research Gap‖ have indicated that management often fails at HR implementation. Hence, the focus of the present study also 

includes how positive psychology can help at the implementation stage of HR practices. The study also intends to establish the 

notion that the absence of positive resource capacities like resilience, subjective well-being, hope and optimism may not have 

any negative outcome but their presence would stimulate the success probability of interventions to tackle various HRM 

challenges. Likewise, Brewster (2005) argues, ‗It appears clear, that of all the management domains, HRM is the most sensitive 

to the local context‘. Therefore, the present study will explore positive psychology and HRM in Indian context. Thus, the second 

aim of the study is to explore the possibilities of solving HRM issues through the tenets of positive psychology. 
 

Brief background of HRM in India  

 Globally, HRM has come a long way in the recent decades unearthing various revolutionary concepts owing to the 

dynamic environmental changes. From broadening the concept of traditional personnel management to encompassing the 

various functions of strategic HR, change management, building collaborations and developing cross functional teams, HRM 
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Fig. 1. Identified research gap 

today speaks of managing and effectively surviving the 

ever transforming scenario. However, developing 

countries, like India, are marked by their volatile political 

and economic conditions. Hence, there is an uncertain 

environment for the organizations in general and for 

HRM in particular. India is a land of distinctive rich 

culture, ancient traditions, varied religions, languages, 

and castes. In this vein Pio (2007) rightly argues that 

HRM in India is embedded in the economic and socio-

cultural environment. He (Pio, 2007) further, while 

explaining the scenario in India remarked that HRM in 

India is evolving from primarily industrial relations and personnel function to that of the creation and molding of strategic  and 

systemic policies and practices. Likewise, Aycan (2001) also asserted that HRM is a ‗developing field‘ in a ‗developing 

country‘. Although, India too have followed the global footsteps of moving from personnel departments to human resource 

development (HRD) and HRM but a number of organizations, especially small ones, have still restricted themselves to 

payroll  administration and welfare function only. 

 HRM in India is heavily influenced by societal and cultural norms. Sparrow and Budhwar (1997) agreed that these 

norms not only determine the conduct of employees but also condition the work climate. Researchers had identified various 

specific features of Indian HR and Indian management. Some of these are: resistance to change, unwillingness to accept 

authority, undisciplined, obedience to superiors and fear of taking independent decisions etc. Likewise, Tayeb (1996) also 

describes Indians as resourceful, hardworking, entrepreneurial, ambitious and materialistic. These characteristics have to be 

taken into consideration by policy makers and HR professionals while operating in Indian context. However, after analyzing 

the literature, Budhwar and Varma (2011) affirmed the presence of both ‗‗culture-bound‘‘ (e.g., national culture and national 

institutions) and ‗culture-free‘ (e.g., age, size and nature of the firm) determinants of HRM in India.  

 The economic scenario in India is characterized by the radical changes in the working environment owing to public 

disinvestment and public private partnership (PPP) model. Also, more open policies resulted in increased mergers and 

acquisitions and foreign direct investments (FDI). India with its largest working-age population is now a major attraction for 

the whole world. Apart from economic and socio-cultural factors, education plays a critical role in the development and 

management of HR. Over 450 Universities and more than 25000 colleges with over 10 million students and around half a 

million teachers make India the third largest system of Higher Education (HE) in the world (University News, 2010). Also, the 

demand for HE is growing at the rate of 20 per cent per annum in India (Gupta, 2008). But, even after educational reforms in 

India the state of affairs is not very good. Dr. Manmohan Singh, Hon‘ble Prime Minister, Republic of India stated at the 150th 

anniversary of the University of Mumbai in 2007: ―Our University system is, in many parts, in a state of disrepair… In almost 

half the districts in the country, higher education enrollments are abysmally low, almost two-third of our universities and 90 

percent of our colleges are rated as below average on quality parameters‖ Due to this, organizations are finding the majority 

of passing graduates as not fully equipped with the skills and knowledge and lacks practical orientation and hence 

unemployable. HRM in India operates in this environment and faces lot many challenges.  
 

Positive Psychology in Context 

 Rising above the exclusive focus on pathology, the discipline of psychology in the last decade has witnessed an 

increasing attention to so far neglected positive aspects of life. This is made possible through the influential positive 

psychology movements which propose that a non negative approach can be taken to study people (Seligman & 

Csikszentmihalyi, 2000). Seligman (1998a, pp. 4) has propounded positive psychology as the scientific and applied 

approach to uncover people‘s strengths and promoting their positive functioning. Although, whether positive psychology is 

culture-free or culturally embedded, is still a matter of discussion among psychologists, but nevertheless, researchers have 

always tried to ascertain and understand the complexity of cultural influences. Thus, the present study will also take into 

account Indian culture while assessing the role of positive psychology on HRM. Although, there exist other psychological 

resource capacities, but the present paper focuses only on resilience, subjective well-being, hope and optimism. These are 

also called positive psychological traits. However, there always remains a debate on their ‗trait‘ vs. ‗state‘ nature. The 

literature has shown that these constructs are applicable and related to work, global, work and social adjustments, life 

satisfaction and well-being. These capacities are briefly described below: 

 

Resilience  

 Resilience is generally defined as the capability of people to withstand hardship and to rebound from adversity. It gives 

people the psychological strength to cope with stress and calamity. Psychologists believe that resilient individuals are better 
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able to handle such adversity and rebuild their lives after a catastrophe. Paul and Garg (2012a) in a review of literature 

comprehensively concluded that resilience as it applies to individual employees of an organization can be defined as a 

psychological capacity to face, stand and reciprocate to the unwanted situations, mostly unexpected, created by some 

adversity, occupational stress or even by a change in roles and responsibilities or working environment, in such a mode so 

as to continue performing in an enhanced way.  
 

Subjective Well-being  

 Subjective Well-being is a scientific term that is commonly used to denote the ‗good life‘. In simplest form, it can be 

defined as the self evaluation of one‘s affective state. It refers to how people experience the quality of their lives and 

includes both emotional reactions and cognitive judgements. It comprises of the affective component (high positive affect 

and lower negative affect) and a cognitive component (satisfaction with life). Diener (1984) also expressed SWB in terms of 

emotions and stated SWB to be the experience of high levels of pleasant emotions and moods, low levels of negative 

emotions and moods, and high life satisfaction.  
 

Hope: Hope is conceptualized as consisting of pathways and agency (Snyder, 1994). Pathways are the perceived 

capabilities to produce routes to desired goals. Agency reflects the perceived motivation to use those routes. The sum of 

pathways and agency helps people to achieve their goals. Further, Snyder, Irving and Anderson (1991, p.287) declare it as 

a positive motivational state that is based on an interactively derived sense of successful agency and pathways.  
 

Optimism: Optimism is a generalized belief of an individual that in the future good things will happen more than the bad 

things (Scheier & Carver, 1985). Seligman (1998b) stated optimism as an attributional style that explains positive events in 

terms of personal, permanent, and pervasive causes and negative events in terms of external, temporary, and situation-

specific ones. A person‘s belief that a goal is attainable helps one to overcome adversity faced in reaching their goal.  
 

HRM Challenges 

 The modern corporate environment has initiated many changes in all organizational functions that have inevitably 

affected the HR function. Moreover, the impact of global external factors has raised various challenges for HRM in India. 

The literature concerning HRM in India indicates the presence of many challenges. Budhwar and Varma (2011) highlighted 

the emerging trends in India and specified the challenges in Indian context as shortage of skilled workforce, turnover and 

retention issues, increased expectations, poor succession planning, mishandling of contract labour and lack of competent 

HR professionals. The issue of high attrition was also highlighted by many other researchers like Slater (2004), Budhwar et 

al. (2006) and Chatterjee (2007) for BPOs, and Raman et al. (2007) for KPOs. Similarly, Kane et al. (1999) showed the 

knowledge level of HRM practitioners as a major HRM challenge. Further, Agrawal and Thite (2003) in their study of Indian 

software organizations found major challenges that the industry is facing. These were…  

 High rate of voluntary employee turnover, 

 Reluctance of professionals to make a transition from a technical to managerial position, and  

 Lack of basic managerial and leadership skills.  

 Similarly, while assessing scenario in Indian banks Kamath et al. (2003) put forth various HR related issues like, VRS, 

compensation, education and training, empowerment, and career plan. Training is yet another area identified by the plethora of 

researchers as a major impediment for future growth and thus a challenge for HRM to address it prudishly. However, most of the 

HRM practices are limited to big organizations only and majority of organizations falling under the ambit of small and medium-size 

organizations still give lip service to HRM. Sparrow and Budhwar (1997) also argued that the HRM issues are limited to the 

experience of ‗industrialising elite‘. Kane et al. (1999) also supported this notion and stated that most of the researchers on HRM 

have majorly studied moderate to large-size organizations. Thus, there can be lot many other HRM challenges pertaining to small 

scale industries as well. The challenges mentioned so far are not very new challenges. These were present a decade before also. 

Interestingly, instead of meeting these challenges, their intensity has grown manifolds. Also, these challenges match with those of 

the HRM challenges in a global context as referred to by Okpara and Wynn (2007). This indicates a convergence of Indian HRM 

practices and global HRM practices but with an approximate time-lag of 8-10 years, which itself is a challenge before Indian HRM. 

The present study intends to focus not only the surface challenges but also on the underlying problems pertinent to the Indian 

context. These fundamental problems can be derived from the cultural framework of Indian management. Sharma (1984) 

propounded this framework which talks about resistance to change, willingness to delegate but unwillingness to accept authority, 

fear of taking independent decisions, possessive attitude towards inferiors and abject surrender to superiors, strict observance of 

rituals and disregard of them in practice, and desperate efforts to maintain the status quo. These problems do not lead to HRM 

challenges directly but nullify all the measures taken to deal with those challenges. For e.g. the training interventions to inculcate 

stability and commitment to younger generations usually go in vain because they are basically inclined towards showing 

resistance to change presuming their actions to be the only correct thing in the world. Similarly, the majority of professionals do 

not want to switch to managerial positions and also even some managers intend not to become leaders because of the fear of 
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taking independent decisions. Likewise, development, growth and competence of employees are the matter of concern because 

inherently they make all the efforts to maintain the status quo. Thus, these problems, in some cases initiate the challenge and in 

some cases act as a force against the efforts made to overcome the challenge. The present study aims at addressing these 

problems through positive psychology initiatives so as to eventually tackle HRM challenges.  
 

Positive Psychology Lending a Hand  

 Black and Ulrich (1999) explained the two-fold role of HR professionals as first, to raise, define, and clarify the 

capabilities required and second, to invest, design, and deliver HR practices that ensure these capabilities. We propose that 

tenets of positive psychology can play a significant role while HR professional perform their second role. The challenges 

mentioned in the previous section cannot be resolved on their own. It requires efforts in the form of aptly designed 

interventions and their proper delivery or implementation. If these interventions are applied along with the power of various 

constructs of positive psychology as per the requirement, then the results would be amazing. As it is said that before sowing 

one has to prepare the land, likewise, before introducing the employees to any interventions, it is very important to prepare 

them first. It would help employees to develop an attitude towards overcoming the problems and challenges.  

 Resilience is a capacity that allows individuals to withstand hardship, in facing adversity, to continue leading functional 

and healthy lives (Bolton, 2004). In the complex interaction between the individual and the environment, resilience not only 

provides for the positive psychological capacity to rebound from occupational stress and crisis but also for building an 

attitude to deal with the realities of the business world. Masten, Best, & Garmezy (1990) argue that resilience is the process 

of, capacity for, or outcome of successful adaptation despite challenging or threatening circumstances. The research 

evidence suggests that resilience has promising implications for organizations (Richez , 2009; Youssef & Luthans, 2007). 

Resilience can help people adapt to changes more constructively. This positive capacity can help those people who innately 

resist change. Resilience can also come to the rescue of professionals who abjectly surrender to superiors by making them 

more perseverant and self-reliant. It can help them build positive attitudes to not only survive a difficult situation but also to 

develop competencies. In the workplace also many problems arise due to the fact that people are not happy. Work pressure, 

deadlines, and stress have made people‘s life more awful. SWB can help people to refresh and take interest in the work. It is  

required for optimal functioning of the human being. It acts as a buffer to many challenging events that an individual faces 

while at work and help him/her develop on values as well. These values then enable individuals to not only observe rituals 

but also to practice them. SWB is reflected through positive experiences at work which in turns increases job satisfaction.  

 Hopefulness may also inculcate a sense of accepting the authority with a feeling of being nurtured. Hopeful employees would 

have a motivating energy making them to extend efforts to achieve goals. It is thus proposed here that a sense of hope would 

enable individuals to make good career choices and help them in charting out their career plans. Further, hopefulness would also 

facilitate managers to take independent decisions and grow as leaders. Optimism as described in the previous section is a global 

belief that the future will produce good outcomes. Studies have found that all the constructs of positive psychology are correlated 

and advance each other. Hope has been found to impact well-being of employees (Scheier & Carver, 1985) and thus contribute to 

all the outcomes of well-being. Optimism would also help reduce the fear of taking independent decisions among managers. 

Further, being optimistic, organizations can work on succession planning also. This would help to fill the leadership void. 
 

Conclusion  

 This work emphasizes that although all HR activities need to be strategically aligned with the organization‘s overall 

strategic objectives but at the same time it has to be seen that the HRM challenges and the underlying problems are not left 

unattended. Altogether, positive psychology can provide HRM a feasible way to address these problems by offering a 

support to HR interventions. Since, all the challenges and problems are ultimately linked with the humans therefore, it is 

must first prepare these humans before introducing them to any interventions. The tenets of positive psychology discussed 

in this study may not directly tackle the HRM challenges but definitely contribute by making employees ready for further 

treatment. These positive resource capacities can be considered as complementary medicines given to patients along with 

the other specialized medicines to cure a particular disease. Thus, it is advisable to HR practitioners to consider these 

resource capacities while designing HR interventions so as to assure their success. The present paper opens new avenues 

for future research. Empirical researches can be undertaken to test and strengthen the presented viewpoint 
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Abstract 
 The banking sector in India was regulated to a certain extent in 1935 with reserve bank of India being bestowed with the 

responsibility to act as a regulator, after the independence of the country in 1947. The government of India realized that lassies faire policy 

cannot be continued for an important sector like banking. Nationalization of banks, thus, can be described as a stepping stone for the 

development The Indian banking industry has undergone radical changes due to liberalization and globalization measures undertaken 

since 1991. Today, Indian banking industry is one of the largest in the world. There has been a great surge in retail banking. Retail 

portfolio, which mainly comprises lending for consumer durables, housing, personal loans and educational loans, etc., Banks are 

continuously striving to improve their services in different market segments. Nevertheless, there has remained a gap between the services 

offered by banks in the retail area and the expectations of their customers. The present study, based on responses received f rom 100 

customers of private and nationalized banks in Salem city, was undertaken to identify the various types of services offered by banks, the 

level of satisfaction about different types of services, expectation about these services and the level of segmentation gap among the 

services offered. 

Key Words: Customer satisfaction, Retail banking, Perception, Market segments. 
 

Introduction 

 All over the world, there is a shift in the economy from the manufacturing to the service sector. The contribution of 

banking to the service economy is duly recognized. Banking industry includes a number of businesses such as corporate 

banking, investment banking, wealth management, capital market etc. Retail banking is another segment of the banking 

industry. It is a typical mass- market banking characterized by a large customer base and a large volume of transactions. 

There is a high level of co-operation between banks, retailers, customers and consumers in this segment. Retail banking 

has brought in a drastic make over in the overall banking scenario in India. The exceptional improvement in the banking 

system in India is a result of strong initiatives taken up by both the government and private companies.  Retail Banking has 

been the new focus of the banking industry across the world. The emergence of new economies and their rapid growth has 

been the most important contributing factor behind this resurgence in Retail Banking. Changing lifestyles, fast improvement 

in information technology, other service sectors and increasing levels of income have contributed to the growth of retail 

banking in countries like India that are developing at a good pace. In India the Retail Banking scenario has been the market 

changing from a seller‘s market to a buyer‘s market Retail banks offer services like account opening, credit card, debit card, ATM, 

internet banking, phone banking, insurance, investment, stock broking and so on. Retail banking in the country is characterized 

by multiple products, multiple channels and multiple customer groups. This multiplicity of the roles to be played by the retail 

bankers adds to the excitement as well as the challenges faced by the bankers 
. 

Opportunities in Retail Banking  

 Retail banking has immense opportunities in a growing economy like India. As the growth story gets unfolded in India, 

retail banking is going to emerge a major driver. The rise of Indian middle class is an important contributory factor in this 

regard. The percentage of middle to high-income Indian households is expected to continue rising. The younger population 

not only wields increasing purchasing power, but as far as acquiring personal debt is concerned, they are perhaps more 

comfortable than previous generations. Improving consumer purchasing power, coupled with more liberal attitudes towards 

personal debt, is contributing to India‘s retail banking segment. The combination of above factors promises substantial 

growth in retail sector, which at present is in the nascent stage. Due to bundling of services and delivery channels, the areas 

of potential conflicts of interest tend to increase in universal banks and financial conglomerates. Some of the key policy 

issues relevant to the retail-banking sector are: financial inclusion, responsible lending, and access to finance, long-term 

savings, financial capability, consumer protection, regulation and financial crime prevention. 

Scope for Retail Banking In India  

 All round increase in economic activity.  
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 Increase in the purchasing power. The rural areas have the large purchasing power at their disposal and this is an 

opportunity to market Retail Banking.  

 India has 200 million households and 400 million middleclass population more than 90% of the savings come from the 

house hold sector. Falling interest rates have resulted in a shift. ―Now People Want To Save Less And Spend More.‖  

 Nuclear family concept is gaining much importance which may lead to large savings, large number of banking services 

to be provided are day-by-day increasing.  

 Tax benefits are available, for example, in case of housing loans the borrower can avail tax benefits for the loan 

repayment and the interest charged for the loan.  

 
Literature Review 

 Pratap Chandra Mandal et al (2013) studied the construct of customer satisfaction with respect to Indian retail 

banking from a qualitative perspective. They have studied the dimensions of customer satisfaction. The researchers applied 

Grounded Theory Method, a tool for qualitative analysis. They conducted in-depth interviews and focus groups of Indian 

retail banking customers. The participants were persons who have availed Indian retail banking services. The analysis 

included open coding of the data and writing memos, concept generation from the phenomena, index card sorting to identify 

categories and sub-categories, axial coding to relate the categories and sub-categories, and selective coding to identify the 

core category. The findings included the concepts generated which would determine the dimensions which might affect 

customer satisfaction. 

 Jayshree Chavan et al (2013) made an attempt to measure the overall satisfaction of retail banking customers and to 

identify the factors of customer satisfaction in retail banks. The study is confined to public sector, private sector and co-

operative sector banks in Sangli and Sholapur districts in western Maharashtra. 200 customers from public sectors banks, 

200 customers from private sector banks and 200 customers from cooperative sector banks were selected. Validity and 

reliability tests were employed to check the reliability of the survey questionnaire. The findings revealed that customer 

satisfaction, a transaction-specific attribute, is dependent on nine different factors. 

 Dinesh B. Raghuwanshi. (2012) studied the retail banking scenario in India; analyzed the various challenges and 

opportunities of retail banking; and suggested certain measures for the future growth of retail banking in India. In order to 

achieve the above objectives, the present study is based on the secondary data relating to the retail banking. He stated that 

the conventional scenario of banks is fast changing. Retail banking has gained enormous momentum in the Indian banking 

sector during the last five years. There is vast opportunity as well as challenges for retail banking in India. The changing 

portfolio of retail banking in India has many dimensions. Thus, there is a need for constant innovation in retail banking. 

Hence, banks need to use retail segment as a growth trigger. 

 Kumbhar, Vijay (2011)- It examined the relationship between the demographics and customers‘ satisfaction in internet 

banking,. It also found out relationship between service quality and customers‘ satisfaction as well as satisfaction in internet 

banking service provided by the public sector bank and private sector banks. The study found out that overall satisfaction of 

employees, businessmen and professionals are higher in internet banking service. Also it was found that there is significant 

difference in the customers‘ perception in internet banking services provided by the public and privates sector banks 

. 
Objective of the Study  

 To study of Retail banking. 

 To analyse the socio-economic profile of the sample respondents of consumers who prefer Retail banking service in 

Salem District. 

 To check the level of satisfaction about the different types of services offered by the banks. 

Research Methodology 

Data Collection 

 In dealing with any real-life problem, it is often found that data at hand are inadequate, and hence, it becomes 

necessary to collect data that are appropriate. We have chosen following methods:  

 a) Primary data: These are those data, which are collected afresh and for the first time, and thus happen to be original 

in character. We have used the structured questionnaires.  

 b) Secondary data: These are those which have already been collected by someone else and which have already 

been passed through the statistical process. We collect the data from the sources like Internet, published data, etc.  

 
Sampling Technique 

 Random sampling technique has been used to select the sample size of 100 respondents, from whom responses 

through questionnaire were collected. An overview of perception gap and customer profile gap has been obtained in the 

study. 
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Population of the Study: This Study was conducted at the Salem city, Tamilnadhu, India 

Instruments 

 The main instrument for this study was a questionnaire. The well-structured questionnaire aimed to gather information 

about respondents‘ attitude towards online shopping and purchase perception towards online shopping was developed. 

Based on the questionnaire I have to analysis the social economic profile of consumer percentage analysis and purchase 

behviour also analysis used. 

 
Analysis 

Customer's Preference of Bank 

 The respondents were asked whether they would prefer a private bank or a nationalized bank for keeping their 

accounts. They were also asked whether they would like to have an account both in the private and the nationalized bank. 

These responses are presented in Table 1. 

Table No. 1 Customer's Preference of Bank 
Interpretation 

 The above table no. 1 reveals that majority of 

respondents (62 per cent) preferred to have accounts in 

public sector banks, probably to take advantage of the 

services offered by public sector banks. Further out of 

the remaining 38 respondents, majority (38percent) preferred to private sector bank. This might be because of the various 

and newer products/ services offered by private banks as well as nationalized banks. 

 
Customer's Preference for Banks by Age-Group 

 A further analysis of customers' preference for a type of bank was done according to their age group. The results are 

presented in Table no. 2. 

  Table No. 2 Customers Preference for Banks by Age 

Interpretation 

 The Table shows that younger 

persons prefer to have an account 

either exclusively with a private 

bank or both in the private and 

nationalized banks. As age 

advances, preference for 

nationalized bank increases. In the age group of 21-30 years, out of 40%, and 38 %respondents 31-40years category, while 

16%respondents were below 20 years. And remaining respondents 6% are in the group of 41year and above with 

nationalized banks. In the age group of 31-40 years, out of 37% and 36 % respondents 21-30 years category, while 15% 

respondents were 41year and above. And remaining respondents 15% are in the group of below 20 years of with private 

banks. This phenomenon is most probably due to the late entry of private-sector banks in the Indian banking industry and 

the existence of nationalized banks for a long time. This might be due to the general human behavior of not frequently 

changing their account from one bank to the other. 
 

Customer's Preference for Banks according to Occupation 

 Responses received from customers depending upon their occupation revealed the preferences, as shown in Table 3. 

       Table No. 3 Customer's Preference according to Occupation 

Interpretation 

 It is examined from the above table 

no. 3 that 42% of the respondents 

belonged to the Business and 34% of the 

respondent‘s self-employed and 18% of 

the respondents Service, 6% of the 

respondent‘s other. 38% of the 

respondents belonged to the Business and 32% of the respondent‘s Service and 23% of the respondents self-employed, 7% 

of the respondent‘s other. So the customer‘s preference according private bank 

Customers Preference for Banks according to Income Groups 

 Information through the questionnaire was also collected in respect of the level of annual income to which these 100 

customers belonged to. Table 4 presents the responses received from these respondents. 

S.No Type Of Bank Preference Of Respondents Percentage 

1 Private 38 38% 

2 Nationalized 62 62% 

TOTAL 100 100 

Source: Primary Data 

Age Group (in Years) Nationalized Bank Percentage Private Bank Percentage 

Below20 16 16% 12 12% 

21-30 40 40% 36 36% 

31-40 38 38% 37 37% 

Above41 06 06% 15 15% 

TOTAL 100 100% 100 100% 

SOURCE: PRIMARY DATA 

Occupation Nationalized Bank Percentage Private Bank Percentage 

Service 18 18% 32 32% 

Business 42 42% 38 38% 

Self- employed 34 34% 23 23% 

Others 06 06% 07 07% 

Total 100 100% 100 100% 

Source: Primary Data 
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Table No. 4 Customer's Preference for Banks according to Income-Group 

Interpretation 

 As shown in Table no. 4, 

the level of income is not a very 

important determinant of the 

customer's preference for a 

particular type of bank. During 

the discussion with several 

respondents, it was learnt that 

the proximity to the place of 

residence and the place of work was, an important consideration while opening an account with the bank because this 

saved time and energy for them in operating their account. 

 
Satisfaction Level for Different Services 

 
 Table No. 5 Level of Customer Satisfaction from Different Banking 

 

Interpretation 

 The responses received in 

respect of the level of 

satisfaction from the 

respondents in respect of 

different services provided by 

the banks are summarized in 

Table 5. In respect of Mobile 

Banking, only 48% of 

respondents expressed their 

highly satisfaction, 56%of 

respondents net banking highly 

satisfaction, 58% of respondents 

satisfaction phone banking,47% of respondents neural of ATM/Debt Pin consumer, 38% of respondents satisfaction Level of 

Documentation,58% of respondents highly satisfaction Ambiance,63% of respondents satisfaction Service Delivery ,68% of 

respondents highly satisfaction Query Handling,45% of respondents satisfaction Turn Around time. However, these results 

should not be interpreted to imply that the customers are fully satisfied with different types of services offered by the banks 

because the level of services provided is still below the level of their expectation. The difference between the expected level 

of satisfaction and the actual level of satisfaction is a measure of the segmentation gap between the services provided. 

 
Finding of the Study  

 Hence the higher 62% percentages of the respondents are using Nationalized Bank account using. 

 Hence the higher 40% percentages of the respondents are using falling under the category of below 21 – 30years age 

group. 

 Hence it is disclosed that majority 42% of the respondents are engaged on in business. 

 Majority 36% of the respondents are earning the monthly income 6Lakhs to10Lakhs only. 

 Majority of the respondents of the level of satisfaction from the respondents in respect of different services provided by 

the banks. In respect of Mobile Banking, only 48% of respondents expressed their highly satisfaction, 56%of 

respondents net banking highly satisfaction, 58% of respondents highly satisfaction Ambiance, 68% of respondents 

highly satisfaction Query Handling. 

Conclusion 

 The findings of the study documented that the majority of customers prefer to have accounts both with private and 

public-sector banks, that relatively younger people prefer private-sector banks, majority of service-class customers have 

accounts with nationalized banks, income is not a very important determinant of the preference for a particular type of bank,  

savings account is the most popular product of banks but current account is more popular with business entities. The study 

has further revealed that the level of customer satisfaction varies across different type‘s services offered by banks and the 

level of expectations of the customers. There is not a single service in respect of which the actual satisfaction is close to the 

expectations and the segmentation gap exists across services. 

Income-Group Nationalized Bank Percentage Private Bank Percentage 

Below 1Lakhs 12 12% 08 08% 

1Lakhs to5Lakhs 16 16% 38 38% 

6Lakhs to 10Lakhs 36 36% 23 23% 

11 to 15Lakhs 31 31% 14 14% 

Above 16Lakhs 05 05% 17 17% 

Total 100 100% 100 100% 

Source: Primary Data 

VARIABLE 
SERVICES LEVEL OF SATISFACTION 

1 2 3 4 5 TOTAL 

Mobile Banking 48 34 13 5 - 100 

Net Banking 56 23 18 03 - 100 
Phone Banking 24 58 18 - - 100 
ATM/Debt Pin 25 28 47 - - 100 

Level of Documentation 29 38 26 05 02 100 

Ambiance 58 12 14 12 04 100 

Service Delivery 23 63 14 - - 100 

Query Handling 68 32 - - - 100 

Turn Around time 25 45 16 14 - 100 

Source: Primary Data 

Scale 5 indicates highly unsatisfactory and Scale 1 indicates highly satisfactory level of 
services. 
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 Therefore, commercial banks need to improve their services in different areas. However, banks, which work on public 

funds, must also safeguard against sustainability of private consumption. (Thus, commercial banks need to improve their 

customer services). While mobile, net and phone banking services need to be popularized, they need to improve their 

service-delivery and query- handling and reduce the turn-around time. The amount of documentation required also needs to 

be re-examined. Furthermore, despite their zeal for increased retail lending; banks must have to guard themselves against 

the sustainability of private consumption and implications for banks asset quality. They should provide customized, cost-

effective and courteous banking service to their customers. 
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Abstract 
 Social Media, today, is among the ‗best opportunities available‘ to a brand for connecting with prospective consumers. Social  media 
is the medium to socialize. These new media win the trust of consumers by connecting with them at a deeper level. Social media 
marketing is the new mantra for several brands since early last year. Marketers are taking note of many different social media 
opportunities and beginning to implement new social initiatives at a higher rate than ever before. Social media marketing and the 
businesses that utilize it have become more sophisticated. One cannot afford to have no presence on the social channels if the competitor 
is making waves with its products and services. The explosion of social media phenomenon is as mind boggling as that and the pace at 
which it is growing is maddening. Global companies have recognized social media marketing as a potential marketing platform, utilized 
them with innovations to power their advertising campaign with social media marketing. This paper discusses about the concepts of social 
media and social media marketing and other aspects like the growth and benefits, role and relevance of social media in marketing, social 
media marketing strategies. It also presents an overview on social media marketing in India 

 

Introduction  

 Social media marketing refers to the process of gaining website traffic or attention through social media sites. Social 

media marketing programs usually center on efforts to create content that attracts attention and encourages readers to 

share it with their social networks. A corporate message spreads from user to user and presumably resonates because it 

appears to come from a trusted, third-party source, as opposed to the brand or company itself.[citation needed] Hence, this 

form of marketing is driven by word-of-mouth, meaning it results in earned media rather than paid media. Social media has 

become a platform that is easily accessible to anyone with internet access. Increased communication for organizations 

fosters brand awareness and often, improved customer service. Additionally, social media serves as a relatively inexpensive 

platform for organizations to implement marketing campaigns. 

 
Social media  

 Social media is engaging with customers online. According to Wikipedia, social media is internet-based resources for 

sharing and discussing details among humans. Community social networking websites are all about social networking as 

well as social networking in a way that espouses believe in among parties and areas engaged. Any website which allows 

customer to discuss their material, views, views and motivates connections and group developing can be classified as a 

social media. Some popular social media websites are: Facebook or fb, YouTube, Tweets, Stumble upon, MySpace, 

Stumble Upon, Delicious, Scribed, Flickr etc. 

       The meaning of the term ‗social media‘ can be derived from two words which constitute it. Media generally refers to 

advertising and the communication of ideas or information through publications/channels. Social implies the interaction of 

individuals within a group or community. Taken together, social media simply refers to communication/publication platforms 

which are generated and sustained by the interpersonal interaction of individuals through the specific medium or tool. 

Wikipedia has a general definition of the term: Social Media is the democratization of information, transforming people from 

content readers into content publishers. It is the shift from a broadcast mechanism to a many-to-many model, rooted in 

conversations between authors, people, and peers. Social media represents low-cost tools that are used to combine 

technology and social interaction with the use of words. These tools are typically internet or mobile based like Twitter, 

Facebook, MySpace and YouTube. 

There are two benefits of social media that are important to businesses, they include: 

 1. Cost reduction by decreasing staff time. 

 2. Increase of probability of revenue generation. 
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Social media enables companies to: 

· Share their expertise and knowledge. 

· Tap into the wisdom of their consumers. 

· Enables customers helping customers. 

· Engages prospects through customer evangelism. 

Thus the benefits of social media include: brand reach and awareness, consumer interactions through transactions, referrals 

and reputation management. 

 

Social media marketing helps in: 

● Generating exposure to businesses. 

●  Increasing traffic/subscribers. 

●  Building new business partnerships. 

● Rise in search engine rankings. 

● Generating qualified leads due to better lead generation efforts. 

●  Selling more products and services. 

●  Reduction in overall marketing expenses. 

 

 Role of social media in marketing: 

  Social media is now increasingly becoming an ingrained aspect of political campaigns, national defense strategies, 

public policy, public relations, brand management and even intra company communication. Since the major task of 

marketing as tool used to inform consumers about the company‘s products, who they are and what they offer, social 

marketing plays an important role in marketing. 

● Social media can be used to provide an identity about the companies and the products or services that they offer. 

● Social media helps in creating relationships with people who might not otherwise know about the products or service or 

what the companies represent. 

● Social media makes companies "real" to consumers. If they want people to follow them they need not just talk about the 

latest product news, but share their personality with them. 

● Social media can be used to associate themselves with their peers that may be serving the same target market. 

● Social media can be used to communicate and provide the interaction that consumers look for. 

 
Social Media Marketing Strategies 

  SMM is still in its infancy. Most of the online retailers though appreciate its positives fallouts on the brand awareness 

and promotion; they are still in the early stages of adoption. For an organization willing to invest in social media marketing, it 

is important to understand why SMM is an important marketing strategy and how it can help: 

● This is the age of consumer satisfaction. It is not about selling it is more about interacting. There is a lot to learn from 

the customers. Using social media one can identify customers, listen to their feedback and use them to improve and 

innovate on products or services. 

● SMM is not a mass advertising strategy. It can be used to identify peer groups and advertise to that particular group. 

Social Media can help in identifying influencers and through them one can guide a prospective customer into making a 

purchase. 

● SMM calls for novel advertising methods as the attention span of online junta is very low. This is largely due to the 

multitasking phenomena. A person watching a video clip on YouTube might be simultaneously updating a blog, while 

reading another one and watching friend‘s photographs on Facebook. In order to garner their attention away from 

distractions the advertisement must be innovative and interesting to hold the imagination and attention of the prospect. 

● At the same time the message must also provoke the recipient into action; like seeking a detailed description of the 

product/service, or suggesting to a friend, or initiating purchase. So, if the advertisement is trying to sell something then 

it should be conveniently placed with links so      that the prospect can make a purchase with least effort. 

● Similarly Social Media can be used to increase customer loyalty through customer support services and hence improve 

customer retention. 

● Social Media Marketing can also be used by brands to ward off any negative publicity.  But the brands will have to be 

cautious here as over doing it may further aggravate their customers / stakeholders. 

● Companies using traditional marketing methods (e.g. surveys, focus groups, test marketing) often spend millions to 

locate their target markets. Establishing a social media strategy will help them see where potential customers are 

hanging out. The companies can search for related groups and Fan Pages through Facebook, start accounts on social 

bookmarking sites such as Digg or StumbleUpon, and check on who is linking to your site to find out who‘s interested. 
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Social media gives businesses on small budgets the ability to find out what people are saying about them (and others) 

in their industry, without paying large sums on market research. With it‘s ear to the ground on social media, the 

company will be the first to know if its product is working or if changes need to be made.  

 
To successfully implement one‟s SMM strategy the following points must be kept in mind: 

● The company shouldn‘t just jump on to the bandwagon just because others are jumping into it. The market should be 

analyzed first to understand whether their brand would really benefit from SMM. It should try and find out whether SMM 

strategies fit its brand.  

● The company shouldn‘t expect results over night. SMM is a long term strategy. It will not  happen overnight. The results 

might become visible anywhere from three to six months.  

● SMM is not a standalone tool for marketing. It has to be used along with all the other conventional marketing strategies. 

  There are many things that social media can do for business. Developing a strategy for using it means that the firms 

need to think about what they want to accomplish this year and determine how social media fits into the plan. One of the 

benefits of a social media strategy is the fact that the available tools can customized for their particular needs. The firms can 

choose to concentrate their efforts on the sites that seem to offer the best return on investment, while taking a ―wait and see‖ 

stand on the others. 

 
Conclusion  

 There is no escaping social media these days, either for people or for companies. Nowadays, it is impossible to 

separate social media from the online. The social media discussion is no longer considered a Web 2.0 fad-it is going on in 

homes, small companies and business boardrooms, and extending its achieve into the nonprofit, education and health 

sectors. From feeling excitement, novelty, bewilderment, and overwhelmed, a lot more people now speak of social media as 

basically another route or tactic. Blogging can have a very positive effect on your Company‘s marketing and development. 

As per the Hubspot report, Customers with weblogs gathered 68% more brings than clients without weblogs. It is imperative 

to know that nowadays, social media have exponential potential. They are in an ever-growing online network of those who 

discuss, comment, participate, discuss and create. Whether you are an individual, a startup, small organization or a huge 

corporation, an online business and an ongoing discussion with your constituents is a baseline requirement-and will devote 

a while and skills. Companies are diverting resources and rethinking their conventional outreach methods. And as the social 

media trend dissipates into the vast ocean of connected encounters, the word itself will become an entry in dictionaries and 

encyclopedias and we will embark on a new era of information, accessibility and encounters unbound by distance, time or 

physical walls. It's time that every organization adopts social media and takes it seriously!. 
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Human Resource: 

 The term 'human resource' is traditionally called 'labor' in the political economy and economics, one of the three factors 

of production. It was used as labor right management in the olden day's organizations. In economics human resource in the 

beginning was known as 'human capital'. Then it was later realized that humans are capitals which can be run through a 

particular time in fact they are social beings and things change day to day for them. It cannot be that i f one person is told to 

work for a particular time till a year, it is not necessary that he will make it. There are many eventualities and circumstances 

those may stop him to do so. So this term was then decided to change. But still in macro economics they use this term for 

employees as a factor of production. The socialist parties from the starting of human employment have played a role of 

working the human rights. They explained that humans themselves are not assets for a company but the work they produce  

are the asset for them. And that they should be treated on the basis of their potentials and hard work. This act of their 

started the hiring and firing in a better manner. This argument of 'human capital' and 'human resource' began until the United 

Nations recognized the same and supported the developing countries for this view. This argument's extreme version is that 

of African people's slavery. They were treated as slaves and their potentials were taken as capitals by the developed nations 

of that time without paying them properly. This was the more extreme version of human capitalizing. This was then 

recognized by the United Nations. It was considered that a separate department should be made devoted only to the human 

resources or the employees. This was the birth period of the human resource department. 
 

Globalisation: 

 It symbolizes the structural making of the world characterized by the free flow of technology and Human Resource 

across boundaries presenting an ever-changing and competitive business environment. A vital aspect of globalisation is the 

way diverse challenges are being faced by nations in an increasing inter dependent world. Globalization has made the 

business process not only more efficient and effective, but more streamlined and modernized as well as businesses now share 

with each other trade secrets that were once limited to only those who could afford it. The corporate sector has become more 

receptive and reactive as old business methodologies now give way to new and innovative ideas and opinions such as the 

outsourcing of labor. Globalization has changed the way economies operate and this has only been possible due to the various 

innovations in the technological sectors. India has been in the fore-front of this global revolution. Call-centers, data processing 

facilities, telemedicine and software development type facilities are opening all over India and China where the labor is cheap and 

the trade-laws have been liberalized. India was chosen as the location for the call centers is due to the cheap labor rate, the 

willingness and enthusiasm to work in the global market, and the quality of education to middle class. Despite all the differences in 

religious, social and economic backgrounds, India has created a workforce that has embraced and used technology to position 

them at the forefront of outsourcing in a global economy." 
 

Objectives of the Study: 

 To Study the challenges of HRM in global scenario. 

 To know the significance challenges faced by organisation due to globalisation. 

 To know the key areas required for Human Resource Manager to keep in mind during facing with global employees. 

 To understand the significance aspect of globalised Human Resource Management 
 

Significance of the Study 

 Globalisation is a major challenge to building dynamic, entrepreneurial and truly global organization. Even the individual 

sub system like HR and Marketing are significantly impacted by the Globalisation process of business enterprises. It is 

needed a tough call to run a business organization successfully on a global scale, as the variable are too complex and 

profound. The most crucial variable is HR factor, which need to be tackled with a conscious and well thought out strategic 

plan. Building competencies and enabling people to deliver the desired business goals is the principal objective of HR. The 

following are the some of the issues and challenges in the globalised scenario. 
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Global Recruitment: Every country is looking for a wide variety of super specializations. They are called super 

specialization, especially for domain experts who are technically proficient. For e.g.,USA is looking for people with technical 

background like nanotechnology, software, biomedical, engineering. Dubai is famous for recruiting people for hospitality, 

financial services, foreign exchange dealings, Media & Marketing and retail management. In India, it is retail management, in 

Singapore its Banking and I.T. selection of best skilled employee is one of the foremost challenges for Human Resource 

Department. 

Role of HR in Selection: Need to concentrate while selecting an internal or external employee for a foreign assignment 

purely on their technical competence. For good management, HR should have a better understanding about diversity in 

workplace, women diversity, organizational culture and restructuring, legal system, negative attitude and behaviour of the 

candidate. 

Engage in Dialogue: In this era a policy can be implemented with discussing the same with the employee, hence what is 

required is to involve the people of all cadres in redesigning the policy and making then participate in the discussion. If an 

organization keeps its employees or people happy and satisfied, automatically the organization would be benefited at large. 

Training: In today‘s changing scenario, there is a need for an organaisation to expand the capacity of its people through 

continuous learning proces, and generation and sharing of knowledge to achieve the desired results. The role of the HR 

department is to create a culture that value learning, encouragement, motivatio and appreciation of the value of each employee. 

Communication: The ability of their employees to communicate and interact effectively is an important competitive factor. 

For different area like hospitality, services and product manufacturing, they require training in western communication skills 

and etiquette. The task of HR in turnaround is to open channels of communication. HR has to design a plan in consultation 

with corporate communication to convey a positive and regular message to employees about the turnaround measures. 

Direct communication practices must be encourage in globalised environment. As employees are recruiting from diffrent 

countries so knowing the language is most important criteria for an HR Manager 

Building High performance Work Culture: The role of HR in globalised scenario is to establish a work culture that 

contributes to high performance. High performance work culture is characterized by team work, employee empowerment, 

job satisfaction, performance management, continuous learning and innovation. 

Employee Empowerment: It provides better solutions to problems and enhances organizational performance and individual 

well- being. Empowerment can be done by giving authority to individual to make decision, to contribute their ides, to exert 

influence and to be responsible. It enhances the feeling of self-efficiency among organizational members. Empowered 

employees are energetic, passionate and experience a feeling ownership over jobs. It‘s the biggest challenge of HR in 

globalised economy.  

Winning Employees Loyalty: This is one of the major issue in globalised economy is that of winning the employee loyalty, 

which is very important for organizational productivity. Employee loyalty results into a positive outcome for the orgnisation. 

Bust the Stress 

  Globalisation has enhanced to the degree of stress at all level or types of organization. Today, stress has out stripped 

the common cold as the main reason for taking time off. Hence, there is an immediate requiement to oversome the problem 

of stress that may affect Human resource performance a great extent.  

Personal connection 

   A global HR Manager has to take pain to establish trust; team spirit and community consciousness among the 

employees by helping them bridge the differences and forge personal connections 

Compensation 

  Motivating the employee through properly structured compensation schemes is also an important demand raised by 

the globalised environment. The compensation scheme must be designed to include profit sharing, share option, merit of 

performance related to pay etc. compensation scheme must recognize individual difference in the performance. Hence its 

one of the complicated challenge the HR has to play. 

Conclusion 

 HR practices and its implementation in the globalised corporation need to be restructured in the context of challenges 

faced by the organization. HR life is full of both external and internal challenges and the wisdom lies in choosing the 

appropriate strategy to encounter those challenges. HRM is the key factor in enhancing the capabilities of an organization to 

deal with the emerging challenges and thereby helping the organization to survive and have a competitive edge in the 

globalised market.  
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Abstract 

 Quality of work life is all about the conducive and congenial environment created at the work place as it is one of the main reasons 
for better performance and productivity. Only when the right ambience is provided to the employees they will be able to deliver their goods 
effectively and efficiently. Quality of Work Life (QWL) thus denotes all the organisational inputs which aim at the employees‘ satisfaction 
and enhancing organisational effectiveness. The basic purpose is to develop jobs and working conditions that are excellent for employees 
as well as economic health of organisation. It refers to the level of satisfaction, motivation, commitment and involvements an individual 
experience with respect to their line at the work. The quality of work life is the degree of excellence brought about work and working 
conditions that contribute to the overall satisfaction and performance primarily at individual level and finally at organisational level. 
Key Words: QWL, BHEL, KMO, AGFA and GFA 
 

Statement of the Problem 

 Quality of Work Life ensures the work at suitable and appropriate atmosphere. The organisation‘s performance and 

productivity lies at so many prominent elements. Amongst them, the most important element is Quality of Work Life. But 

many organisations inadvertently follow this that ultimately ends in so many issues and challenges. These issues and 

challenges are divided in different ways. Poor reward and recognition appears to be a cause of concern as people will not do 

their best when they feel that employers‘ commitment in terms of reward and recognition is lacking. Commitment is a mutual 

phenomenon. When employers want to get the best from employees but do not give them reward and recognition, people 

will not be committed to work. Similarly, some works does not offer opportunities for growth and promotion is one of the 

greatest reasons for employees‘ de-motivation and non-commitment. Jobs which deprive employees of self development 

and growth opportunities lead to high dissatisfaction and disloyalty. 
 

Objectives of the Study 

The study contains the following objectives: 

1. To examine the basic elements of quality of work life of employees in the company and evaluate factors affecting it. 

2. To analyse the perception and attitude of employees at the work place that helps achieve quality of work life. 
 

Scope of the Study 

 The term quality of work life denotes all the organisational inputs which aim at the employees‘ satisfaction and 

enhancing organisational effectiveness. The basic purpose is to develop jobs and working conditions that are excellent for 

employees as well as economic health of organisation. It refers to the level of satisfaction, motivation, commitment and 

involvements an individual experience with respect to their line at the work. The quality of work life is the degree of 

excellence brought about work and working conditions that contribute to the overall satisfaction and performance primarily at 

individual level and finally at organisational level. The important scope of Quality of Work Life is compensation and reward 

for the work, personal and career growth opportunities, motivation, participative management style, health and safety of the 

employees, job security and job specification. Besides, Quality of work life paves way for better performance of employees, 
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more devotion and dedication towards work, reduced absenteeism, voluntary participation in organisational activ ities, 

reduced corruption and lesser attrition. Moreover, many issues related to work life are addressed by important officials in the 

company. The issues include why people are not happy, do they need training, why employee morale is poor. More 

importantly, it is an effective tool that prepares a report on periodic basis to boost the system. They also introduce reward 

system which is of help to the employees.  
 

Significance of Study 

 The study is concerned with Quality of Work Life of employees working in BHEL. There are so many aspects to be 

crucial in the study undertaken. first and foremost thing to be pointed out is that employees feel satisfied to a larger extent as 

their work being done with utmost dedication. one who works under the congenial work environment alone will have quality 

of work life that ultimately leads to job satisfaction and well being of an employee. An employee works under hostile 

environment cannot have quality of work life. This study reviews the quality of work life of employees in the company.  

 
Research Methodology 

 The research design of the present study is of ―descriptive and analytical in nature‖. The sampling method chosen for 

the present study is entirely non-probability in nature. In non-probability sampling method, the researcher has adopted 

convenience sampling method. Under this method, the researcher interviewed the employees of BHEL in Trichy by best 

possible means. Moreover, items selected by the researcher were easy to approach and to measure. The sample size 

chosen for the study is 700. The primary data in this study has been collected by way of well structured questionnaire 

circulated to employees of BHEL, Trichy. Secondary data were collected from magazines, publications, reports, books, 

dailies, periodicals, articles, research papers, official websites, manuals, handbooks and booklets. 

 

Review of Literature  

 Sharma and Verma (2013) attempt to identify the basic elements of quality of work life. They try to find out the 

requirements of employees. Communication level, career development and growth, flexible work arrangement, family 

responsive culture and industrial climate are the few factors which affect QWL. A survey is conducted to assess the quality 

of work life in small scale industries of Indore. The researchers infer that employees are dissatisfied with working 

environment, promotional opportunities. Only 24% of employees surveyed are satisfied with the salary. It is very important to 

ensure QWL for employees to get quality output from them. So this study suggests introduction of flexi time, job enrichment, 

and management by objective, job rotation to improve QWL. 

 Fapohunda Tinuke. M, (2016) stated about the perception and experiences of Quality of Work Life that the factors 

affecting quality of work life have substantial roles to play in satiating the needs of the employees. It is about how people can 

do their work better and also how the work can motivate them to do better. This study evaluates the perceptions and 

experiences of quality of work life in Nigeria using fifteen indicators of quality of work life and 300 employees in four 

establishments in Lagos Nigeria. The survey instrument was a questionnaire administered in a field survey spanning two 

months between July and August 2013. The response rate was 280 (93.3%) of which 152 (54%) were men and 128 (46%) 

were women. The results indicate that most of the workers do not give highly positive ratings though some of the indicators 

had more positive assessments. For some indicators, there were significant gender gaps while others had similar levels of 

agreement or satisfaction. Organizations must maintain and improve the quality of work life in their establishments. There 

must be more commitment to investing in human resources who contribute significantly to sustained organization 

performance. To gain competitive advantage in organizations must be concerned about their human resources who are their 

most important assets and take consistent and steadfast measures to improve them and employ high-quality work-life 

experiences. 

 
Data Analysis and Results Discussion 

Exploratory factor analysis for Quality of work life 

  Twelve variables of the Quality of work life are factor analysed. The results of the KMO measure of sampling 

adequacy and Bartlett‘s test of sphericity indicates that application of factor analysis is appropriate for the data. The KMO 

measure of sampling adequacy is 0.91 and it is significant (p<.001). The results of the factor analysis given in the Table 1 

revealed a one-factor solution with Eigen value more than one explaining 71.22% of the total variance. All the twelve variables 

loaded in a same factor, namely Quality of work life. The factor loadings ranged from 0.55 to 0.83. Further the variables have 

adequate communalities. Thus, all the twelve variables are retained as they revealed the various attributes of Quality of  

work life.  
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Table 1 Factor loading with Eigen values and total variance for Quality of work life 

Variable 
Factor 
scores 

Work schedule is made in the company based on your collective opinion of all the employees 0.79 

Employee have a direct influence upon the decision making process 0.55 

Employee reaction has positive impact to any change in the organization to scale up the quality of work life 0.83 

Employee badly reacts to a particular situation where the company takes antagonistic decisions on the work 0.75 

Employee recognizes the responsibility to address the issues concerning organizational change 0.67 

The company follows the alternative approach which is being labeled as perception based view of employees 0.69 

Different employees have different perceptions of a similar object that involves decision making process 0.71 

Prediction based on your perception is conducive for all round development of the company 0.77 

HR practices implemented in the company take into account attitude  and perception of the employees 0.64 

Success and failure of works are brought to the notice as they are directly and indirectly affected by your attitude and 
perception 

0.58 

Boss assigns vital tasks based on Employee perception and attitude 0.82 

Feel in a different way when employees balance the family with the work 0.63 

Eigen value 11.362 

Percentage of value 71.22 

Cumulative percentage of variance 71.22 

 Thus, on the basis of factor analysis, a single-factor solution for Quality of work life is identified 

Perception towards basic elements of Quality of work life 

 In this section, the perception of employees towards basic elements of Quality of work life in BHEL-Trichy is studied. 

Twelve variables, namely, (i) Work environment is favourable and flexible to you in the company, (ii) There is mutual 

understanding between you and employees at all levels that help achieve quality of work life, (iii) Employees in the company 

perform their duties at their liberty, (iv) Company provides the employees with adequacy of resources , (v) Task is explained 

to the employees in such a way that goals in the company are met, (vi) Company promotes human dignity and growth 

among the employees, (vii) Reward and compensation is directly proportional to the quantum of work in all aspects, (viii) Job 

gives career prospects and development that decides quality of work life, (ix) Company ensures quality of communication 

via latest technology thereby messages are transmitted quickly, (x) Company provides utmost care to the safety of 

employees, (xi) Company takes immediate steps to sort out the conflicts among the employees and (xii) Feedback of 

employees is taken into view while decision making process were taken to measure the perception of the respondents. To 

test the significant difference among the mean value of the variables measured under basic elements of Quality of work life 

against the test average response of 3 (mean score), the following null hypothesis is framed. 

H06 (a): The perception level of employees towards basic elements of Quality of work life does not differ with the 

average score 

 The results of one sample t-test for employee‘s perception towards basic elements of Quality of work life in BHEL-

Trichy are displayed in the table 2. 

Table 2 One sample t-test for basic elements of Quality of work life 

Statements Mean SD t-value p-value 

Work environment is favourable and flexible to you in the company 4.10 1.036 46.721** <.001 

There is mutual understanding between you and employees at all levels that 
help achieve quality of work life 

3.37 0.978 16.949** <.001 

Employees in the company perform their duties at their liberty 2.57 0.887 12.831** <.001 

Company provides the employees with adequacy of resources 3.22 0.864 3.215** .005 

Task is explained to the employees in such a way that goals in the company 
are met 

3.59 0.850 20.809** <.001 

Company promotes human dignity and growth among the employees 3.98 0.837 30.977** <.001 

Reward and compensation is directly proportional to the quantum of work in 
all aspects 

4.20 0.884 35.923** <.001 

Job gives career prospects and development that decides quality of work life 3.36 1.110 8.581** <.001 

Company ensures quality of communication via latest technology thereby 
messages are transmitted quickly 

3.16 1.045 3.153** .007 

Company provides utmost care to the safety of employees 3.37 0.880 11.126** <.001 

Company takes immediate steps to sort out the conflicts among the 
employees 

2.84 1.084 3.903** <.001 

Feedback of employees is taken into view while decision making process 2.58 1.079 10.294** <.001 

  ** Significant at 1% level  

 Table 2 shows the perception of employees working in in BHEL-Trichy towards basic elements of Quality of work life. 

The t-values of the variables: 46.721, 16.949, 12.831, 3.215, 20.809, 30.977, 35.923, 8.581, 3.153, 11.126, 3.903 and 
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10.294 were significant at 1% level. This shows that there is significant difference between the mean responses given by the 

respondents towards Quality of work life, the null hypothesis is rejected.  Further the mean score of the variables; Work 

environment is favourable and flexible to you in the company (4.10), There is mutual understanding between you and 

employees at all levels that help achieve quality of work life (3.37), Company provides the employees with adequacy of 

resources (3.22), Task is explained to the employees in such a way that goals in the company are met (3.59), Company 

promotes human dignity and growth among the employees (3.98), Reward and compensation is directly proportional to the 

quantum of work in all aspects (4.20), Job gives career prospects and development that decides quality of work life (3.36), 

Company ensures quality of communication via latest technology thereby messages are transmitted quickly(3.16), Company 

provides utmost care to the safety of employees (3.37) are higher than the average mean score. Employees in the company 

perform their duties at their liberty (2.57), Company takes immediate steps to sort out the conflicts among the employees 

(2.84) and Feedback of employees is taken into view while decision making process (2.58) are less than the average mean 

score. It is observed that Rewards and compensation proportional to the quantum of work is the vital aspect of the basic 

elements of quality of work life. Favorable work environment, growth of employees in the company, explanation of task to 

achieve the goal, mutual understanding between the employees, adequate resources and safety of employees are the 

elements that contribute to the quality of work life. It is also noted that liberty in performing the duty, resolving the confl icts 

among the employees and consideration of feedback for making decisions are not considered as important elements of 

quality of work life in BHEL-Ranipet, Vellore. 

 
   Table 3 Model Fit Summary 

It is inferred from the table 3, the model fit Chi-

square 2/dof = 1.412 and the model‘s p-value is 

0.107 which is insignificant at 5% level, which 

shows that the null hypothesis ―The model fit for Quality of Work Life of employees of BHEL-Trichy is good‖ is accepted. The 

goodness of fit index (GFI) is 0.918 of the model, shows reasonably good fit, and its adjusted goodness of fit index (AGFI) is 

0.909. The Root Mean Square Error of Approximation (RMSEA) is 0.088, a smaller value indicates better model, and 

Expected Cross Validation Index (ECVI) is 0.096, which are within the acceptable range indicating a better model fit.  

 
Findings  

 It is observed that Rewards and compensation proportional to the quantum of work is the vital aspect of the basic 

elements of quality of work life. Favorable work environment, growth of employees in the company, explanation of task to 

achieve the goal, mutual understanding between the employees, adequate resources and safety of employees are the 

elements that contribute to the quality of work life. It is also noted that liberty in performing the duty, resolving the conflicts 

among the employees and consideration of feedback for making decisions are not considered as important elements of 

quality of work life in BHEL-Trichy. Quality of work life of employees in BHEL- Trichy is good. It is observed that Different 

perceptions of employees on similar object involved in decision making process, Perception based development of the 

company, company follows alternative approach which is based on views of employees and work schedule is made in the 

company based on the collective opinion of all the employees are the important aspects of Quality of work life in BHEL- 

Trichy. It is also noted that success and failure of work are brought to the notice directly, assigning the vital tasks based on 

employee perception and attitude, Employee recognize the responsibility to address the issues and employee have direct 

influence upon the decision making process are also contributing to the quality of work life.  It is also noted that the 

respondents denied that employee reaction has positive impact to any change in the organization to scale up the quality of 

work life and feel in a different way when employees balance the family with the work.  

 
Suggestions 

 An employee in the company to be entrusted with a particular job needs to have sufficient knowledge, required skill and 

expertise, enough experience, enthusiasm, energy level, willingness to learn new things, dynamism, sense of belongingness 

in the organisation, involvement in the job, inter personnel relations, adaptability to changes in the situation, openness for 

innovative ideas, competitiveness, zeal, ability to work under pressure, leadership qualities and spirit as they all are the 

important and key elements of achieving quality of work life in the company. There are different factors influencing quality of 

work life which have both positive and negative impact. Therefore, the researcher has left this suggestion to all the 

employees in the company to take into account the factors that have positive impact to ensure sustainable development of 

the company. Similarly, steps should be taken to address the issues arising out of negative impact of quality of work life. 

 Perception and attitude of the employees at the work place should be monitored to boost the morale among the 

employees. Perception among employees is different. Therefore, perception of employees should be directed towards the 

accomplishment of common goals of the company. There are many technical issues being faced by all sections of workers 

2 dof 2/dof p-value GFI AGFI RMSEA ECVI 

14.12 10 1.412 0.107 0.918 0.909 0.088 0.096 
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in the company. due to lack of uniformity in perception among employees, performance of the company is at the risk thereby 

causing hindrance to the development of company. in order to make uniformity in perception among employees, there may 

be required some interactive sessions among employees, between employer and employees, between workers and 

employers and finally between workers and employees. so that it can improve better quality work life for all sections of 

people in the company.  

 Organisational commitment is a matter of serious concern. The company should more specifically be committed to 

achieving good quality of work life. There are many aspects associated with organisational commitment but only major 

commitment should be highlighted as it has direct and indirect impact on achieving better quality of work life. Major 

organisational commitment include work schedule should be conducive, inclusion of employees in the decision making 

process of the organisation. Organisational change and its effect on employees and operations, Implementation of HR 

practices in the company and eventually work life balance. In the same way, the researcher has pointed out another 

suggestion which is all about individual commitment. Just like organisational commitment gaining momentum now-a-days, 

even this too should be adopted in such a way that demands of the company is met in due course of time. at the same time, 

overall performance of the company is not affected in any way while taking care individual commitment. The individual 

commitments include perception and attitude of employees, the suggestion as to this was already dealt with before. 

Congenial work atmosphere, participation in management, solving stress related issues, giving sufficient time to finish the 

work and so on.  

 
Conclusion 

 Improvement in the QWL is becoming attractive Slogan of today`s employers and employees. QWL is a generic phrase 

that covers person`s feeling and sentiments about every dimension of work including economic benefits and other fringe 

benefits. QWL is concerned with how the relationship between individuals, their physical, social and economic work 

environment affect their attitude and behavior that society considers to be important both on and off the job. Moreover, this  

phrase has been increasingly used to describe certain environmental and humanistic values neglected by the industrial 

societies in favour of technological advancement, industrial productivity and economic growth. QWL programmes have been 

receiving widespread attention in more and more companies, both in developed and developing nations, for their input, to 

job satisfaction productivity and organization success. Techniques to improve quality of work life include job redesign, career 

development, flexible work schedules, job security and the like. If BHEL properly adopts these techniques, the QWL will 

certainly be improved to the desired levels. 
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Abstract 

 This article focuses on the importance of digital marketing for both marketers and consumers. We examine the effect of digital 
marketing on the firms‘ sales.This paper discussed about the top motivator factors of shopping online.It refers to the efforts of 
advertisingand marketing e-commerce, e-mails, etc. the results of this study also stress the central role ofthe sales force in the successful 
implementation of the Internetmarketing strategies within organizations.The thesis mainly covers the acquisition process of Internet 
marketing aftertouching upon the basic knowledge of Internet marketing, how the Internet adaptsto the marketing mix, as well as 
companies‘ and consumers‘ perspectives inpursuing Internet marketing.In the time of globalization internet plays a vital role in all scopes 
of life and industries. Internet is very famous nowdays for satisfying people with various services related to various different fields. 
Keywords: Consumer, Shopping, Globalization, Marketing,Organization, Advertisement. 
 

 
Introduction 

 Digital marketing is one type of marketing being widely used to promote products or services and to reach consumers 

using digital channels. Digital marketing extends beyond internet marketing including channels that do not require the use of 

Internet. It includes mobile phones (both SMS and MMS), social media marketing, display advertising, search engine 

marketing and many other forms of digital media.Among all fields of business, the author has a particular interest in 

marketing and plans to have her future career in marketing. She believes that marketing plays a vital role in any business, or 

any commerce, in which a well-thought out marketing strategy and an effective marketing plan can make or break the 

success of any goods or services. 
 

 
Concept of Digital Marketing 

 Traditional marketing is the most familiar form of marketing. Traditional marketing is non-digital way used to promote 

the product or services of business entity. On the other hand, digital marketing is the marketing of products or services using 

digital channels to reach customers. Some comparisons are presented below: 

 
S.No Traditional Marketing Digital Marketing 

1. Traditional marketing includes print, broadcast, direct mail, 
and telephone  
 

Digital marketing includes online advertising, email marketing, 
social media, text messaging, affiliate marketing, search 
engine optimization, pay per click  

2. No interaction with the audience Results are easy to measure Interaction with the audience Results are to a great extent 
easy to measure  

3. Results are easy to measure  Results are to a great extent easy to measure  

4. Advertising campaigns are planned over a long period of time  Advertising campaigns are planned over short period of time  

5. Expensive and time-consuming process  
 

Reasonably cheap and rapid way to promote the products or 
services  

6. Success of traditional marketing strategies can be celebrated 
if the firm can reach large local audience  
 

Success of digital marketing strategies can be celebrated if 
the firm can reach some specific number of local audience  

7. One campaign prevails for a long time  Campaigns can be easily changed with ease and innovations 
can be introduced within any campaign  

8. Limited reach to the customer due to limited number of 
customer technology  

Wider reach to the customer because of the use of various 
customers technology  

9. 24/7 year-round exposure is not possible  24/7 year-round exposure is possible  

10. No ability to go viral  Ability to go viral  

11. One way conversation  Two ways conversation  

12. Responses can only occur during work hours  Response or feedback can occur anytime  
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Objectives of the Study 

 To study theSocial Digital Marketing in Media  

 To study the various advantages of digital marketing to the customers.  

 
Statement of the Problem 

 Within the broader E-marketing domain, this section aims to explain the social media marketing that should be 

considered in the overall design of an organization‘s strategic marketing strategy. These channels include Internet 

marketing, social media marketing, digital marketing, mobile marketing and direct marketing. Social media fulfils the 

fundamental human need of communication, and the emergence of social media could be regarded as the biggest 

development since the Industrial Revolution. Of all the different types of E-media, social media networking sites such as 

Facebook, Myspace, Twitter and YouTube have generated the most publicity. 
 

Review of Literature 

 Chaffey (2011) state that social media marketing involves ―encouraging customer communications on company‘s own 

website or through its social presence‖. Social media marketing is one important technique in digital marketing as 

companies can use social media form to distribute their messages to their target audience without paying for the publishers 

or distributor that is characteristic for traditional marketing. Digital marketing, electronic marketing, e-marketing and Internet 

marketing are all similar terms which, simply put, refer to ―marketing online whether via websites, online ads, opt-in emails, 

interactive kiosks, interactive TV or mobiles‖  

 Reinartz and Kumar (2003) found that the number of mailing efforts by the company is positively linked with company 

profitability over time. The primary advantages of social media marketing is reducing costs and enhancing the reach. The 

cost of a social media platform is typically lower than other marketing platforms such as face-to-face sales or sales with a 

help of middlemen or distributors. In addition, social media marketing allows firms to reach customers that may not be 

accessible due to temporal and locational limitations of existing distribution channels. 

 Roberts andKraynak, (2008)concludedthat relationship marketing concept; it emphasizes that it should not be 

technology that drives e-marketing, but the business model. All types of social media provide an opportunity to present 

company itself or its products to dynamic communities and individuals that may show interest. 
 

Social Media Marketing 

 The rise of social media is rapidly changing the way in channels are opened to marketers (Bush, 2010). One critical 

factor that should be considered in mobile marketing is that the content must be relevant, informative and entertaining. 

Mobile channels are generally perceived to be more personal than traditional marketing channels (Heinonen and Strandvik, 

2003), and meeting the needs of the target audience should be a main priority (Vatanparast and Butt, 2010). 
 

Advantages Digital Marketing Brings to Customers 

 With rapid technological developments, digital marketing has changed customers buying behavior. It has brought 

various advantages to the consumers as given below:  

(i) Stay Updated with Products or Services: Digital marketing technologies allow the consumers to stay with the 

company information updated. Nowadays a lot of consumer can access internet any place anytime and companies are 

continuously updating information about their products or services.  

(ii) Greater Engagement: With digital marketing, consumers can engage with the company‘s various activities. 

Consumers can visit company‘s website, read information about the products or services and make purchases online and 

provide feedback.  

(iii) Clear Information About the Products or Services: Through digital marketing, consumers get clear information 

about the products or services. There is a little chance of misinterpretation of the information taken from sales person in a 

retail store. However, Internet provides comprehensive product information which customers can rely on and make purchase 

decision.  

(iv) Easy Comparison with Others: Since many companies are trying to promote their products or services using digital 

marketing, it is becoming the greatest advantage for the customer in terms that customers can make comparison among 

products or services by different suppliers in cost and time friendly way. Customers don‘t need to visit a number of differen t 

retail outlets in order to gain knowledge about the products or services. 
 

Suggestion of the Study 

 Such research efforts will be crucial in providing a deeper understanding of successful Marketing strategies on the 

Internet.Traditional approaches, assumptions and conclusions regarding marketing strategies have to be reassessed in the 

light of the features and characteristics of thenew electronic medium. However, conclusions regarding digital marketing 
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strategies related toinformation provision, pricing and customization based exclusively on technological capabilities of the 

Internet may be premature, and call for caution and a deeper investigation of the underlying phenomena. 

 
Conclusion 

 Digital channel in marketing has become essential part of strategy of many companies. Nowadays, even for small 

business owner there is a very cheap and efficient way to market products or services. Digital marketing in order to 

understand the situation of the company in the market, Secondly, appropriate objectives are set for the marketing plan in 

accordance with the given conditions of the company.  
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Abstract 

 Purchase intention is the willingness of a buyer to buy a certain product or availing of certain service. This research paper has made 
an attempt to study the factors that influence thepurchase intention of online shoppers in Tirupattur. The purchase intention has been 
considered as a dependent variable and the influence of variables such assubjective norms, perceived usefulness and perceived ease of 
use were tested. In this empirical research questionnaire was administered to collect primary data. Convenient sampling method was used 
for selecting respondents. In this research, 225 questionnaires were distributed among the online shoppers, out of which 205 were 
returned and 202were complete in all aspects and they were taken for this study. SPSS 21 version was used for processing and analyzing 
the collected data. Regression was used to determine the variables that influence the purchase intention. The result indicates that 
subjective norms, perceived ease of use arethe significant factors to determine the online shopping intention, whereas perceived 
usefulness is nota significant factor to determine the online shopping intention. 

Key words: online shopping, purchase intention, subjective norms, perceived usefulness, perceived ease of use.  

 
Introduction  

 In agricultural era, people focused on food production. It shaped culture and tradition. The industrial revolution changed 

it all and factories determined progress and economies with bigger and industries progressed more than the other sectors. It 

influenced our political systems and gave birth to a new culture of mass media like newspapers, magazines, radio and 

television. The information age changes it all with knowledge and computers and the internet becomes the most dominant 

factor for development. Once knowledge was power, but today idea is power. One great idea can disrupt a whole industry 

and companies like AirBnB, Uber, Amazon is the best example of how a simple idea and innovation can reshape our world 

(Chaudhuri, 2017). The number of mobile internet users in India is estimated to reach around 420 million by June 2017 with 

the rural India growing at a much higher rate than urban India says a report published by Internet and Mobile Association of 

India (IAMAI) & Market Research Firm IMRB (Khan, 2017). This study is expected to provide useful insights to companies 

for better understanding of customer intention particularly in Tirupattur and as a guideline to the consumers before 

performing online shopping. 

 
Literature Review  

Subjective Norms 

 Subjective norms are defined as the perceived expectations from shopper that influence a user to perform a particular 

behavior (Ajjan, 2010). Another study on subjective norms Yi Jin Lima (2016) focused on Y Gen purchase intention on 

online shopping behaviour in Malaysia and it found, that subjective norms have positive effects on their shopping intention.   

A study among Malaysian University students on intention revealed that subjective norms weresignificant factor for customer 

purchase intention (Liat, 2014). Ranadive (2015) identified that attitude and subjective norms influence consumer behaviour, 

through validating the sequential changes in users‘ beliefs and attitude and examining their effects on the intentions for 

groceries buyers online shopping intention. Subjective norms have positive effects on online shopping behaviour among 

management students in Malaysia (Abdullah Kaid Al-Swidi, 2012). It should be acknowledged that subjective norms showed 

a negative relationship among Y Gen online shoppers (Lim Yi Jin, 2015).   

Perceived Usefulness 

 Perceived usefulness is ―the degree to which a person believes that using a particular system would enhance his/her 

job performance‖(Ho, 2016). According to Yi Jin Lima, (2016) perceived usefulness is positive significance on purchase 

intention among university students in Malaysia. Shakeel Iqbal (2012) focused that urban area customers purchase intention 

through testing perceived advantages plays, it plays a very important role in customers‘ online shopping intention. Talal Al-
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maghrabi (2011) in another study, it was found that perceived usefulness is the most determinant factor for e-shopping 

continuance. Cheng Boon Liat(2014) suggested that perceived usefulness has significant influence on purchase 

intention.Shu-Hung Hsu (2012) stated that perceived benefit has indirect effect on purchase intention of Mongolian 

consumers. According to Ranadive, (2015) perceived behavioural factor has greatly influences among internet shoppers. 

Yulihasri(2011) in his exploratory research focused on customer behaviour and intention and pointed out that usefulness has 

been found to be mediating predictor towards online shopping. Haryanto(2015)also supported that usefulness is an important 

factor to influence consumer attitudes towards purchase intention of online fashion products at Zalora in Indonesia. 

Perceived Ease of Use 

 Sanchez-Franco (2008) has statedthat perceived ease of use is the degree to which a person believes that using a 

particular IS would be free of effort. (Hans van der Heijden, 2003) In the online shopping context, perceived ease of use 

directly influences the attitude towards purchase through online sites. (Cheng Boon Liat, 2014) In contrast, perceived ease 

of use is not significant factor of online shopper intention. Sien (2015) in his descriptive study found that perceived ease of 

use has no significant influence on group buying intention. (Haryanto, 2015) Perceived ease of use is positively related with 

online fashion products in Zalora. Kang (2008) has pointed out that perceived behavioural control has significantly predicted 

purchase intention.  

Purchase Intention  

 Purchase intention is the willingness of a buyer to buy a certain product or to avail himself/herself of a certain service. 

(Mpinganjira, 2014) Online buyer seller relations are characterized by high level of satisfaction and these have a significant 

positive influence on repeated purchase intention. (Smith, 2012) Performance, expectancy and facilitating conditions are 

important factors that influence repurchases intention. Ali, (2016) found that electronic word of mouth and a previous favourable 

experience have significant impact on online purchase intention. Empathy and trust are influencing factors on purchase intention 

(Mohd Fazli Mohd Sam, 2009). Scarcity messages became less effective, in the context of high searching-ease and no significant 

effect of scarcity was found in purchase intention (Anh, 2014). Men are more oriented for accepting online shopping compared to 

women, consumers aged between 36 to 45 years old are having the high positive intentions to accept online shopping (Osama El 

Ansary, 2013). Neuroticism, openness to experience and agreeableness have small, but significant influence. In addition, need 

for cognition has a direct negative effect, but cognitive involvement is a significant determinant of online shopping intention 

(Michael Bosnjak, 2007). Utilitarian value of intent, information search, hedonic value of internet information search, perceived 

benefits of internet shopping, perceived risk of internet shopping and internet purchase experience are the most influencing 

factors that affect online purchase intention(Chao-Min Chiu, National Sun Yat-Sen University). 

 
Objectives of the Study 

 The main objective of the study is to analyse and determine the factors influencing the purchase intention of the online 

shoppers. However, the following specific objectives are set for this present study: 

 To examine the variables like subjective norms, perceived usefulness and perceived ease of use in relation to purchase 

intention. 

 To test whether the dependent variable purchase intention is influenced by variables like subjective norms, perceived 

usefulness and perceived ease of use. 

 
Hypotheses  

The following are the hypotheses formulated and tested in the study: 

 H1a: Subjective norms have significant influence on purchase intention of the online shoppers. 

 H1b: Perceived usefulness has significant influence on purchase intention of the online shoppers. 

 H1c: Perceived ease of use has significant influence on purchase intention of the online shoppers.  

 
Methodology 

 In this empirical research, 

questionnaire was administered to 

collect primary data. Convenient 

sampling method was used for 

selecting respondents.The statements 

of questionnaire were adopted and 

developed from the literature. All the 

statements on Subjective Norms 

(SN), Perceived Usefulness (PU), 

Perceived Ease of Use (PEU) and Purchase Intention (PI) were measured with the help of five point Likert scale ranging 
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from strongly agree to strongly disagree. The aboveFigure 1, depicts theoretical frameworkof the study and 20 statements 

were prepared to measure both the dependent and independent variables. The first independent variable is subjective 

norms (SN). It consists of four statements they are: It improves personality (SN1), Status symbol (SN2), Social status 

influences me to buy products (SN3) and it increases self-confidence (SN4). The second independent variable is perceived 

usefulness (PU). It consists of five statements they are:Online shopping enables me to accomplish shopping tasks more 

quickly (PU1), Online Shopping helps me to make better purchase decisions (PU2), It improves the performance of my 

shopping task(PU3) , Online Shopping saves me money (PU4) and it improves the quality of my shopping task(PU5).  

 The third independent variable is the perceived ease of use (PEU). It consists of six statements. They are: Easy to 

learn to do online shopping (PEU1), It is possible for me to shop online without the help of an expert (PEU2), I have no 

problem while interacting with the internet when shopping (PEU3), I am skilful on online shopping (PEU4), Online shopping 

does not require much mental effort (PEU5) andit is easy to use the internet to find products that I want to buy (PEU6).   

The dependent variable taken for the study is purchase intention (PI). It consists of five statements they are: I intend to buy 

through internet (PI1), I would buy through internet in the future (PI2), It is a hassel free purchase (PI3), I am willing to  

purchase during offers only (PI4) and I will make better deal with need of customers (PI5). In this research, 225 

questionnaires were distributed among the online shoppers, out of which 205 were returned and 202 were complete in all 

aspects and they were taken up for this study. SPSS 21 version was used for processing and analyzing the collected data. 

 
Reliability Analysis 

 Cronbach‘s alpha was used as a measure to check the internal consistency ofthe variables. Many social science 

methodologist recommend that a minimumα coefficient should be between 0.65 and 0.8. The result of the reliability analysis 

shows that all measurements of Cronbach‘s Alpha coefficient ranges from 0.734 to 0.793 

    Table 1 Reliability Analysis 

 Table 1 shows the results of 

Cronbach‘s Alpha measure. Since all 

the study variables are well within the 

recommended range α coefficient 

they are acceptable.  
 

 

Analysis, Discussion and Findings  

Descriptive analysis 

 Descriptive analysis was performed on all variables taken up for the study, they are subjective norms, perceived 

usefulness, perceived ease of use and purchase intention. The mean scores and  standard deviations for all the variables 

are presented in the table given below.        

 
Table 2 Descriptive Analysis 

Table 2 shows the mean values of all variables which range between 

13.4307 and 20.3020. Mean value for online purchase intention is 

15.6287, subjective norms is 13.4307, perceived usefulness is 15.9901, 

and perceived ease of use is 20.3020. Mean values indicate thatthe 

respondents have agreed with the statements..Standard deviations for 

variables are presented in Table 2. The standard deviation for purchase 

intention is 4.30270, subjective norms are 4.09072, perceived usefulness is 3.86719 and perceived ease of use is 4.96885. Based on 

the above analysis it is clear that the standard deviation foreach variable falls between the rangesof 3.86719 and 4.96885 which 

reflects that the existence of considerably acceptable variables within the data set. 
 

Table 3  Result of Regression Analysis (Dependent Variable: Purchase Intention) 

 As shown in Table 3 the 

standardized coefficient Beta for 

perceived ease of use is 0.280which is 

the strongest predictor of purchase 

intention, followed by perceived R 

Square = .252      Durbin-Watson value = 1.545      F = 22.232  Sig=.000    usefulness (0.263) and subjective norms 

(0.028). The value of R- Square indicates (.252) that 25% of the variance in online purchase intention can be predicted from 

the variables of subjective norms, perceived usefulness and perceived ease of use. The significant F value of 0.000 is 

significant at α=0.05. The Durbin- Watson value 1.545 is less thandL 1.758 (table value @ 0.05 significant level) and it 

S. No Study Variables Number of Items 
Cronbach‟s 

Albha 
Remarks 

1 Subjective Norms 4 .793 Acceptable 

2 Perceived Usefulness 5 .778 Acceptable 

3 Perceived Ease of Use 6 .763 Acceptable 

4 Purchase Intention 5 .734 Acceptable 

Factors Mean Std. Deviation 

Purchase intention 15.6287 4.30270 

Subjective norms 13.4307 4.09072 

Perceived Usefulness 15.9901 3.86719 

Perceived ease of use 20.3020 4.96885 

Variables Standardized Coefficients Beta t-Ratio Sig.t 

Subjective Norms .028 .394 .000 

Perceived Usefulness .263 3.242 .694 

Perceived Ease of Use .280 3.535 .001 
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indicates that errors are positively correlated. From Table-3it is obvious that t- ratio of subjective norms t=.394, isgreater 

than P value (.000)and it is significant. Hence it is concluded that Subjective norm has a significant influence on purchase 

intention of the online shoppers. The t ration of perceived usefulness t=3.242, P=.694 is not significant, perceived ease of 

use t=3.535, P=0.001 is significant as α=0.05 will be used throughout this study. It is concluded from the above table, 

subjective norms and perceived ease of use have significantly influenced online purchase intention excepting perceived 

usefulness.  

 
Summary of Hypothesis Testing 

 

Conclusion  

 From the finding of the study (See 

Table 6.3) subjective norm has a 

significant influence on purchase intention 

among online shoppers. The result is 

supported byRanadive (2015) who 

focused that subjective norm‘s has 

significant influence on purchase intention among Gujarat online shoppers. Perceived ease of use isa significant factor that 

influences online shopper intention. This finding is in accordance with some previous studies by Hans van Der Heijden 

(2003), Haryanto (2015). They pointed out that perceived ease of use has significant influence on online purchase intention. 

However, perceived usefulness hasno significant influence on purchase intention while making online shopping. This result 

is opposed to the previous research that found perceived usefulness as important factor that could influence online purchase 

intention (Yi Jin Lima, 2016)(Shakeel Iqbal, 2012)(Talal Al-maghrabi, 2011)(Cheng Boon Liat, 2014)(Shu-Hung Hsu, 

2012)(Ranadive, 2015)(Yulihasri, 2011)(Haryanto, 2015). It could be due to cultural difference, internet usage, infrastructure 

availability of online retail industries in Tirupattur. The future researchers could use the platform of this study to target  on the 

variables of hedonic shopping value, utilitarian shopping value and effectiveness of information content on consumer 

purchase intention in the context of online shopping.  
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Abstract 

 Consumers‘ needs are changing day by day. Television has not only become a gadget for entertainment but also a gadget for 
getting information from news channels, getting knowledge from channels based on science, history, and inventions. Looking at the ease 
at which television meets above objectives of getting entertainment, information, knowledge and shopping and the upcoming technologies 
like LED, 3D technologies etc., The research attempts to study the consumer buying behaviour of television in an Chennai City. The 
purpose of this research is to investigate the various factors that have impact on buying decision of consumers. The study result will 
reveals that different factors have significant influence on buying behaviour. This study also will contribute to the knowledge of how 
companies will be able to understand buying habits of the consumers.  

 
Introduction 

 Consumer‘s behaviour concerns the study of the following questions: what, when, how, where and why people do or do 

not buy products. It attempts to understand the consumer decision making process, both individually and in groups. It 

studies characteristics of individual consumers and behavioural variables in an attempt to understand people's needs and 

wants and also tries to assess influences on the consumer from groups such as family, friends, reference groups, and 

society in general. Consumer‘s behaviour is a complex process comprising all the activities people engage in when they 

search for, select, purchase, use, evaluate and dispose products and services in order to satisfy their needs and desires. 

Studies on consumer behaviour particularly in the Indian context are limited. Colour Television sales in the year ended 

march 31 1998 are estimated at 24lakh units with a value of Rs.3000 crores. The brand wise market shares as quoted by 

ORG on a value wise basis, along with growth over the previous year are given in the accompanying Table.The year saw a 

sharp decline in selling prices especially for the top end models, narrowing the price band for the product category.  

The price decline coming in the form of innovative consumer promotions led to a sharp increase in sales of CTVs as 

compared to other white and brown goods. The average sale price for the whole industry has however increased indicating 

a shift in consumer preference to higher end models.Among the major players, BPL was the only Indian company to register 

growth and is currently the market leader. The MNC brands – Akai, Daewoo, LG, Thomson and Samsung – have registered 

growths albeit over very small bases. The best known colour television worldwide, SONY however, declined in value sales. 

Probably this is a reflection of Sonys strategy of not wanting to get involved in a price war. 

 Among the various size segments the 29 segment has growth the fastest, thanks to Akai‘s aggressive pricing and 

incentive schemes. At the same time, surprisingly the 20 segment has grown faster than the more popular 21 segment. 

Akai‘s global turnover in fact is only slightly higher than that of major Indian Brands. Its ability to sustain its current marketing 

strategy in the CTV industry will remain in question probably resulting in the company planning diversification into other 

fields.BPL‘s brand has been able to retain its leadership status through a successful restructuring exercise carried out in 

early 1997 to help synergise its operations and a very aggressive consumer promotion VandeMataram Celebrations, During 

the period September – December 1997. The company‘s strong brand equity, high profile advertising and aggressive pricing 

were the key elements of its strategy in an increasingly competitive market. 

 Videocon, the other strong Indian Brand, lost ground marginally but appeared to be on its way to recovery with an 

innovative money Back offer launched towards the end of the financial year. While the response to the scheme was mixed, it 

did bring in the initial volumes expected by the company. It has been aggressively following its multi brand strategy, tying up 

with Toshiba and Sansui during the year.Philips, mostly perceived as an audio company, faced rough weather in the CTV 

industry during 1997-98. With its management and resources restructuring exercise, it hopes to be back on its tracks in the 

current year. Onida, one of the well-known Indian Brands, fought its way back towards the latter half of the year. It took the 

route of aggressive pricing and high impact advertising.  

http://en.wikipedia.org/wiki/Product
http://en.wikipedia.org/wiki/Consumer
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Review of Literature 

 Subrahamanyam& others (1982) conducted a study on ―Marketing of consumer goods‖ in Vishakhapatnam. It was 

found that large number of respondents purchased consumer products from private retail shop followed by super bazaar & 

consumer co-operative store and housewife played a vital role in taking purchase decision.  

 Ramakrishna Rao, Rama Raju& Ram Prasad (1987) conducted a survey on ―Husband-Wife Involvement in Buying 

Decision Making‖. One of the major findings of the study is husband who are young, highly educated & belong to high 

income group are relatively less dominated than their older, less educated & low income counterparts. Singh J.D. (1981) 

conducted a survey on ―A study of Brand loyalty in India‖. The study concluded that Indian consumers have been found 

becoming more & more brand loyal. Depending upon the nature of the product, they have single or multiple brand loyalty are 

quality of the product, habit of use and regular availability of the product. Deviprasad Mukherjee (2012) conducted a study 

entitled „Impact of celebrity endorsement on Brand Image‟. This study shows that consumers report higher self-brand 

connection for brands with images that are consistent with the image of a celebrity that they aspire to be like, particularly in 

the case when the image of the celebrity and the brand match. Nancy (1999) modelled the decision to purchase illicit goods, 

using four predictor measures: product type, buying situation, perceived criminal risk, and price. Part worth conjoint analysis 

was used to obtain individual weights of main effects and selected interaction effects on the willingness to purchase. 

Individual respondents evaluated the purchase of illicit goods differently. Fareena (1999) examined the consumer 

preferences for forthcoming technological innovations. She studied the consumer response to different levels of technology 

over time. Cohen et al. (2002) described how educational media company Sesame Workshop has applied research to the 

development and evaluation of children‘s TV programming. Ravindra and Kumarapeli (2014) attempted a study to examine 

the impact of the brand loyalty generates on consumers buying behaviour especially concerning to LED television. Ashish 

Kumar and Poonam Gupta(2015) surveyed the buying behaviour and preferences of the consumers in the Home appliances 

market of Haier, which are used by people of all ages.  

Statement of Problem 

 The consumer buying process is a complex matter as many internal and external factors have an impact on the buying 

decisions of consumers. Consumers do not spend much time thinking about the purchase of low value products which are 

bought on impulse. When consumers purchase high value products or non-impulse products, they often go through a set 

process. For televisions, which classify under the high value product category, it is necessary to understand the set process 

followed by consumers, in general.  
Objectives of the Study 

1. To study the demographic profile of the sample respondents and their level of awareness towards various brands.  

2.  To analyse the factors influencing customer while selecting a television. 

3. To identify consumer preferences of television purchase and their level of satisfaction. 

4. To explain the buying motives of the consumer in Chennai city.  

5. To give recommendations to improve the customer satisfaction on various television brands.  

Research Methodology 

 Research Methodology is a way to systematically solve the Research Problem. It may understand a science of studying 
how research is done scientifically. In this study the researcher studied in various steps that are generally adopted in 
studying the research problems along with the logic behind them. It is necessary for the researcher to know not only the 
research methods/ techniques but also the methodology. 
 

Sampling Method 

 A total of 150 respondents from Chennai city 

were selected for the study. Convenience sampling 

method was chosen for collecting the response 

from the respondents. Convenience sampling is a 

non-probability sampling technique where subjects 

are selected because of their convenient 

accessibility and proximity to the researcher. 
 

Inference 

 Data interpretation shows that international 

brands like LG, Sony, Samsung are having more 

recall value. Where as in domestic segment 

Videocon is followed by Onida. LG should think of this, as even though being a market leader in the industry the recall value 

for the SONY is high compare to LG. Samsung is almost on the same ground as that of LG. 
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Data Analysis and Interpretation 

 

 
 

 

 

 

 

 

 

 

 

 

 

Inference 

 From the data, it can be observed that highest percentage of respondents 

was using Sony TV followed by LG.  

 

 

 

 

 

 

 

 

 

 

 

Inference 

 Even though the companies are more concentrating on flat screen TV, LCD TV, there are still considerable consumers 

(35%) who are still using conventional TV. This means, these consumers can be aspiring consumers for the Flat screen or 

LCD TV. But market is not that much responding to the Plasma or Ultra slim TV. Reason could be high price line or target 

consumers 

Frequency of changing TV 

Option % Respondent 

Less than 4 years 17% 

4 – 6 years 15% 

6 – 8 years 18.50% 

Above 8 years 50% 

 

 

TV brand recollected immediately 
Option % Respondent 

BPL 2% 
LG 16% 
Sony 16% 
Panasonic 6% 
Videocon 12% 
Samsung 16% 
Sharp 3% 
Onida 11% 
Philips 4% 
Sharp 3% 
Others 11% 

Brand of electronics currently using 

TV Brand % Respondent 

BPL 3.61% 

LG 15.66% 

Sony 18.07% 

Panasonic 1.81% 

Videocon 8.43% 

Samsung 12.05% 

Whirlpool 6.63% 

Godrej 9.64% 

Philips 10.24% 

Sharp 1.81% 

Onida 4.820025 

Others 7.23% 

Type of TV Using 

Option % Respondent 

Conventional TV 35% 

Flat TV 45% 

LCD TV 10% 

Plasma TV 8% 

Ultra slim TV 2.00% 
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Factors considered for buying decision 

Options % Response 

Price 14.9 

Quality 18.27 

Features Offered 15.87 

Style 6.25 

Latest Technology 13.46 

Aftersale service 13.46 

Gifts Offered 3.85 

Brand 13.94 

 

Inference 

As listed above various factors are taken in to account by the consumers. Quality, features and price are on the top of 

the mind while making buying decision. 

 

Data collection sources 

Option % Respondent 

Friends 22.05% 

Showroom Survey 22.83% 

Newspaper/ magazine 18.11% 

Internet 17.32% 

T,V, Commercials 15.75% 

Others 3.96% 

 

Inference 

 Consumers like to acquire required information from traditional methods of information processing and that is friends, 

magazines. Due to retail growth in India the showroom survey is more comfortable for consumers. Internet information 

gathering is also on the raising side. 
 

Chi-Square analysis 

Hypothesis Statement 

 Ho – TV type has no impact on sales percentage Ha – TV type has impact on sales percentage 

Degrees of Freedom  
 (m-1) 
 (5-1) 
 = 4 
Tabulated value of degrees of freedom (4) @ 
5% level of significance = 0.711 
The Calculated value > The Tabulated value. 
Therefore Ho is rejected and Ha is accepted 

Hypothesis Statement 

 Ho – Offerings / product features has impact on TV sales percentage 

 Ha – Offerings / product features has 

no impact on TV sales percentage 

 
Degrees of Freedom: 

 (m-1) 

 (8-1) 

 = 7 

Tabulated value of degrees of freedom (7) 

@ 5% level of significance = 2.167 

The Calculated value < The Tabulated 

value. 

Therefore Ho is rejected and Ha is accepted 
 

Option % Respondent % Expected Chi-Square Calculation 

 O E (O-E) (O-E)2 (O-E)2/E 

Conventional TV 0.35 0.2 0.15 0.0225 0.1125 

Flat TV 0.45 0.2 0.25 0.0625 0.3125 

LCD TV 0.1 0.2 -0.1 0.01 0.05 

Plasma TV 0.08 0.2 -0.12 0.0144 0.072 

Ultra slim TV 0.02 0.2 -0.18 0.0324 0.162 

 Total 0.712 

Option % Respondent % Expected Chi-Square Calculation 

  O E (O-E) (O-E)2 (O-E)2/E 

Price 0.149 0.125 0.024 0.000576 0.004608 

Quality 0.1827 0.125 0.0577 0.0033293 0.0266343 

Features Offered 0.1587 0.125 0.0337 0.0011357 0.0090855 

Style 0.0625 0.125 -0.0625 0.0039063 0.03125 

Latest Technology 0.1346 0.125 0.0096 9.216E-05 0.0007373 

After sale service 0.1346 0.125 0.0096 9.216E-05 0.0007373 

Gifts Offered 0.0385 0.125 -0.0865 0.0074823 0.059858 

Brand 0.1394 0.125 0.0144 0.0002074 0.0016589 

  
   

Total 0.0942414 
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Weighted Average Analysis 

Monthly Income Vs Education 

Monthly Weightage 
%  

respondent W*R Education 
Weightage 

% 
respondent W*R 

Income (W) (R) (W) (R) 

Rs 10K - Rs. 20K 1 15.00% 15 High School 1 4.50% 4.5 

Rs 20K - Rs. 30K 2 27.50% 55 Intermediate 2 21.50% 43 

Rs 30K - Rs. 40K 3 22.50% 67.5 Graduate 3 34.00% 102 

Rs 40K - Rs. 50K 4 20.00% 80 
Post 
Graduate 

4 7.50% 30 

Rs. 50K and above 5 15.00% 75 Others 0 32.50% 0 

  Total 100 292.5   Total 100 179.5 

  C.W. 2.925     C.W. 1.795 

Weighted averaging technique was employed for the monthly income with the following categorization. 

This indicates that the monthly income of the customer is more influencing than the educational background of the customer. 
 

Conclusions 

 The following are the major conclusions arrived from the present study. 

 Company should strive for improve quality of the product. 

 To company should give more importance to quality up gradation and customer orientation. 

 The company should give more importance for advertisement through Television media. 

 To introduce low priced Colour television with basic features to target lower level customers. 

 After sales service network should be increased. 
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Abstract 
 Agriculture is called the backbone occupation of India. Agricultural sector plays a strategic role in the process of economic 
development of a country. It has already made a significant contribution to the economic prosperity of advanced countries and its role in 
the economic development of less developed countries is of vital importance. The role of agriculture for the development of an economy 
may be stated as below contribution to national income source of food supply, pre-requisite for raw material, provision of surplus, shift of 
manpower, creation of infrastructure, relief from shortage of capital, helpful to reduce inequality, based on democratic notions, create 
effective demand. During the period 1950 and 1951, the contribution of agriculture to GDP was 51.9%. During the period 2012 and 2013, 
the figure stood at 13.7%. What is the reason behind the downfall? It is found that many farmers are not able to generate sufficient income 
from their produces for curbing the growing debt. 

 
Problems Faced by the Agriculture Sector 

Fragmented land holding 

 Nearly 80% of the 140 million farming families hold less than 2 acres of land. Large land holdings enable the farmer to 

implement modern agricultural techniques and boost productivity. Small land holdings restrict the farmer to use traditional 

methods of farming and limit productivity. As land holdings are small, more people invariably work on the farms in the rural 

areas and coupled with the obsolete technology, farm incomes come down. Irrigation problems. Most of the farming in India 

is monsoon dependent – if monsoons are good, the entire economy (and not just the agricultural sector) is upbeat and when 

the monsoon fails, everyone everywhere takes a hit to some extent. The problem here is of proper management of water or 

the lack of it. 

Supply Channel Bottlenecks and Lack of Market Understanding 

 Supply channel bottlenecks and lack of a proper marketing channel are serious problems for a farmer who is already 

burdened with a host of troubles. These are issues which need to be tackled at the regional, state and national levels. Lack 

of a proper marketing channel forces the farmers to distress sale, makes them victims in the hands of greedy middlemen 

and ultimately restricts their income.  

Role of Government in Agricultural Development 

 The agricultural department of India is given the responsibility of visiting different villages to alert the farmers about 

government's new agricultural plans and facilities. They facilities are Five Year Plans -Every five years the government of 

India works out plans for national economic development, which are called as Five Year Plans. One of the principal 

objectives of these plans is improvement in the agricultural sector. Procurement and Support Prices-Another policy measure 

of significant importance is the announcement of procurement and support prices to ensure fair returns to the farmers so 

that even in years of surplus, the prices do not tumble down and farmers do not suffer losses This is necessary to ensure 

that farmers are not ‗penalized‘ for producing more.In fact, the policy of the Commission for Agricultural Costs and Prices 

has been adopted to announce fairly high prices in a bid to provide incentive to the farmers to expand production.  Input 

Subsidies to Agriculture-The objective of input subsidization is to increase agricultural production and productivity by 

encouraging the use of modern inputs in agriculture. Under the government policy, various inputs to the farmers are supplied 

at prices which are below the level that would have prevailed in the open market. Food Security System-In a bid to provide 

food grains and other essential goods to consumers at cheap and subsidized rates, the Government of India has built up an 

elaborate food security system in the form of Public Distribution System (PDS) during the planning period. PDS not only 

ensures availability of food grains at cheap prices to the consumers but also operates as a ‗safety net‘ by maintaining large r 

stocks of food grains in order to combat any shortages and shortfalls that might occur in some years and/or in certain areas 

of the country. Targeted Public Distribution System (TPDS)-The Government has streamlined the PDS by issuing special 

cards to people below poverty line (BPL) and selling essential articles under PDS to them at specially subsidized prices with 

better monitoring of the delivery system. Under the new system the states are required to formulate and implement foolproof 

arrangements for identification of the poor, for delivery of food grains to fair-price shops and for its distribution in a 
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transparent and accountable manner at the FPS level. Under TPDS each poor family is entitled to 10 kg of food grains per 

month at specially subsidized prices. With effect from April 2002, the BPL allocation of food grains was increased from 20 kg 

(in April 2000) to 35 kg per family per month. According to Economic Survey 2007-08, 73% of the poor and very poor 

families were benefited from TPDS. 

 Rural Employment Programmes:-PDS alone cannot serve as an effective safety net. This is due to the reason that 

unless the poor have adequate purchasing power they cannot buy their requirements from the PDS. Therefore, large-scale 

poverty alleviation programmes in the form of rural employment programmes are required to provide purchasing power to 

the poor. Land reforms-To overcome the problems related to land holdings the government under took the land reforms. 

Some measures included under land reforms are Elimination of Zamindari system Land tenure system, Consolidation of 

holdings ,Ceiling of holdings ,Cooperative farming. The government of India eradicated Zamindari System and excess land 

under zamindars was taken over. This land was redistributed among the farmers, which made nearly two crores of Indian 

farmers become land owners. Land Tenure System-To improve the conditions of tenants the government passed an act to 

provide land ownership rights to farmers. Under this program tiller is the owner of the land. But small size lands became 

another problem of Indian agriculture. To avoid this condition encouraged consolidation of holdings, ceiling of 

holdings, cooperative farming.. Irrigation Methods - To reduce our farmer‘s dependency on monsoons the government 

constructed irrigation facilities such as tube well, tanks, irrigation canals and multipurpose river valley projects. Government 

has also provided for loan facilities to improve irrigation methods the newest methods of irrigation are,  

 Sprinkler irrigation- In Sprinkler irrigation water is sprayed over the crops.  

 Drip irrigation- In Drip irrigation water is supplied drop by drop through pipes to the roots of the plant. 

 Scientific Farming- Scientic method includes use of chemical fertilizers, high quality seeds and machinery. The 

government also has organized training programs for farmers in utilization of machineries. Animal Care -The government 

has set up several veterinary hospitals for treatment of cattle diseases Agricultural marketing-The regulated market is to 

protect farmers from exploitation by traders and money lenders. At present there are 7000 regulated markets in India. 

Functions of the Regulated markets are: Correct use of weights, fixing market prices, Issuing trade licenses 
 

Growth strategies  

 Growth strategies implemented by the Government. In order to maintain the momentum of the agricultural 

development, the Indian government has laid out a few plans. The plans are set to meet the target of 4% growth that has 

been declared in the 12th Five Year Plan. Several ongoing schemes have been restructured. The popular ones are 

 NFSM (National Food Security Mission) 

 NMOOP (National Mission of Oil Seed and Oil Palm) 

 MIDH (Mission for Integrated Development of Horticulture Mission) 

 NMAET (National Mission on Agriculture Extension & Technology) 
 

Conclusion 

 The Ministry of Agriculture and Farmers Welfare (formerly Ministry of Agriculture), a branch of the Government of India, 

is the apex body for formulation and administration of the rules and regulations and laws related to agriculture in India. The 3 

broad areas of scope for the Ministry are agriculture, food processing and co-operation. Agriculture is the principal source of 

livelihood for more than half population of India. Agriculture provides the bulk of wage goods required by non-agriculture 

sectors and most of the raw materials for the industries sector. India is a largely agrarian economy - with 52.1% of the 

population estimated to directly or indirectly employed in agriculture and allied sectors in 2009-10.The combined efforts of 

Central Government, State Governments and the farming community have succeeded in achieving record production of 

244.78 million tonnes of food grains during 2010-11. This record emphasis the importance of agriculture and the intervention 

of government in agriculture. 
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Abstract  

 Employee engagement is a broad term used by Human Resources of an organization to actualize employee‘s performance and their 
commitment to the vision of the organization. An engaged employee is aware of organization context, and works with colleagues to 
improve performance within the job for the benefit of the organization. It is a positive attitude held by the employees towards the 
organization and its values. The organization must work to develop and foster engagement, which requires a two-way relationship 
between employer and employee.‘ Thus Employee engagement is a barometer that determines the association of a person with the 
organization. Engagement is most closely associated with the existing construction of job involvement. Here in this context the researcher 
making a study on employee engagement in Leather Footwear Industries with special reference to Ambur Town, Tamilnadu.  
Keywords: Employee Engagement, Leather Footwear Industries, Ambur Town. 
 
Introduction 

Indian Leather Footwear Industry: Indian footwear industry holds a vital place in the Indian economy for its prospective for 

employment, particularly for weaker sections, and for subsidiary economy over its foreign exchange earnings. India annually 

creates ~2.1 billion pair of which, ~90% are consumed internally while remaining are exported primarily to European nations.  

Ambur leather footwear industry: Ambur Town is located in Vellore district in Northern Tamil Nadu, where the leather 

industry is a major economic activity. Ambur Town reports 30 % of leather trades and about 50 % of leather manufacture in 

the country. Hundreds of leather and tannery abilities are situated around Ambur and its nearby towns like Ranipet, and 

Vaniyambadi. It is the top most exporters of finished leather goods in the Vellore District. The exports from Vellore District 

are valued at about US$2.8 billion, which accounts for 42 % of Indian leather exports.  

 
Review of Literature 

 Engagement at work was conceptualized by Kahn, (1990) as the ‗harnessing of organizational members‘ selves to their 

work roles. In engagement, people employ and express themselves physically, cognitively, and emotionally during role 

performances. Most frequently Employee engagement is the combination of unique attributes contained by the employees in 

shape of developing emotional relations with the cerebral commitment to the organization. It is the amounts of optional 

endeavor demonstrated by employees in a particular profession (Frank et al 2004). (Saks, 2006) states that it is a approach 

for employees to pay back through their level of engagement to their organization. Britt, Adler, and Bartone (2001) found that 

engagement in meaningful work can lead to perceived benefits from the work. Other research using a different measure of 

engagement (i.e. involvement and enthusiasm) has linked it to such variables as employee turnover, customer satisfaction–

loyalty, safety, and to some degree, productivity and profitability criteria (Harter, Schmidt, & Hayes 2002). 

 HR practitioners believe that the engagement challenge has a lot to do with how employee feels about the about work 

experience and how he or she is treated in the organization. It has a lot to do with emotions which are fundamentally related 

to drive bottom line success in a company. There will always be people who never give their best efforts no matter how hard 

HR and line managers try to engage them. ―But for the most part employees want to commit to companies because doing so 

satisfies a powerful and a basic need in connect with and contribute to something significant‖. 

 
Objectives of the Study 

 To assess the commitment of the employees in an organization. 

 To assess the goodwill of the company has been set with the expectation of the employees.  

 To determine whether the employees are updating themselves with the developments of the organization in their field. 

 To evaluate employees perception that the organization enables the employee to perform well 

 
Limitations of the Study 

 There may be ambiguity in responses and hence there could be bias in findings. 

 The presence of element of bias may also be due to non-response. 
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 The results obtained are based on the views shared by the employees. 

 For some question the employees were not enough receptive for the researcher to end up with accurate results needed 

by the company. 

 Some respondents are guided to answer the questionnaire as they found certain difficulties in answering on their own. 

 
Research Methodology 

 The present research paper is an empirical one. The survey for the present research is conducted through primary data 

with the help of a questionnaire surveyed to employees of Leather Footwear Industries at Ambur Town. The sample taken 

for the study consisted of 100. 

 Study period: The researcher has did research on this topic for the period of 4 months. 

 Study Location: Ambur 

 Sampling Method: Convenience sampling method has been used for the study  

 Sample Size: Out of the total population, the sample taken among respondents from the sector is 100.  

 Data Collection: The researcher has used both primary and secondary data for the research. 

 Scaling: The researcher has used liker‘s five point scale for the questionnaire.  

 Tools Used: 1) Karl Pearson‘s Correlation test and 2) Chi-Square Test were used in testing the hypotheses. 

 
Karl Pearson‟s Correlation Test 

Table 1: Comparative Analysis of the Employees‟ Agreement Level That the Management Guidance Helps Them to 

Reach Their Goal and Their Experience in This Organization 

Result 

There exists high degree of relationship between the employees‘ agreement level that 

the management guidance helps them to reach their goal and their experience in this 

organization. 

 

 

                                               Table .2: The opinion of the employees about their  

                            Superiors‟ regular interaction with them 

 

 
Inference: The above table shows that 94% of the employees are having 

the opinion that their top level management interact regularly with them 

about the job roles and responsibilities and only 6% of the employees deny 

the same. It is inferred that maximum no. of employees agree that their 

superiors interact regularly with them about the job roles and 

responsibilities. The above analysis is shown in the following figure. 

 
Figure 

 Chi-Square Test is Conducted to Extent the 

Relationship between ―The Experience and Level 

of Satisfaction‖ 

Hypothesis: 

 H0: There is no significant relationship 

between experience and level of satisfaction 

Degree of freedom= -4                                                                                          

Calculated value= -2.35 

Table value= -9.48 

 
Interfrence 

Since the calculated value is less than the table value. So the null 

hypothesis is accepted. Hence there is no significant relationship 

X Y XY X2 Y2 

24 14 374 626 226 

47 46 2071 2115 2024 

12 36 456 168 1225 

12 4 32 122 10 

5 2 10 25 3 
100 100 2943 3056 3488 

Opinion No. of Response Percentage 

Yes 94 94 

No 6 6 

Can‘t say 0 0 

Total 100 100 

O E O-E (O-E)2 (O-E)2/E 

8 11.50 -2.5 6.25 0.5434 

12 9.00 2 4.00 0.4444 

5 4.50 0.5 0.25 0.0555 
12 9.66 2.34 5.4736 0.5668 

6 7.56 -1.56 2.4336 0.3219 

3 3.78 -0.78 0.6084 0.1609 

2 1.54 0.16 0.0256 0.0139 

1 1.44 -0.44 0.1936 0.1344 

1 0.72 0.44 0.0784 0.1088 

 Total   2.35 
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between experience and level of satisfaction. 

Figure: 2 Chi-Square Test -Relationship between ―The Experience and Level of Satisfaction of the employees. 

 
Findings 

  From the analysis the suggestion and opinion of the 

employees at Leather Footwear Industries are as follows. 

From the employer response it is seen that there is a very 

good awareness cultivates among the employees about the 

sense of belongingness and make them do work with full of 

commitment  

 It is found that majority of the employees agree that their 

 skills and abilities are fully utilized in the organization 

 It is found that the management guidance help 

employees to reach their objectives. 

 Superiors interact with employee about the job roles and responsibilities. 

 Only half of the employees career goals are satisfied and role in decision making as well and below 50% of the 

employees only saying their ideas are accepted in the organization  

 Employees agree that the employee engagement helps to develop the effectiveness of the concern 

  Maximum number of employees accepts that their individual performance influences the overall development of the 

organization. 

 Maximum numbers of employees accept that they are helping their coworkers in doing their work effectively and 

efficiently. 

 It is interpolated that majority of the employees saying that they have the opportunities at work to learn and grow and 

they get the information that they need to do to perform their job effectively. 

 
Suggestions 

 Leather Footwear Industries has well mandatory programs for all human resource development and to promote the 

human resource to its highly productive level, but they need to still focus on the employee engagement programs 

 The company has to ensure that the employees are fully utilized their skills and abilities towards accomplishing the 

objectives. 

 Management guidance is to be provided the areas like total quality product cleanness and the plant cleanness and 

through that superior interaction has to ensure to its great extend.   

 It is advisable that encourage the employees ideas, allow them to participate in decision making and open the door of 

the organization‘s ladder to move up  

 Employee engagement program should be adopted in the organization 

 It is prudent that appreciate individual performance of the employees. 

 Give the awareness to the employees about to help their colleagues and sense of belongingness by the management. 

  Try to make the employees more productive and attentive towards the scheduled work process and work process. 

 
Conclusion 

 From the above study it is being shown that leather Footwear Industries is providing all the welfare measures, training 

program and development program which is encouraging the employee engagement and commitment but still company has 

to focus on employee engagement programs to make engaged employees who are main assets of the organization. They 

are normally peculiar about their company and their place in it. They perform at systematically high levels. They want to use 

their skills and strengths at work every day.  Engagement is important for managers to domesticate the motivated 

employees. In Leather Industries it is being obtained that the management guidance and the superior subordinate relation 

foster the robustness of the employee engagement. 
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Abstract 

 The study evaluates the profitability level of selected steel companies to know their financial strength and weakness, it will lead to 
increase financial tactic to compete with international steel producers. The present study is both descriptive and analytical nature. The 
present study purely based on the secondary data only. The related data, some important key ratios were collected from the published 
annual reports of sample companies for the period of 2004-2013. Collected data analysed by using of SPSS package with applications of 
ratio analysis and statistical tools such as Mean, Standard Deviation (SD), Coefficient of Variation (CV). Finally it concludes that the 
profitability of selected steel companies very fair, except few belongs to mid cap companies, they need effort to stabilize their financial 
position to meet domestic and global competition. The companies belong to same industry differ in maintaining of profitability in various 
aspects. 
Key words: Profitability, Profit Margin, Return on investment, Return on assets, Return on Networth. 

 
Introduction  

 The Indian Iron and Steel industry contributes significantly to the overall growth and development of the economy. As 

per the estimation of the ministry of steel, the industry today directly contributes to 2% of India‘s GDP and its weightage in 

the official index of Industrial Production (IPP) is 6.2%. The industry has been able to shape out a niche for itself globally. 

From a country with a production of one million tonnes at the time of independence, it has now become the world‘s 4 th 

largest producer of crude steel preceded behind China, Japan and the US The prime  objective of a business undertaking is 

to earn profit and it is considered essential for the survival of the business. A business needs profit not only for its existence 

but also for expansion and diversification. Profit to the management is the test of efficiency and a measurement of control. It 

is to the owners a measure of worth of their investment, to the creditors the margin of safety, to the employees a source of 

fringe benefits, to the government a measure of taxpaying capacity and the basis of legislative action, to the customers a 

hint to demand better quality and price units, to an enterprise a less cumbersome sources of finance for growth and 

existence and finally to the country an index of economic progress. A business enterprise can discharge its obligations to the 

various segments of the society only through earnings of profits. Therefore, profit is the engine that drives the business 

enterprise to achieve its objectives, and is the reward for entrepreneurship. In this stage the analysis of profitability of TATA, 

SAIL, JSW, VISA, which are large Cap and Mid Cap companies of BHUSHAN, JSPL& KALYANI was analyzed by using 

multiple variables acquires more significance. 

Statement of the Problem 

 In the present scenario, companies are facing so many problems to generate profit, due to high competition in domestic 

and international level. The production companies are struggling to maintain to reduce costs, increase production, and 

constant profitability. Here, profitability is the primary goal of all business. Without profitability, the business will not  survive 

for a long period. Therefore, measuring current and past profitability and predicting future profitability is very important to 

identify the success of the business during the period. Conversely, the highly profitable company has the ability to reward its 

shareholders with a high return on their investment. Profitable and continuous growth only suggests itself when all 

operations and financial control things deep inside the business are running well. 

Objective of the Study  

1. To evaluate profitability performance of select steel companies in India 
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Review of Literature 

  Ahmed Arif Karim Almazari (2009)found evidence that growth had a positive impact on profitability providing support 

indicates a positive relationship, and also suggested that growth and profitability are positively related, one would be expect 

the empirical evidence to clearly demonstrate a positive association between the two. Rajagopalan (2009) concluded that 

profitability analysis by taking into account, the combined effect of sales related and assets related ratios is in the inception 

stage. Ramachandran Azhagaiah and RajuDeepa (2011) studied about the profit earned by firms was a major contribution 

to the profitability and its impact of various predictors variable such as liquidity, capital intensity, growth, volatility on 

profitability, when income earned was controlled. It was found that the firms, with varying income level, were influenced by 

different determinants in deciding their profitability. Karthik and Titto (2011) have found that profitability more or less 

depends upon the better utilisation of resource, cut-off expenses and quality of management, it is worthwhile to cut down the 

cost of production in order to increase profitability, not only against the investment, but also from investor‘s return point  of 

view. Krishnamoothi and Ramesh (2012) have found that the companies belong to steel industry are maintaining different 

level of profitability, the profitability strength level determine on the basis of difference in gross profit, net profit, operating 

profit, return on investment and dividend payout ratio. They conclude that there is no correlation of net profit and operating 

profit among the selected companies, and there is no significant difference in return on Investment of selected companies in 

India. 

Research Methodology 

Research Design and Data collection: The present study is both descriptive and analytical nature. The present study 

purely based on the secondary data only. The related data, some important key ratios Operating Profit Margin, Gross Profit 

Margin, Net Profit Margin, Return on Capital Employed, Return on Net Worth, Return on Assets were collected from the 

published annual reports of selected steel companies in India for the period of 2004-2013 .  

Sampling; In order to analyse the dividend performance of steel companies, the details of 72companies were collected. 

From this, The selected steel companies have been classified as large cap companies such as Tata Steel Limited, Steel 

Authority of India Limited (SAIL), JSW Steel Limited, Visa Steel Limited, with market capitalisation of Rs. 10,000 crore or 

more. And the mid cap companies Bhushan Steel Limited, Jindal Steel and Power Limited (JSPL), Kalyani Steels Limited 

which are The companies‘ stocks with market capitalisation between Rs. 2,000crore to Rs.10,000 crore  

Framework for Analysis  

 The frame work of analysis contains data analysis by using of SPSS package with applications of ratio analysis and 

statistical tools such as Mean, Standard Deviation (SD), Coefficient of Variation (CV), 

Analysis and Interpretation 

Operating Profit Margin: Table 1 shows the average operating profit margin of large Cap companies stood for TATA 36.96, 

for SAIL 21.97, for JSW 25.58, and VISA 8.08 percents, By comparing the coefficient of variation more variation in the 

Operating Profit Margin is observed in VISA and consistency was observed in TATA Company. The average operating profit 

margin of Mid Cap companies stood for BHUSHAN 21.96, for JINDAL 8.33 and KALYANI 17.35 percent with By comparing 

the coefficient of variation more variation in the Operating Profit Margin is observed in KALYANI and consistency was 

observed in JINDAL company. 

Gross Profit Margin: Table 2 shows the average gross profit margin of large Cap companies stood for TATA 34.38, for 

SAIL 19.98, for JSW 19.30 and VISA 34.38. By comparing the coefficient of variation more variation in the Gross Profit 

Margin is observed in VISA and consistency was observed in TATA company. The average gross profit margin of Mid Cap 

companies stood for BHUSHAN 17.92, for JINDAL 29.88 and KALYANI 8.83 percent. By comparing the coefficient of 

variation more variation in the Gross Profit Margin is observed in KALYANI and consistency was observed in JINDAL 

Company. 

Net Profit Margin: Table 3 shows the average Net profit margin of large Cap companies stood for TATA 20.56, for SAIL 

13.63, for JSW 10.61 and VISA -0.62, By comparing the coefficient of variation more variation in the Net Profit Margin is 

observed in VISA and consistency was observed in TATA company. The average Net profit margin of Mid Cap companies 

stood for BHUSHAN 9.17, for JINDAL 19.50 and KALYANI 5.77 percent with By comparing the coefficient of variation more 

variation in the Net Profit Margin is observed in KALYANI and consistency was observed in JINDAL company 

Return of Shareholders Equity/Net Worth 

 The table 4 shows that the average Return On Net Worth of large Cap companies stood for TATA 24.64, for SAIL 

28.62, for JSW 18.54 and VISA -2.51 percents, By comparing the coefficient of variation more variation in the Return On Net 

Worth is observed in SAIL and consistency was observed in VISA company. The average Return On Net Worth of Mid Cap 

companies stood for BHUSHAN 18.87, for JINDAL 27.34 and KALYANI 13.50 percents with By comparing the coefficient of 

variation more variation in the Return On Net Worth is observed in KALYANI and consistency was observed in BUSHAN 

company. 
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Return on Assets 
 The table 5 shows the average Return on Assets (%) of large Cap companies stood for TATA 329.44, for SAIL 59.67, 

for JSW 449.53 and VISA 26.30 percents. By comparing the coefficient of variation more variation in the Return on Assets is 

observed in JSW and consistency was observed in VISA company. The average Return on Assets (%) of Mid Cap 

companies stood for BHUSHAN 363.25, for JINDAL 312.10 and KALYANI 82.72 percents. By comparing the coefficient of 

variation more variation in the Return on Assets is observed in JINDAL and consistency was observed in KALYANI 

Company 

 
Result and Discussion  

 Keeping in view of the above findings related to evaluation of Profitability and Dividend progress, the following 

measures are suggested to make improvement of a weak area in financial activities of large cap and mid cap companies.  

It has been observed that VISA and KALYANI indicates lower levels of operating profit ratio due to increase in operating 

expenses. Hence, both companies are suggested to give attention to reduce operating expense by effective utilisation of 

resources and efficient maintenance of equipment, it leads to increase gross profit margin and net profit margin of firm.The 

return on net worth of major Large cap companies are good due to efficient uses of equity fund, but VISA shows the 

negative ratio, it shows that the company‘s inefficient and ineffective uses or misuse of shareholder's funds and it indicates 

unfavourable business conditions, so it can take new strategies to effective uses of equity fund in their operation by reducing 

external debt investment. The generating of income from assets is a very good position in the majority of large and mid cap 

companies, but VISA and KALYANI fail to increase its return on assets due to inefficient and ineffective uses of assets, so 

these companies should take necessary step to increase income by effective utilization of assets 

Table No. 1 Operating Profit Margin 

Year 
Large Cap Companies Mid Cap Companies 

TATA SAIL JSW VISA BHUSHAN JSPL KALYANI 

2004 32.47 20.71 31.69 2.18 16.76 37.42 9.97 

2005 41.1 36.53 34.83 5.99 15.15 40.65 12.01 

2006 38.88 23.24 27.79 9.8 14.18 40.26 21.14 

2007 39.61 28.09 32.79 8.86 16.4 40.01 16.34 

2008 41.94 28.19 29.46 15.45 19.98 42.76 13.46 

2009 37.68 20.41 20.42 8.84 21.93 34.35 4.09 

2010 35.7 22.69 23.52 17.25 25.84 34.78 9.39 

2011 39.06 16.37 20.08 15.41 29.24 37.41 8.2 

2012 33.99 13.15 17.42 5.84 30.21 30.46 5.13 

2013 29.12 10.34 17.8 -8.81 29.86 26.33 9.47 

Mean 36.96 21.97 25.58 8.08 21.96 36.44 10.92 

SD 4.08 7.74 6.52 7.64 6.39 5.08 5.1 

CV 11.03 35.21 25.5 94.58 29.1 13.93 46.73 

Source: Annual Reports of Sample Companies 
Table No.2 Gross Profit Margin 

Year 
 

Large Cap Companies Mid Cap Companies 

TATA SAIL JSW VISA BHUSHAN JSPL KALYANI 

2004 31.65 17.89 20.06 3.7 13.1 34.15 7.39 

2005 40.17 36.09 28.26 6.02 12.98 38.12 11.09 

2006 38.81 24.12 22.41 8.16 12.43 31.72 20.53 

2007 39.84 29.94 28.55 9.96 15.12 30.46 15.53 

2008 37.7 25.1 23.43 12.75 14.92 34.35 11.52 

2009 33.69 17.48 14.51 5.89 17.22 28.71 0.89 

2010 31.36 19.4 17.33 13.2 22.12 27.8 6.45 

2011 35.16 12.88 14.11 11.7 25.23 30.23 5.81 

2012 30.6 9.74 12.09 2.1 23.98 23.96 2.5 

2013 24.83 7.2 12.23 -18.98 22.13 19.32 6.55 

Mean 34.38 19.98 19.3 5.45 17.92 29.88 8.83 

SD 4.91 9.02 6.23 9.38 4.95 5.4 5.96 

CV 14.29 45.12 32.26 172.1 27.62 18.06 67.49 

Source: Annual Reports of Sample Companies 
Table No.3 Net Profit Margin 

Year 
Large Cap Companies Mid Cap Companies 

TATA SAIL JSW VISA BHUSHAN JSPL KALYANI 

2004 16 11.39 16.05 2.16 5.76 21.2 2.57 

2005 23.72 23.19 13 2.57 5.71 22.68 5.6 

2006 22.78 13.79 14.14 3.22 5.5 22.11 17.83 

2007 23.53 17.38 14.98 3.71 8.14 19.75 9.77 

2008 23.43 18.16 14.92 6.17 10.09 22.79 8.01 

2009 21.09 13.4 3.23 -6.32 8.42 19.5 0.32 

2010 19.96 15.73 11.09 4.02 14.96 19.59 4.06 
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2011 22.94 11.03 8.64 3.86 14.42 21.24 4.39 

2012 19.23 7.44 5.04 -8.5 10.26 15.61 2.18 

2013 12.94 4.76 5.04 -17.09 8.44 10.53 2.92 

Mean 20.56 13.63 10.61 -0.62 9.17 19.5 5.77 

SD 3.63 5.37 4.78 7.49 3.37 3.79 5.08 

CV 17.68 39.38 45.09 -120.12 36.77 19.44 88.12 

Source: Annual Reports of Sample Companies 

Table No 4 Return on Net Worth 

Year 
Large Cap Companies Mid Cap Companies 

TATA SAIL JSW VISA BHUSHAN JSPL KALYANI 

2004 38.67 49.87 35.26 6.52 15.34 35.68 5.2 

2005 49.21 66.14 27.63 7.8 20.99 39.09 17.54 

2006 35.94 31.85 19.84 4.21 17.29 31.07 30.45 

2007 29.95 35.82 23.1 6.48 25.79 28.19 19.8 

2008 21.52 32.76 22.99 12.72 26.07 32.95 15.46 

2009 21.1 22.06 5.59 -24.29 20.77 28.38 0.64 

2010 13.45 20.27 21.14 15.18 21.37 21.94 15.63 

2011 14.68 13.23 12.07 14.54 17.18 23.75 17.01 

2012 12.72 8.89 8.77 -50.69 13.89 19.46 6.51 

2013 9.17 5.29 9.02 -17.52 10.05 12.89 6.73 

Mean 24.64 28.62 18.54 -2.51 18.87 27.34 13.5 

SD 13.27 18.92 9.47 21.53 5.1 7.94 8.77 

CV 53.85 66.11 51.07 -859.33 27.04 29.05 65.01 

Source: Annual Reports of Sample Companies 

Table No.5 Return on Assets 

Year 
Large Cap Companies Mid Cap Companies 

TATA SAIL JSW VISA BHUSHAN JSPL KALYANI 

2004 118.55 11.28 6.28 13.26 145.45 277.3 54.63 

2005 123.68 24.24 195.3 11.21 180.52 427.82 58.32 

2006 171.68 29.99 240.36 25.86 215.56 598.84 78.89 

2007 236.82 41.6 310.92 27.83 285.96 809.78 104 

2008 296.65 55.69 394.99 30.83 382.68 243.78 117.4 

2009 330.24 67.75 410.07 25 477.51 349.96 118.15 

2010 418.94 80.66 504 28.39 931.21 72.41 63.43 

2011 487.55 89.75 735.8 32.12 274.43 93.01 73.63 

2012 541.81 96.38 816.54 21.31 344.25 116.01 77.52 

2013 568.46 99.32 881.08 47.23 394.96 132.09 81.23 

Mean 329.44 59.67 449.53 26.3 363.25 312.1 82.72 

SD 168.85 31.89 285.67 10.13 224.57 241.96 23.08 

CV 51.25 53.44 63.55 38.51 61.82 77.53 27.9 

Source: Annual Reports of Sample Companies 

 
Conclusion 

 In the present scenario, companies have to meet global competition and grow with profitable. It is the main role of 

financial manager and management to evaluate the company‘s financial position with appropriate manner, that assist to 

various financial decision making, such as Investment decision, Finance decision, Dividend decision and Working capital 

decision. The evaluation plays an important role in judging the financial soundness of selected steel companies in India.  

The steel industries play vital role in the development of the country‘s economy. The consumption of steel products is 

increasing in the industries of automobile, infrastructure, white goods, machinery and tools. This is the role of management 

to maintain good financial position by effective utilization and control of available asset or funds, which leads to increase 

profitability of the firm. In the present study concludes that the profitability of selected steel companies very fair, except few 

belongs to mid cap companies, they need effort to stabilize their financial position to meet domestic and global competition. 
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Abstract 

 Footwear has undergone vast changes passing through a journey of inventions. As the world population increases; so, the living 
standards of people rise thus increasing the demand for footwear. Therefore, the footwear industry will be directly benefitted in terms of an 
exponentially expanding market. It is easy to come across various brand names when it comes to footwear in India especially in Vellore. 
This study helps the small retail stores to identify the brand preference of vellore customers, their demographic profile and the attributes of 
the product they prefer. The objective of the study, is to find the the demographic profile of customers and the brand preference of 
customers of customers in retail shops at vellore city. Convenience Sampling technique is used to collect data and the , Sample size is 50. 
Percentage analysis is used to analyze the demographic profile of the customers. Chi -Square analysis is used to test the association 
between demographic factors and footwear attributes preferred by the customers. Thus, from the study it can be concluded that the 
brands like Puma, Liberty, Nike and Reebok are the customer preferences. . There would also be several reasons for consumer‘s 
perceptions and attitudes towards these brands. Though this era is filled with online marketing and e- marketing to purchase the goods, 
traditional retailers have their own place due to good customer relationship. 
Key Words: Footwear, Living standards, demographic, traditional, retailers 

 
Introduction  

 The footwear industry in India is expanding at a far-fetched rate. The Indian footwear industry is estimated to be of 

around 10.15 lakh crores as for now and is believed to reach 12.34 lakh crores in 2015. It is increasing at a rate of about 15 

percent per annum. In vellore city there are nearly 425 footwear retail shops , and among them 5 are high class show-room, 

dealing only with global brands, 6 shops deal with Indian Brands. Nearly 150 of the shops with TIN Number( government 

authorised ) and the remaining are un-authorised retail shops. Common public is increasingly accepting stylish and branded 

footwear in their day to day lives. It has become as important as clothing and apparel for them. Indians wear various kinds of 

footwear like shoes, slippers, sandals, boots, flip flops, moccasins, and many others. 

 
Need for the study 

 It is easy to come across various brand names when it comes to footwear in India especially in Vellore. Bata, an Indian 

brand, is the most popular of all the brands in the country. Liberty, Khadims, Metro Shoes, Relaxo, and Paragon, Inblu are 

other sought after Indian brands. Woodland, Nike, Reebok, Adidas, FILA, and Puma are the most spotted international 

brands dealt by the retail shops in vellore. The indigeneous brands dealt are- Buddies, Cubix, Fuzion, Hi-Fly, Sonic, 

Century, Dheeraj, Welldone, Maxford, G&D, Indus etc. This study helps the small retail stores to identify the brand 

preference of vellore customers, their demographic profile and the attributes of the product they prefer. 

Objectives of the Study 

1. To study the demographic profile of customers of retail footwear stores in Vellore city. 

2. To find out the brand preference of customers in retail shops at vellore city. 

3. To analyse the association between demographic profile of the respondents and attributes of footwear preferred by the 

customers 

Hypothesis 

Ho1: There is no significant association between demographic profile of the respondents and attributes of footwear preferred 

 by the customers 
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Ho2: There is no significant association between on Choice of brands preferred by customers while increase in price and 

 type of footwear preferred in retail stores  

Research Methodology 

 Convenience Sampling technique is used to collect data. Sample size is 50. The study has been conducted during the 

period of June 2017- July 2017.Each individual is considered to be the sampling unit. The respondents of the study are the 

customers to the retail stores situated in Vellore city. 

Tools applied 

 Percentage analysis is used to analyze the demographic profile of the customers. Chi -Square analysis is used to test 

the association between demographic factors and footwear attributes preferred by the customers and to find out the 

association between preference of brands while increase in price of footwear and type of footwear preferred in retail stores. 

Henry Garett Ranking is applied to find out the most popular brands in Vellore city. 

Results and Discussion 

Table No 1 Demographic Profile of Respondents 

 

 

 The above table reveals that 58% of respondents 

were male and 42% are female. The highest number of 

customers are i.e, 34% are in the age group of 5-15 

years followed by 32% belonging to 25-50 years of age 

group. 42% of the respondents are employed in 

companies and institutions , 38% are in business and 

20% are students/Unemployed. 38% of them earn a 

monthly income of Rs.15,000 to Rs.50,000 per 

month.30% of the respondents earn less than 

Rs.15,000 per month. 

 

 

 

 

Table No 2 Brand Preference in Retail Stores at Vellore 
  

 The following are the brands available in Vellore retail footwear shops 

and from the above table it can be inferred that the Vellore customers prefer 

Puma brand, followed by Liberty, Nike, Reebok, Action ,VKC and Paragon. 

 
 
 
 
 
 
 
 

 
Table No 3 Association Between Demographic Profile of Respondents and Product Attributes 

 Gender  Age  Occupation  Income  

         

Comfort 0.560  0.004 *** 0.912  0.005 *** 

Health 0.688  0.003 *** 0.030 *** 0.000 *** 

Design 0.022 *** 0.037 *** 0.000 *** 0.048 *** 

Brand 0.012 *** 0.026 *** 0.000 *** 0.002 *** 

Quality 0.276  0.001 *** 0.001 *** 0.000 *** 

Price 0.008 *** 0.001 *** 0.054 *** 0.021 *** 

Packaging 0.291  0.017 *** 0.910  0.000 *** 

Durability 0.021 *** 0.001 *** 0.068  0.004 *** 

Variety 0.041 *** 0.035 *** 0.000 *** 0.007 *** 

Discount 0.015 *** 0.000 *** 0.015 *** 0.004 *** 

*** SIGNIGIFICANT 

  Frequency Percentage 

 
Gender 

Male 29 58 

Female 21 42 

Total 50 100 

 
 

Age 

5-15 years 17 34 

15-25 years 9 18 

25- 50 years 16 32 

Above 50 years 8 16 

Total 50 100 

 
Occupation 

Business 19 38 

Employed 21 42 

Unemployed/ Students 10 20 

Total 50 100 

 
Monthly Income 

Nil 9 18 

Less than Rs.15,000 15 30 

Rs.15,000-50,000 19 38 

Above Rs. 50,000 7 14 

Total 50 100 

Brand Total Score Mean Score Rank 

Paragon 2126 42.52 8 

VKC 2178 43.56 6 

Action 2499 49.98 5 

Liberty 3031 60.62 2 

Nike 2796 55.92 3 

Adidas 2164 43.28 7 

Reebok 2761 55.22 4 

Puma 3065 61.3 1 



Vol.5   Special Issue 2  August 2017  ISSN: 2321-4643 
 

Shanlax International Journal of Management  297 

 There is a significant association between Gender and product attributes such as Design, Brand, Price, Durability, 

Variety and Discount but there is no significant association between gender and Comfort, Health, Quality and Packaging 

features. There is a significant association between age and all the product attributes such as Comfort, Health, Design, 

Brand, Quality, Price, Packaging, Durability, Variety and Discount. There is a significant association between Occupation 

and  all the product attributes such as Health, Design, Brand, Quality, Durability, Variety and Discount but there is no 

significant association between Occupation and Comfort, Price and Packaging features. There is a significant association 

between monthly income and  all the product attributes such as Comfort, Health, Design, Brand, Quality, Price, Packaging, 

Durability, Variety and Discount. 

 
Table No 4 - Association between Brand Choice and Type of Footwear 

  
 There is no significant association between on 

Choice of brands preferred by customers while 

increase in price and type of footwear preferred in 

retail stores Therefore, it can be concluded that 

whatever may be the price customer prefer the same 

brand. 

 
 

Conclusion 

 Thus, from the study it can be concluded that the brands like Puma, Liberty, Nike and Reebok are the customer 

preferences. There would also be several reasons for consumer‘s perceptions and attitudes towards these brands. It was 

found out that there is an association between demographic profile of respondents age and income and the product 

attributes like Comfort, Health, Design, Brand, Quality, Price, Packaging, Durability, Variety and Discount. It can also be 

noted that the highest number of customers are in the age group of 5- 15 years i.e., school goers. Though this era is filled 

with online marketing and e- marketing to purchase the goods, traditional retailers have their own place due to good 

customer relationship and customers too like to like to touch and feel products, they want to have, and have face to face 

interation with the shop keepers before they make a purchase decision. . 

  

Brand Choice 
when price is increased 

Type of Footwear 
Total 

Formal Sports Casual 

Same Brand 10 7 9 26 

Other Brand 7 5 12 24 

Total 17 12 21 50 

Pearson Chi Square 1.213 

Degrees of Freedom 2 

Assymp Value 0.545 
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Abstract 

 In a global economy today, FDI is becoming more important than trade as a mode of international economic 
transaction. There are two categories of investment: direct investment and: portfolio investment. Direct investment implies 
that investment is followed by control-it implies an ownership share of at least 10 or 25 percent; otherwise, it is considered 
as portfolio investment. Portfolio investment has its own importance in a firm‘s financial management and strategy. It is also 
an influencing factor affecting exchange rate. India is one of the most important countries in the world to attract FDI. The FDI 
inflow to India was not new one, because it was prevailed way back during the colonial period. Since introduction of New 
Economic Policy 1991, FDI inflow got greater scope. This is because of open market conditions. Service sector, 
construction, telecommunication and tertiary sector are attracting more FDI then agricultural and small scale industries. 
Because we need more fund the primary sector but they are deprived from the investment. 
Keywords: Global Economy, Direct Investment, Portfolio Investment, Financial Management, New Economic Policy 
 
Introduction 

 Foreign Direct Investment (FDI) is considered to be the life blood and an important vehicle for economic development 

for the developing nations. The important effect of FDI is its contribution to the growth of the economy. Both home country 

and host country get benefit from it. The home countries take the advantage of vast international market for its abundance 

resource and host country specially developing nations accepted FDI as a sole visible panacea for all their scarcities. They 

try to acquire the financial, capital, entrepreneurial, technological know- how, skills and practices, access to markets- 

abroad- in their economic development. It has also an important impact on country‗s trade balance, increasing labour 

standards and skills, transfer of technology and innovative ideas and the general business climate. In present day FDI 

provides opportunity for technological transfer and up gradation, access to global managerial skills and practices, optimal 

utilization of human capabilities and natural resources, making industry internationally competitive, opening up export 

markets, access to international quality goods and services and augmenting employment opportunities.   

 
Meaning of FDI  

 FDI is defined as ―cross-border investment by a resident entity in one economy with the objective of obtaining a lasting 

interest in an enterprise resident in another economy‖. In other words FDI refers to ‗capital inflows from abroad that is 

invested in or to enhance the production capacity of the economy‘. It is also is an investment made by a foreign company or 

entity into a company or entity based in another country. Entities making direct investments typically have a significant 

degree of influence and control over the company into which the investment is made. Open economies with skilled 

workforces and good growth prospects tend to attract larger amounts of foreign direct investment than closed and highly 

regulated economies.  

 
History of FDI in India  

 FDI in India can be traced back with the establishment of East India Company of Britain. British capital came to India 

during the colonial era of Britain in India. After Second World War, Japanese companies entered Indian market and 

enhanced their trade with India, yet U.K. remained the most dominant investor in India. Further, after Independence issues 

relating to foreign capital, operations of MNCs, gained attention of the policy makers. With time and as per economic and 

political regimes there have been changes in the FDI policy too. In the critical face of Indian economy the government of 

India with the help of World Bank and IMF introduced the macro-economic stabilization and structural adjustment program. 

As a result of these reforms India open its door to FDI inflows and adopted a more liberal foreign policy in order to restore 
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the confidence of foreign investors. Further, under the new foreign investment policy Government of India constituted FIPB 

(Foreign Investment Promotion Board) whose main function was to invite and facilitate foreign investment.  

FDI from the Various Countries in the World 

 Table 3 presents the FDI equity inflows from top ten countries to India from April, 2000 to July, 2014. Our country 

received maximum FDI from Mauritius (35.88%), followed by Singapore (11.88%), U.K (9.46%), Japan (7.49%) and 

Netherlands (5.57%) by securing rank first, second, third, fourth and fifth respectively. The main reason for higher levels of 

investment from Mauritius was that the fact India entered into a double taxations avoidance agreement (DDTA) with 

Mauritius were protected from taxations in India.(figure 3) 

 
Table - 3: Top Ten Country-wise FDI Equity Inflows to India from 

Source: RBI bulletin 

Review of Literature 

 The various studies are carried out by large 

number of researchers. They try to correlate the 

economic development with FDI inflows.  

 Nanad J., Delios A. (1996), “Competing 

globally: How Japanese MNCs have matched 

goals and strategies in India and China” stated 

that Japanese MNCs have established strong 

investment positions in the US, Europe and Asia. 

China has been a major recipient of Japanese 

foreign direct investment (FDI), while investment in 

India has grown much more slowly. 

 Sharma K. (2000), “EXPORT GROWTH IN 

INDIA: HAS FDI PLAYED A ROLE?” Export 

supply is positively related to the domestic relative 

price of exports and higher domestic demand reduces export supply. Foreign investment appears to have statistically no 

significant impact on export performance although the coefficient of FDI has a positive sign 

 

 
 

Figure - 3: Inflow of FDI from Top 10 Countries in the World 

  

 Blomstorm M., Koko A. (2003), “Human Capital and Inward FDI” the study was conducted to examine the nature of 

skills provided by FDI, and ways in which training institutions, business schools, for example, can complement in-service 

training by firms in FDI host countries. 

 Bhaumik S. K. (2003), “Survey of FDI in India”, this research project explores the relation between institutions in 

emerging markets and the entry strategies chosen by foreign direct investors. The merits of alternative strategies from 

investors‟ perspective as well as the impact on the host economy are investigated. For this purpose, FDI strategies are 

investigated and compared in four important emerging markets India, Egypt, South Africa and Vietnam. 

0
50000

100000
150000
200000
250000
300000
350000
400000
450000

A
m

o
u

n
t o

f 
FD

I I
n

fl
o

w

Countries

S.No 
Name of the  

Country 
Amount of FDI  

Inflows (Rs. in crore) 
%age with total 
FDI Inflows (+) 

1 Mauritius  390691.18 35.88 

2 Singapore  135784.52 11.88 

3 United Kingdom  105795.83 9.46 

4 Japan  85639.02 7.49 

5 Netherlands  65256.29 5.57 

6 U.S.A  57835.90 5.38 

7 Cyprus  37349.33 3.38 

8 Germany  33486.48 2.99 

9 France  19398.74 1.75 

10 Switzerland  13801.42 1.23 
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 Srivastava S. (2004), “Competing for Global FDI: Opportunities and Challenges for the Indian Economy” 

investigated that impact on FDI inflows to India as a result of increasing competition from another major emerging market 

economy, i.e., China, in the wake of its accession to the WTO. 

 Syed Zia A. R., (2009), “The Impact of Foreign Direct Investment on Employment Opportunities: Panel Data 

Analysis: Empirical Evidence from Pakistan, India and China”It was found that there is a long term relationship between 

FDI and employment opportunities. 

 Saini A., Law S. H., Ahmad A. H. (2010), “FDI and economic growth: New evidence on the role of financial 

markets”, it was proved that the positive impact of FDI on growth ―kicks in‖ only after financial market development exceeds 

a threshold level. Until then, the benefit of FDI is non-existent. 

 Sarkar S., Lai Y. C. (2010), “Foreign Direct Investment, Spillovers and Output Dispersion - The Case of India”, 

data suggest that foreign investment affects the firms‟ output positively and significantly and domestic firms are less 

productive in sectors with more foreign investment compared to those firms in sectors with relatively small foreign direct 

investment is present. 

 Singh S., Singh M. (2011), “Trends and prospects of FDI in India” This study investigates the trend of FDI inflow to 

India, during 1970–2007 using time series data. This paper aims to study the reasons behind the fluctuations of the FDI 

inflow in India and to search the cause that is responsible for the fluctuations of the trends of FDI. 

 Singh Y., Bhatnagar A. (2011), “FDI in India and China; A comparative analysis” The study found that both enjoys 

healthy rates of economic growth but FDI inflow in china is higher than India. 

 Agarwal G., Khan M. A. (2011), “Impact of FDI on GDP: A Comparative Study of China and India”, the study 

found that 1% increase in FDI would result in 0.07% increase in GDP of China and 0.02% increase in GDP of India. We also 

found the China‟s growth is more affected by FDI, than India‟s growth. There are two school of thought argued FDI is 

needed for growth of Indian economy and another traditional school of thought assumed that FDI plays a negative role in 

economic development of the country. 

 
Objectives of the Study  

The main objectives of the present study is follows 

 To know the historical growth of FDI inflow into India. 

 To distinguish the flow of FDI pre and post reform period. 

 To identify the flow of FDI from across the countries and states. 

  To analyse the sector wise flow of FDI. 

 To point out the findings and policy suggestions. 

 
Data Collection 

 The study is based on secondary data. The required data has been collected from various sources i.e. OECD Reports, 

Various Bulletins of Reserve Bank of India, Publications from Ministry of Commerce, Govt. of India and the available on 

internet. It is a time series data and relevant data have been collected for the period of 1991 – 2014.  

 
FDI and Indian Economy 

Table 1: Gross Inflow of FDI to India from 1948 to 2014 

Source: Kumar 1995, various issues of SIA Publication 

 Developed economies consider FDI as an engine 

of market access in developing and less developed 

countries vis-à-vis for their own technological progress 

and in maintaining their own economic growth and 

development. Developing nations looks at FDI as a 

source of filling the savings, foreign exchange reserves, 

revenue, trade deficit, management and technological 

gaps. FDI is considered as an instrument of international 

economic integration as it brings a package of assets 

including capital, technology, managerial skills and 

capacity and access to foreign markets. The impact of FDI depends on the country‘s domestic policy and foreign policy. As a 

result FDI has a wide range of impact on the country‘s economic policy. In order to study the impact of foreign direct 

investment on economic growth, two models were framed and fitted. The foreign direct investment model shows the factors 

influencing the foreign direct investment in India. The economic growth model depicts the contribution of foreign d irect 

investment to economic growth. 

Sl. No. 
Year (End of 
the March) 

Inflow of FDI 
(Rs. in Crores) 

Cumulative 
increase 

1 1948 256 256 

2 1964 565.5 821.5 

3 1974 916 1737.5 

4 1980 933.2 2670.7 

5 1990 2705 5375.7 

6 2000 18486 23861.7 

7 2010 123378 147239.7 

8 2014 147518 294757.7 
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 The FDI inflows in India during mid 1948 were Rs, 256 crores. It was almost double in March 1964 and increases 

further to Rs. 916 crores. India received a cumulative FDI inflow of Rs. 5,375.7 crores during mid 1948 to march 1990 as 

compared to Rs.2,94,757.7 crores during August 1991 to march 2014 (Table-1.). It is observed from the (figure –1) that 

there has been a steady flow of FDI in India after its independence. But there is a sharp rise in FDI inflows from 1998 

onwards. U.K. the prominent investor during the pre and post independent era stands nowhere today as it holds a share of 

6.1 percent of the total FDI inflows to India. 

 
Figure – 1: Gross Inflow of FDI to India from 1948 to 2014 

 
 
Table - 2: Inflow of FDI: Post Reform Period 1991 to 2014 

 Source: Various issues of SIA Publication 

Flow of FDI after Reform Period 

 India‘s economic reforms way back in 1991 has generated 

strong interest in foreign investors and turning India into one of the 

favorite destinations for global FDI flows. The table 2 and Chart 2, 

explain about inflows of FDI for the period of 1991-92 to 2014-15.  

 Note: (i) including amount remitted through RBI‘s-NRI 

Schemes (2000-2002).  

 (ii) FEDAI (Foreign Exchange Dealers Association of India) 

conversion rate from rupees to US dollar applied, on the basis of 

monthly average rate provided by RBI (DEPR), Mumbai.  

 # Figures for the years 2009-10, 2010-11, 2011-12 & 2012-13 

(from April, 2012 to September, 2012) are provisional subject to 

reconciliation with RBI.  

 ^ Inflows for the month of March, 2012 are as reported by 

RBI, consequent to the adjustment made in the figures of March, 

‗11, August, ‘11 and October, ‗11. 
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Sl. No. Years 
FDI inflows in India  

(Rs. in Crores ) 

1 1991-92 409 

2 1992-93 1094 

3 1993-94 2018 

4 1994-95 4312 

5 1995-96 6916 

6 1996-97 9654 

7 1997-98 13548 

8 1998-99 12343 

9 1999-00 10311 

10 2000-01 10,733 

11 2001-02 18,654 

12 2002-03 12,871 

13 2003-04 10,064 

14 2004-05 14,653 

15 2005-06 24,584 

16 2006-07 56,390 

17 2007-08 98,642 

18 2008-09 ‗*‘ 142,829 

19 2009-10 # 123,120 

20 2010-11 # 97,320 

21 2011-12 # ^ 165,146 

22 2012-13 # 121,907 

23 2013-14 147,518 

24 2014-15 (Apr - Jul, 2014) 64,193 
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Figure – 2: FDI inflow in India (Rs. in Crores) 

 

 
Source: Various issues of SIA Publications. 
 The results show that there is large fluctuation in the pattern of FDI inflows. There was slow growth of inflow of FDI to 
India during 1991-92 to 2000-01. From the year 2001-2002 onwards, there is a positive increase in the value of FDI inflows 
due to various reasons such as heavy demand of Indian consumers, liberalized government policy, communications facilities 
but after this period the value of FDI is decreased. The value of FDI is increased from the period of 2004 to 2008 but after 
this value of FDI is decreased during 2009 to 2011 due to decline in the money value of rupees. In the year 2012 shows the 
increasing trends but in 2012-13 once again it declined. But during 2013-14 it has reached historic figure (Rs. 1,45,518 
Crores).  
State-Wise inflow of FDI  

 The following table 4 shows that inflow of FDI to different states in the country. Among the state-wise, Maharashtra, 

Dadra & Nagar Haveli, Daman & Diu received as high as Rs.3,28,166 crores from 2000 to 2014. Among these, Maharashtra 

receives highest because it is one of the commercial metropolitan city of India. The second highest share in inflow of FDI is 

Delhi and some part of Haryana, counting Rs. 2,19,274 crores (19 %) between 2000 to 2014. The third highest attracter of 

FDI is Tamil Nadu, Pondicherry accounting Rs. 71,017 (6%) Karnataka is also a best destination for inflow of FDI. It has 

received about Rs. 63,294 crores (6%) for the same years. 

Table - 4: State-wise Inflow of FDI from April, 2000 to July, 2014 (Rs. in Crores) 

S. No. State-wise Inflows of FDI 
Cumulative 
(April ‟2000  
July,2014) 

%age to total 
Inflows 

1 Maharashtra, Dadra & Nagar Haveli, Daman & Diu  328,166 30 

2 Delhi, Part of up and Haryana  216,274 19 

3 Tamil Nadu, Pondicherry  71,017 6 

4 Karnataka  63,294 6 

5 Gujarat  45,627 4 

6 Andhra Pradesh  45,160 4 

7 West Bengal, Sikkim, Andaman & Nicobar islands  13,584 1 

8 Chandigarh, Punjab, Haryana, Himachal Pradesh  6,227 0.6 

9 Rajasthan  6,623 0.5 

10. Madhya Pradesh, Chattisgarh  6,095 0.5 

11 Kerala, Lakshadweep  4,893 0.4 

12 Goa  3,710 0.4 

13 Uttar pradesh, Uttranchal  1,965 0.2 

14 Orissa  1,926 0.2 

15 Assam, Arunachal Pradesh, Manipur, Meghalaya,  Mizoram, Nagaland, Tripura  352 0 

16 Bihar, Jharkhand  247 0 

17 Jammu & Kashmir  26 0 

18 Regions not Indicated# 292,906 26.06 

19 TOTAL 1,108,091 100 

Source: RBI Bulletin  
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Sector-Wise Inflow of FDI 

The different sectors in India received FDI for their development. This can be observed as follows.  

Table - 5: Sector-wise FDI Equity Inflow from April, 2000 to July, 2014 

Source: RBI Bulletins 

 Note: * Services sector includes 
Financial, Banking, Insurance, Non-
Financial / Business, Outsourcing, 
R&D, Courier, Tech. Testing and 
Analysis  
 FDI inflows data re-classified, as 
per segregation of data from April 2000 
onwards.  
‗+‘ Percentage of inflows worked out in 
terms of US$ & the above amount of 
inflows received through FIPB/SIA 
route RBI‘s automatic route & 

acquisition of existing shares only.  
 FDI Sectoral data has been revalidated / reconciled in line with the RBI, which reflects minor changes in the FDI figures 
(increase/decrease) as compared to the earlier published sectoral data.  
 Figure - 5: Major Sector-wise inflow of FDI (Rs. in Crores) 

 The table 5 shows the trend of FDI equity inflows in different 
sector from the period of April 2000- July 2014 in India. The 
results revealed that maximum contribution (17.73 %) of FDI 
inflows in service sector. After this investors‘ prefer to invest in 
construction industry (10.40 %), telecommunication (7.23%), 
computer software and hardware (5.76%) and drugs & 
pharmaceuticals (5.47%) because these sectors are more 
profitable as compared to others. Services sector includes 
financial, banking, insurance, non-financial, outsourcing, R&D, 
courier, tech. testing and analysis. At the same time sectors like 
service sector, computer hardware and software, 
telecommunication etc. This can be seen in the following chart 5. 

 Sectors which are deprived from the FDI are those where large market potential is present but these are ignored by the 
policy makers & poor infrastructure as well as due to high concentration on priority sectors also contributed to the cause. 
State- wise FDI inflows show that Maharashtra, New Delhi, Karnataka, Gujarat and Tamil Nadu received major investment 
from investors because of the infrastructural facilities and favourable business environment provided by these states. It is 
observed that major investment in the above sectors came from Mauritius and investments in these sectors in India are 
primarily concentrated in Mumbai and New Delhi. It is also observed that the realisation of approved FDI into actual 
disbursement is quite low. 
Conclusion: A large number of changes were introduced in the country after LPG era after 1991. India brought about a 
structural breakthrough in the volume of the FDI inflows into the economy maintained a fluctuating and unsteady trend 
during reform period. It might be interest to note that more than 50 per cent of the total FDI inflows received in India come 
from Mauritius, Singapore and the USA. The main reason for higher levels of investment from Mauritius was that the fact 
that India entered into a double taxation avoidance agreement (DTAA) with Mauritius were protected from taxation in India. 
Among the different sectors, the service sector had received the larger proportion followed by computer software and 
hardware sector and then telecommunication sector.  
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Sl. No Sectors 
FDI 

Inflow (Rs. In Crores) 
Percentages of 
Total FDI Inflow 

1 Service 191752.15 17.73 

2 Construction 111127.49 10.40 

3 Telecommunication 80608.47 7.23 

4 Computer Software & Hardware 61707.07 5.76 

5 Drugs &Pharmaceuticals 61340.03 5.47 

6 Automobile Industry 49678.09 4.41 

7 Chemicals (Other than Fertilizers) 47538.99 4.40 

8 Power 44667.08 4.05 

9 Metallurgical Industry 39225.17 3.60 

10 Hotel & Tourism 38030.37 3.25 
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Abstracts 
 Self-help groups (SHGS) have appeared as popular method of working in the company of people in recent years.  
This movement comes from the people‘s desires to meet this need and determine their own destinies through the principle. ―by the 
people, for the people and of the people‖. Thousands of the poor and the marginalized population in India are building their lives, their 
families and their society through self-help groups. SHG have been playing considerable role in training of swarozgaris, infrastructure 
development, marketing and technology support, communication level of members, self-confidence, and change in family violence, 
frequency of interaction with outsiders, change in the saving pattern of SHG members achieving social harmony, justice and sustainable 
quality, accountability, equity within SHGs, defaults and recoveries and sustainability, financial value. The aim of this paper is to examine 
the relationship between Self-help group and socio economic development of rural community in general and also suggest suitable 
measures for the effective improvement and functioning of SHGS in improving the socio economic conditions of the people.  This paper 
states that present status of SHG in India, impact and shortcomings of Self-help group in India, suggestions to improveSelf-help group in 
India. 
Keywords: Self Help Group, Socio Economic development, Empowerment. 

 
 Introductions 

 Self Help Groups are voluntary gatherings of persons who share needs or problems that are not being addressed by 

existing organisations, institutions, or other types of groups. The broad goals of a self-help group are to bring about personal 

and social-economic change for its members and society. All of those groups emphasis face to face interaction among 

members and stress a set of values or ideology that enhances a member‘s personal sense of identity.  According to the 

country‘s eleventh national development plan currently there are around 300 million poor people in India and more 

importantly a large population of poor people lives in rural areas. SHG‘s and bank linkage programmers is emerging as a 

cost effective mechanism for providing financial services to the unreached poor which has been successful not only in 

meeting financial needs of the rural poor women but also strengthen collective self-help capacities of the poor, leading to 

their empowerment. 

Definition 

 A self help group is defined as a ―Self governed, peer controlled information group of people with similar socio-

economic background and having a desire to collectively perform common purpose‖. 

Meaning of socio economic 

Socio-economic impact assessment focuses on evaluating the impacts development has on community social and economic 

well-being. This analysis relies on both quantitative and qualitative measures of impacts. Development impacts are generally 

evaluated in terms of changes in community demographics, housing, employment and income, market effects, public 

services, and aesthetic qualities of the community. Qualitative assessment of community perceptions about development is 

an equally important measure of development impacts. Assessing proposed developments in a socio-economic context will 

help community leaders and residents identify potential social equity issues, evaluate the adequacy of social services and 

determine whether the project may adversely affect overall social well-being. 

Demographics     Housing  

Employment and income    Public services  

Retail business analysis    Quality of life  

Aesthetics  

Socio-economic development 

 Socio-economic development is a process that seeks to identify both the social and the economic needs within a 

community, and seek to create strategies that will address those needs in ways that are practical and in the best interests of 

the community over the long run. The general idea is to find ways to improve the standard of living within the area while also 
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making sure the local economy is healthy and capable of sustaining the population present in the area. Socio-economic 

development occurs in neighborhoods in metropolitan areas, sections of smaller cities and towns, and even in rural settings. 

Origin of SHGS: The origin of Self-Help Group can be traced in from Grameen bank of Bangladesh which was founded by 

Mohamed Yunus. SHG‘s were started and formed in 1975. In India, NABARAD initiated in 1986-87 in Tamilnadu, 

Chinnapillai an illiterate women live in Parparanpatti, Madurai District, initiated the feed bank of SHGs in the starts. She was 

honored by the former Prime Ministers of India. Honorable Atal Bihari Vajpayee for forming a group and nurtured saving 

habits, among the illiterate women in the village. 

Concept of self-help group 

 To save small amount of money regularly. 

 To mutually agree to contribute a common fund. 

 To meet the emergency needs. 

 To have collective decision making 

 To solve conflicts through collective leadership mutual discussion. 

Characteristics of SHGs 

 They usually create a common fund by contributing their small savings on a regular basis. 

 The groups evolve a flexible system of operations often with the help of the non-governmental organization and 

manage their common pooled resource in a democratic manner. 

 Groups consider loans requests in periodical meetings, with competing claims on limited resources being settled by 

consensus regarding greater needs. 

 Loaning is mainly on the basis of mutual need and trust with minimum documentation and without any tangible security. 

 The amount loaned is small, frequent and for short duration and periodical meetings, besides collecting money, 

emerging rural, social and economic issues are discussed. 

Objectives of the Study 

 To Study the relationship between the SHGs and socio-economic development of rural community in general. 

 To study the SHG approach for the empowerment of women by providing access to economic resources. 

 To suggest suitable measures for the effective improvement of functioning of SHGs in improving the socio-economic 

 conditions of the rural people. 

Self-Help Group is So Important in India 

 To Alleviate poverty 

 To increase employment opportunity. 

 To accelerate economic growth. 

 To raise status in society is the prime reason for respondents joining the SHG. 

 To promote income generating activities. 

Present Status of SHG in India 

i. Even after more over 62 years of planning, various poverty alleviation programmers, official estimates shows that 
around 26.1% of total population still lives below the poverty line in India the financial requirement is one of the basic 
needs of the poor rural people of the society for their socio-economic upliftment. 

ii. According to new data, 29.8% or 360 million Indians were poor in 2009-10 as compared to 37.2% or 400 million in 
2004-05. 

iii. However, the decline is based on a poverty line calculated at 22.43% person per day in rural areas, and Rs 28.65 
per person per day in urban areas which is lower than the earlier Rs32 a day mark. 

iv. Nearly 50% of agricultural labourers and 40% of other labourers are the poverty line in rural areas, whereas in urban 
areas, the poverty ratio for casual labourers is 47.1%. 

v. Monthly per capita incomes of Rs859.60 in urban regions have been determined as the novel poverty line. 
vi. As per 2001 census 48.2% of populations are women, while the 2011 census provisional the female population has 

risen by 18.12% to reach 586.5 million. 
vii. Micro finance to SHGs may be considered as a vital tool for meeting the women constitute around 50% of the total 

human resources in our economy. 
Review of Literature 

 VinayaGamoorthy (2007) noted that the self help group members saving habit are increased through SHG. Selvaraj 

(2007) pointed out that the SHG women has a major role to play in decision making and the middle age group women are 

highly empowered in comparison with other age group members. GeethaManmohan et al., (2008) views that micro finance 

is such a tool, which directl hits the poverty by helping poor or enabling them not only to survive but also to improve their 

standard of living. Chittaranjan Mishra noted that by joining a cooperative society women acquire collective bargaining 

power and at the same time, they get an institution of their own which is managed by them. 
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Impact of Self Help Group in India 
Social Impact and Empowerment of SHG members 
1. Communication level of member: Micro finance movement is having a good impact on members, in their ability to 

express their feelings and has made people more confident to express themselves. 

2. Saving and financial decision making: one of the primary benefits of participation in SHG is the opportunity to save 

regularly, access formal savings institutions and participate in the management of these savings. 

3. Self confidence among sample members: The group formation brought out the hidden talent and leadership qualities 

among the members. Therefore, it can be concluded that after joining the SHG the members have improved their 

status in family, become helpful in family finance and sometimes helped other too. 

4. Decision-making within the household: The social impact of the SHG program increased involvement in decision-

making, awareness about the various programs and organization, increased to access the health and marriage events 

to be change in the attitude of male members of the families now they are convinced about the concept of SHG. 

5. Participation in local Government: Because of SHG women know about their local political institutions such as the gram 

panchayats and have better knowledge of where to report certain types of grievances. As part of the political 

empowerment process Through the SHGs generates positive impact on the rural economy through empowering 

women and enhancing the rural income of those participant households, the issue of group size has been of long 

standing concern. 

Economic Impact and Empowerment of SHG members 

 Change in the saving pattern of SHG members: SHG members who are now saving their money in bank and post 
offices and SHG, while there has been a decrease of 85% and 10% members who were earlier having cash and 
provided loans to relative and also SHG is having a good impact on members in their ability to save their hard earned 
money. 

 Credit mobilization: mobilizing bank credit is a major challenge of the program, due to which the governments at centre 
and states could not increase the allocations over the years. 

 Change in Family Violence: Involvement with SHG has reduced this violence in 25% cases especially due to reduction 
in economic difficulties. In the most of cases the members revealed that their husbands should also be involved in 
SHGs. 

 Status of Access to Amenities: Since SHG programme has economic as well as social implications. It can be seen that 
there has been an increase of 40% in SHG members in terms of their status of access amenities factors like medical, 
sanitation, education, market, watersupply and transport. 

Conclusion 

 Today, in India the role of self help groups in the rural development has attracted attention from all over the realm of 

social science. Hence the study is placed to evaluate the SHGs important role in increasing rural development. The SHGs 

empower women and train them to take active part of socio-economic progress of the nation. Jawaharlal Nehru said ―To 

awaken the people, it is women who must be awakened; once she is on the move, the family moves, the villages moves and 

nation moves‖. Now the women are awakened by the self help groups. Both the savings as well as the loans taken reflect 

increased confidence and financial, management capacity of the SHG members, most of which are women. Lending through 

the SHGs has helped to create over 200 new micro enterprises and strengthened more than 150 existing enterprises. Self 

help groups have been playing considerable role in training of swarozgaris, infrastructure development, marketing and 

technology support communication level of members, self confidence among members change in family violence and 

frequency of interaction with outsiders and sustainable quality and accountability, sustainability of financial value. 
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Abstract 
 The term vocabulary has a wide range of meanings – depending upon whom you ask to define it. Teachers may define vocabulary 
as (1) sight-word vocabulary (immediate recognition of the printed word), (2) meaning vocabulary (what students understand when 
reading printed words), or (3) listening vocabulary (understanding words heard in spoken language). Content teachers in a particular 
subject area may refer to vocabulary as (4) academic vocabulary (words that students need to know and understand in order to 
comprehend concepts being taught in school). Vocabulary development, however, includes all of the above and is critical for developing 
literacy skills. When we stop and think about the vast role vocabulary plays in a child‘s overall literacy development, it certainly takes the 
number one spot. It makes sense that if a child is struggling with reading, there is almost certainly a connection to his or her lack of 
vocabulary. After analyzing several scientific studies in 2000, the National Reading Panel (NRP) concluded that a reader‘s vocabulary 
strongly correlates to his or her understanding of the text. The NRP also found that ―when students receive instruction concerning key 
words before reading text, they have greater comprehension than students not receiving such instruction.‖ This led the NRP to emphasize 
vocabulary instruction as an essential element in all literacy programs. Learning (personal and academic), occurs at home, in school, and 
in the community. In order for students to develop their literacy skills, they need a rich vocabulary acquired through direct instruction, 
exposure to words, and social interaction. Teachers must give direct instruction through structured lessons in order for students learn new 
or ―unknown‖ vocabulary. Usually, unknown words are academic or subject related. For younger students, new or unknown words may be 
words they have heard before but are learning to apply them in different contexts. Parents can be instrumental in helping extend the 
teacher‘s vocabulary lessons at home when reading, writing, or doing homework with their children. 

 
At school, teachers must... 
(1) Provide a variety of rich language experiences by: 

 Reading aloud. 

 Encouraging dialogue between teacher and students during vocabulary instruction. 

 Encouraging independent and shared reading and writing activities. 

 Creating a print-rich environment using word walls to focus students‘ attention on new vocabulary. 

(2) Teach individual words through direct instruction by: 

 Guiding students in correctly pronouncing the word(s) and saying the word together two or three times. 

 Providing material containing new or unknown words in particular contexts as well as teaching other meanings or uses 

of the words. 

 Engaging students in activities that allow sufficient time to practice using new words. 

 Providing multiple exposures to new words with review and practice activities. 

 Talking about the new words while citing other words that are similar in meaning (synonyms). 

(3) Teach word-learning stragies by: 

 Helping students analyze parts of the words (prefixes, suffixes, and base words). 

 Having students create vocabulary word cards containing useful information about the word such as its definition, 

synonyms, examples and non-examples (what the word is NOT), illustrations, images, part of speech, and sentences. 

(4) Develop an interest in words by: 

 Creating a word-rich environment with a variety of interesting books and magazines (fiction and nonfiction) appropriate 

for the ages and interests of the students. 

 Promoting word play using games and puzzles. 

 Encouraging word consciousness through writing exercises and conversation. 

 Involving students in discovering word relationships (antonyms and synonyms), learning about the use of words in 

figurative language (idioms, metaphors, and similes), and exploring word history and origins, etc. 

Parents can extend classroom vocabulary lessons at home by reading and writing with their children and incorporating new 

vocabulary in conversations. Have them explain in their own words what the ―new‖ words mean. Help them associate new 

words with other words that have similar meanings. 
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Parents have many opportunities to help foster their child‘s vocabulary development and instill in them a love of words using 

games like: Scrabble®, Boggle®, Charades, Scattergories®, etc. Many educational word games are now available for free 

online or as an app for all types of devices.  

 Vocabulary Skills A dictionary is the best way to get the meaning of new words, but a careful reader can sometimes 

figure out definitions without turning to one, by using context clues and word parts. Context Clues Context clues are parts of 

sentences that can help a reader understand strange words. There are several types of context clues, including: • Definition 

Clues: authors will sometimes directly define a newly introduced word. Definitions sometimes follow the word, either in 

parentheses or commas, or after a dash. Ex: The doctor was afraid it might have been a lymphoma, a type of cancer, but it 

wasn‘t. • Example Clues: an author may give examples to help clarify the meaning of a word. Ex: Following writing style 

guides, such as APA or MLA, can be frustrating. • Contrast Clues: a contrasting word with the opposite meaning of a strange 

word can help the reader to understand the meaning of it. Ex: The girl was acting histrionically, but her mother responded 

calmly. • Logical Clues: sometimes the overall meaning of a sentence can help the reader to understand a new word. Ex: 

The lawyer was a fast-talker and a master of specious arguments. (The lawyer used misleading arguments to win cases.) 

Word Parts Many English words are made of smaller parts called roots, prefixes, and suffixes. A root word carries the main 

meaning of a larger word. A prefix is attached to the front of the root and a suffix is attached to the end. Ex: If you know that 

―un‖ is a prefix that means ―not,‖ and ―able‖ can be a suffix that means ―possible,‖ then you can figure out that 

―unsustainable‖ means ―not possible to sustain.‖ Look carefully at words to see if you can spot similar patterns of word parts. 

 
Vocabulary Skills 

 No matter how old you are or how much education you have, at one time or another you will encounter a word which 

you‘ve never seen before. How do you handle it? How are you going to figure out what it means? The skills that we use to 

discover the meanings and pronunciations of unknown words are called "word attack" skills. Word attack skills are the ways 

we use to reveal a word's meaning and pronunciation. What are these skills and how can you use them to improve your 

reading? Follow these steps: 

1. Try to sound-out the word using phonics: Phonics is the study of the ways that spellings represent the sounds of 

words. In most languages the sounds of the letters closely represent the sounds of a word, but in the case of English there 

are many exceptions. Some people say it's not useful to know phonics because the English language seems so mixed up 

and inconsistent. There are hardly any phonics rules which you can apply to every word. True, many English words do not 

follow the rules, because of the massive borrowing that has taken place over the years from other languages, but most 

syllables of most words dofollow the rules. Trying to "sound-out" a word is often a good first step, because, like most adults, 

you probably have a large vocabulary of words that you‘ve heard in conversation or on television, but couldn‘t spell or 

perhaps recognize in print. Phonics helps bridge the gap between a person‘s "hearing vocabulary" and his "reading 

vocabulary". Phonics also helps a person spell words better. 

2. Try to Guess the Word Meaning from its Context: Words really only have meaning when they are used in sentences. 

Often you can guess a word‘s meaning by how it is used in the sentence. This is the way that most of us figure out unknown 

words in ordinary conversation. You can ask yourself: What part of speech is the unknown word? Are there other clues in 

the sentence which point to the unknown word? Is the unknown word part of a list? Things that are part of a list often share 

the same characteristics. Is the unknown word compared to some other known word in the passage? Authors often define 

difficult words right in the passage. It‘s often right there in the next sentence. 

3. Look for the Greek, Latin, or old English Roots in a Word: Most English words came from some other language. Most 

of English‘s scientific, cultural, religious and medical terms came from Greek and Latin. Also, many borrowed words from 

other European languages evolved from Greek and Latin. If you have a basic understanding of some Greek and Latin roots, 

it is like having a shortcut to pronouncing and understanding many college-level words. Take for example, the 

root aud which means "to hear". It is in the word audiometer. It is also in the words auditorium, audiovisual, and audition. 

The meter part of the word means "measure"- and is the same root in thermometer, seismometer, and the metric system. It 

is easy to see that audiometer has something to do with the measurement of hearing. There are books that have lists of 

common roots, prefixes and suffixes which some student find helpful. Be aware of Greek and Latin root words as you read. 

4. Look it up in the Dictionary: When all else fails, look it up in the dictionary,- but don't just leave it at that. Make a note 

about the word. Try to vocalize the word to help you remember it. Online dictionaries or encyclopedias may be more up-to-

date than published books, but be aware that online materials should be read with a critical eye.  
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Main skills and 
qualitiesemployers look for 

This means you can 
Adjectives and nouns that describe 

people with these skills 
Verbs you can use to write 
or talk about these skills 

communication skills 
(oral and written) 

 speak effectively 

 ask meaningful questions 

 express ideas and opinions 

persuasively 

 interpret different points of view 

 write good English 

 provide suitable feedback to 

verbal and written communications 

accurate 
articulate 

communicative 
expressive 
persuasive 

address 
articulate 

author 
communicate 
compose 
consult 

contact 
convince 
correspond 
draft 

edit 
explain 
express 
formulate 

influence 
interpret 
negotiate 
outline 

persuade 
present 
promote 
propose 

respond 

interpersonal skills  relate to and deal with other 

people 

 resolve conflict 

troubleshooter 
supportive 

counsel 
encourage 
guide 

listen 
mediate 
motivate 
resolve 

negotiate 
perceive (feelings, emotions) 
support 

teamwork skills  work with other people 
productively 

 share information 

 support and represent other 

team members 

 be open to colleagues' ideas 

 shoulder your fair share of the 

work 

team player 
enthusiastic 
supportive 
co-operative 

constructive 
motivated 

aid 
assist 
collaborate 
contribute 

co-operate 
participate (in) 
represent 
stand in (for) 

support 
take part (in) 

organisation, management 
and leadership skills 

 supervise, direct and guide other 

people 

 follow a plan through 

 lead a team towards goals 

 do more than one thing at a time 

assertive 
creative 

detailed thinker 
goal-oriented 
leading 
managerial 

methodical 
multitasking 
(well-)organised 
responsible 

results-oriented 

administer 
appoint 

arrange 
assign 
attend to details 
authorise 

brainstorm 
chair (meetings, discussions) 
consolidate 
co-ordinate 

decide (on) 
define 
delegate 
develop 

direct 
encourage 
establish 
execute 

follow through (on) 
follow up (on) 
handle (details or questions) 
implement (decisions) 

judge 
lead 
manage (other people) 
meet (goals, deadlines) 

monitor 
motivate 
multitask 
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obtain 

order 
organise 
oversee 
plan 

prepare 
prioritise 
share 
run (meetings) 

schedule 
streamline 
supervise 
verify 

work together 
work collaboratively 

Initiative  see what needs doing without 

being told 

 do something beyond your job 

description 

 make decisions on your own 

 be spontaneous 

dynamic 
independent 

pro-active 
quick learner 
quick thinker 
self-accountable 

self-aware 
self-managing 
self-motivated 
self-starter 

spontaneous 

decide (for yourself) 
found 

initiate 
manage (your own time) 
prioritise 
seize (opportunities) 

take (the initiative) 
think on your feet 
work on your own 

Adaptability  learn new methods 

 learn new skills 

 be open to new ideas 

 not feel threatened by change 

 be prepared to relocate 

adaptable 
adjustable 

flexible 
mobile 
open-minded 
willing (to adapt) 

accept 
adapt (to) 

adjust (to) 
change 
learn 
relocate 

analytical, research and 
planning skills 

 conceptualise future needs 

 identify problems and their 
causes 

 find solutions 

 look at a situation from different 
angles 

 deal with information 

 collect and record data 

accurate 
analytical 
resourceful 
thoughtful 

appraise 
analyse 
calculate 
check 

clarify 
classify 
collate 
compare 

compile 
define (needs and goals) 
detect 
determine 

develop 
diagnose 
evaluate 
examine 

extract (information) 
explore 
forecast 
identify (problems) 

gather (information) 
imagine alternatives 
inspect 
interpret 

investigate 
keep record (of) 
predict 
process 

research 
retrieve information 
set goals 
solve (problems) 

test 

numeric, computer and 
technical skills 

 prepare information 

 process datapresent findings 

innovative 
numerate 
number-literate 

computer-literate 

adapt 
adjust (figures) 
apply 

budget 
calculate 
collate 
compile (statistics) 

compute 
construct 
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design 
engineer 

implement 
install 
operate 
produce 

program 
repair 
simulate 
upgrade 

utilise 
transmit 
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Abstract 
 A Paradigm shift is taking place on all fronts in India. Globalisation has widened the version of knowledge workers across the globe 
and has forced the home industries to benchmark their practices and standards of performance in step with those of transnational 
companies. No company can remain insulated from the development taking place in the external environment. One has to constantly 
monitor it on a proactive basis and react promptly even to keep one‘s head above water. To achieve a fair share of the market , it must 
continue to perform well. The performance of any organisation is closely linked with the quality of human resources under its fold. As 
knowledge and its applicant command a critical importance in economic activities, in a world of competition, acquisition, development and 
retention of knowledge capital poses a challenge to top-echelons of management. 

 
Introduction 

 The new millennium has burgeoned the opportunities for knowledge workers. Demand for them had pushed up their 

value northwards. As a result, this resource tends to be fragile. In other words, companies are exposed to the threat of their 

outstanding performers being head hunted by their competitors. No stigma is attached to job –hopping these days. 

Employment till superannuation has become thing of the past. Thus employee retention is emerging as a critical issue. Since 

the demand for sophisticated skills for outstrips the supply, corporates vie with one another is not only wooing the most 

talented work force but also in poaching each other‘s talent resources. Therefore strategies and plans are to be put in place  

to manage the talent force that they may not flee seeking better career opportunities. According to American management 

association, the cost of replacing a talent is approximately 30 percent of his annual salary. 

 
Factors Percipating Employee Quits: 

Causes of Attrition 

Mis Match Between Empolyee „s Skill and Job 

 Poor job analysis and job description in the part of organisationresult in hiring either under skilled or over qualified 

employees. As a result, employees inducted into the job may find the job too difficult for them to perform or employees 

whose skills are underutilised may soon be frustrated in their job ambition. 

Lack of Recognition: Lack of recognition or appreciation for display of rare talents is another cause of employees exodus. 

Allurement by Competitors: Rival firms in the industry offering better pay and working conditions may poach employees. 

 
Conflict between Superior and Subordinate: 

Relationship: Conflict between superior and subordinate relationship, thorn in relationship with colleagues, work place 

politics also triggers job –hopping. 

Personal Reasons: Personal reasons such as un avoidable necessity for relocating to the native place, need to join the 

spouse, in ability to adjust to new organisational culture are also factors hindering employee retention. 

 
Encouraging Mobility Across Functional: 

Boundaries: Employees who feel languished in their current positions for long may be allowed to switch departments and 

divisions. 

Flexible work design: Work can be so redesigned as to suit convenience of employees with options like options like flexi 

time, tele-commuting, job –sharing .nowadays companies like best buy retailing are experimenting tele-commuting on result 

–oriented work environment [ROWE] concept. 

Boomerang: As the squeeze for qualified employees continues, many companies are framing different strategies to attract 

newer knowledge force besides retaining existing ones. Boomerang is one such measure which involves identifying ex-

employees and recruiting them. This helps the company in saving time involved in getting them aligned to new 

organisational climate and culture.  
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Exit interview: It helps corporates un earth reasons for employees quitting the organisation. This enables them to devise 

proactive measures not only to mitigate factors fuelling attrition but also to provide an environment conductive for retention. 

Training: Corporates need to focus on individual employee skill up gradation together withorganisational advancement. It 

has to arrange for different types of training, 

 Exposure training to familiarize the hires with concept processes and procedures. It infuses confidence in them. 

 Arranging technical training that helps in upgrading skills required for the job and career development. periodic conduct 

of refresher training keeps them fit for job. 

 
Conclusion: 

 This managing employee turn over is a great challenge for corporate entities in the current context. The companies 

have to put in place appropriate strategies prescribed in the write-up to combat this formidable challenge. Therefore it can 

be concluded that the scourge of employees attrition cannot rooted out altogether in the current context of deficit resourceful 

human resource but it is to be managed at least within industry standard in this regard.  
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Job Enrichment 

“Your work is going to fill a large part of your life, and the only way to be truly satisfied is to do what you believe is 

great work. And the only way to do great work is to love what you do” 

Steve Jobs 

 Job satisfaction of employees is one of the most challenging concepts in any organization and is the basis for many of 

the policies and management strategies to increase productivity and efficiency. We don‘t give much importance to the word 

‗JOB SATISFACTION‘ which plays a critical role in the outcome of the business, and which is often replaced with the new 

concept called as ‗Quality of Work Life‘ according to Mirvis and Lawler (1984) & Baba and Jamal (1991). Once a person is 

satisfied with the job, that job has to be enriched to make an employee feel important in the organization, give him the 

autonomy to do the work and to take part the in decision making. So we can say that ‗JOB ENRICHMENT is a part of JOB 

SATISFACTION. 

 
Job Satisfaction 

 Job satisfaction means the satisfaction towards the job. The employees thought and attitude towards their job and how 

they evaluate their job is called as Job Satisfaction. The main areas which create dissatisfaction among the employees are 

pay, promotions, work task, co-workers and supervisors and this creates withdrawal of the employees in terms of 

absenteeism, tardiness, missing meetings etc.  

 
Job Enrichment  

 Frederick Herzberg, an American psychologist, originally developed the concept of 'JOB ENRICHMENT' in 1968, in 

an article that he published on pioneering studies at A T & T. The concept stemmed from Herzberg's motivator-hygiene 

theory, which is based on the premise that job attitude is a construct of two independent factors, namely job satisfaction 

(Intrinsic factors) and job dissatisfaction (Extrinsic actors). Job enrichment is the process of making the job more 

motivational and satisfying to an employee by adding, variety, responsibility and decision making authority. To satisfy the 

employees the management must take the necessary steps to make the job interesting is called the process of enriching the 

jobs. It is a management concept that involves redesigning of jobs that they become more challenging with less repetition to 

the employee.  

 Job enrichment is a motivational technique and the act of enriching an employee's job is a sign of respect and it 

shows that the employer actually cares about the employee as a person. This creates a desire for the employee to want to 

pay the employer back in the form of hard work, loyalty, and dedication the company. It is a process through which the top 

management motivates the employees by assigning them additional responsibility which is reserved for higher level 

employees. Enrichment of jobs helps the employees to complete their work with freedom, independence and responsibility.  

 Job enrichment is a job design technique. It adds the new sources of job satisfaction by increasing the level of the 

responsibility of the employees. It is considered as the vertical restructuring method of adding the authority, autonomy and 

control the process of carrying out the job. It is organizational motivational technique to motivate the employees by giving 

them the chance to use their range of abilities. It is also called as 'vertical loading' of a job. 

An enriched jobs should include the following contents  

 Challenging jobs which includes physical and mental energy 
 A complete unit of work that is a meaningful task 
 Encouragement on the part of the management 
 Feedback from the employees and following an upward communication 

https://en.wikipedia.org/wiki/Professional_responsibility
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Characteristics of the job enrichment  

 Direct feedback 

 Employer-employee relationship  

 Learning new opportunities provided 

 Unique experiences  

 Resources are put into control 

 Authority is communicated directly 

 Persona accountability 

Advantages 

 Learn new skills - By learning new skills, the employee has the opportunity to become proficient at certain tasks and 

even become experts and by having responsibilities, the employee will have the chance to work on new tasks and 

therefore learn new skills. 

 Reduce boredom - The main target of the job enrichment is to reduce the chance of boredom from the repetitive, 

tedious activities. So it focuses on giving employees more variety and responsibilities. 

 Creates a better work environment - The job enrichment creates the overall positive environment that promotes 

maximum productivity.  

Disadvantages 

 Lack of preparation - the employees are prepared or trained enough to do the activity, but they may not be as efficient 

as someone who is already trained or skilled in that particular activity so as a result, they may have a lower productivity 

rate. 

 Heavier Workload - the employees may not be able to adjust to their new responsibilities so they may feel overloaded 

and tired and may produce lower productivity rate. 

 Clash with Non-participants - the employees who feel that job enrichment is not a part may feel disconnected from 

the company and do not form a team. Those employees can show their jealousness towards other employees. 

 Poor Performance - due to lack of preparation and heavier workload some of the employees may not perform as 

efficient as required by the job enrichment so these employees may actually work better in a non-job-enriching 

environment. As a result they feel insecure and do not take part into the process of job enrichment. 

 
Steps to implementing a Job Enrichment Program  

 Step one – the first step to enrich the job is to find the reason or the place where the employees are dissatisfied with 

their jobs. If the reason is known then the management can apply the strategies to job enrichment to improve the level 

dissatisfaction. 

 Step two – to enrich the jobs, number of options should be there in the hand. Because the employees are different in 

all the aspects.  

 Step three – the final step is to design and communicate the job enrichment program to the employees which creates a 

sense of belongings and motivation in employees to carry out the new work. 

 
Three step technique of job enrichment  

1. Turn employees' effort into performance 

 Ensures that the objectives are well-defined and understood by everyone. The overall corporate mission 

statementshould be communicated to all. Individual's goals should also be clear. Each employee should know exactly 

how he/she fits into the overall process and be aware of how important their contributions are to the organization and 

its customers. 

 Providing adequate resources for each employee to perform well. This includes support functions like information 

technology, communication technology, and personnel training and development. 

 Creating a supportive corporate culture. This includes peer support networks, supportive management, and removing 

elements that foster mistrust and politicking. 

 Free flow of information. Eliminate secrecy. 

 Provide enough freedom to facilitate job excellence. Encourage and reward employee initiative. Flextime or 

compressed hours could be offered. 

 Provide adequate recognition, appreciation, and other motivators. 

 Provide skill improvement opportunities. This could include paid education at universities or on the job training. 

 Provide job variety. This can be done by job sharing or job rotation programmes. 

https://en.wikipedia.org/wiki/Mission_statement
https://en.wikipedia.org/wiki/Mission_statement
https://en.wikipedia.org/wiki/Mission_statement
https://en.wikipedia.org/wiki/Job_sharing
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 It may be necessary to re-engineer the job process. This could involve redesigning the physical facility, redesign 

processes, change technologies, simplification of procedures, elimination of repetitiveness, redesigning authority 

structures. 

2. Link employees performance directly to reward 

 Clear definition of the reward is a must 

 Explanation of the link between performance and reward is important 

 Make sure the employee gets the right reward if performs well 

 If reward is not given, explanation is needed 

3. Make sure the employee wants the reward. How to find out? 

 Ask them 

 The usage of survey methods like checklist, listing and questions  

Benefits to the Company 

 It is a method of boosting the organizational morale  

 The employees are given more valuable due to which they are motivated to produce the top results 

 The employees become more effective as they accept the extra and significant responsibility in their work. 

 Employees understand the vertical jobs provided due to which the layers of the management are minimized. 

Benefits to the Employee 

 Employees are mentally and socially motivated to work and to make the decision making roles  

 Jo enrichment helps them to focus on their tasks and the objectives of the organization. 

 The employee become more trust worthy in performing their work and gets attached with their employer. 

 The employees are trained and made to learn, understand the new skill in their vertical jobs.  

Strategies to enrich jobs in workplace 

 Rotate Jobs – job rotation is a technique in which the employees are given the opportunity to use a variety of skills, 

and perform different kinds of work. They learn different skills and acquire different experiences.  

 Combine Tasks – the employees are given the combine work activities to provide a more challenging and complex 

work assignment. This creates a sense of task identity as the employees view the job from the start to finish. 

 Identify Project or focused work units – the job is broken down various parts and sub parts or units in the employees 

carries out the different work together to form one department  

 Create Autonomous Work Teams – job enrichment creates freedom to work and to make decision which generates a 

sense of autonomy among the employees. 

 Implement Participative Management – as the employees are given autonomy and they are trust worthy in the eyes 

of their employer. The employer includes them in the process of decision making which is called as participative 

management. 

 Redistribute Power and Authority – the employer delegates more authority and responsibility, team members' 

autonomy, accountability, and task identity are increased. 

 Increase Employee-Directed Feedback – the employees are given freedom to work but they in the constant touch 

with the process of performance appraisal system for evaluating and monitoring their own performance due the which 

the jobs are more enriched. 
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Abstract 
 Engaged employees are committed, have tremendous pride and job ownership, put forth more discretionary effort in 
terms of time and energy and, on average, demonstrate significantly higher levels of performance and productivity than 
those who are not engaged. Business people genuinely want and need people who are mentally and emotionally connected 
to their jobs and to help their companies succeed. This particular paper discusses how organization engages the employees 
with unique, values, interests and needs. It identifies the various motivating factors and management systems to engage the 
employee. It attempts to know the rewards and recognitions provided by employers to engage their employees. It also 
provides suggestions to employers for better engagement of their employees.  
Key word: Employee Engagement, Motivation Factors, Management Systems, etc., 
 
Introduction 

 The concept of employee engagement is widely discussed in numerous forms. Employee engagement is ―a heightened 

emotional connection that en employee feels for his or her organization, that influences him or her to exert greater 

discretionary effort to his or her work‖. Employee engagement does not mean Job satisfaction and happiness are not 

synonymous with employee engagement. Employee engagement is the current concept in Human Resource (HR) 

Management. HR manager is the one who has to involve employees effectively and should make best of their creativity and 

initiative. If employees are engaged very much to the organization, then there will be good inter-personal relationship among 

employees and between employees and employer. This will reduce the misunderstanding and other disputes. The work will 

go on well. Hence peaceful atmosphere in organization is assured. Therefore this particular paper discusses the employee 

engagement in manufacturing industries for the benefits of employee, employers and other stakeholders. 

 
Statement of the Problem 

 Organizations trying to build competitive advantage through more engaged employees are often stymied by the 

challenges of engaging an entire workforce of individuals with unique values, interests and needs. So it is one of the 

interests of this study to know how organization engages the employees with unique, values, interests and needs. There are 

various factors driving an employee to engage him/herself to the work. Hence the study attempts to identify various 

motivating factors of employee engagement. The study also intended to know the opportunities provided to the employees 

and their participation level in various committees and groups. Rewards and recognition is one of the ways to satisfy and 

motivate the employees. It is the driving force for engagement. So the study wanted to know the rewards and recognitions of 

employer to engage their employees.  

 
Review of Literature 

 Employee Engagement is an individual‘s degree of positive or negative emotional attachment to their organization, their 

job and their colleagues (Kenscarlett, 2007). It is the measure of people‘s willingness and ability to give discretionary effort 

(Muthu, 2007, p.21). It is an individual‘s involvement with satisfaction and enthusiasm for the work they do (Robbins, 2007, 

p.93). Employee Engagement is an employee‘s emotional and intellectual commitment to their organization and its success. 

Engaged employees experience a compelling purpose and meaning in their work and give their discrete effort to advance 

the organization‘s objectives (David, 2007). There are different types of people. 1) Engaged: employees are builders.  

They want to know the desires expectations for their role. They perform at consistently high levels. They want to use their 

talents and strengths at work every day. They work with passion and they drive innovation and move their organization 

forward. ii) Not Engaged: These employees tend to concentrate on tasks rather than the goals and outcomes they are 

expected to accomplish. They want to be told what to do so they can do it. They focus on accomplishing tasks rather 
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achieving the outcome. iii) Actively disengaged: this type of employees is the ―cave dwellers.‖ They are ―Consistently against 

Virtually Everything.‖ They sow seeds of negativity at every opportunity. iv) Emotional engagement: being very involved 

emotionally with one‘s work. v) Cognitive engagement: focusing very hard whilst at work and vi) Physical engagement: being 

willing to ‗go the extra mile‘ for your employer (Goel, 2008). There are factors mainly cause positively towards engaging 

employees better. The factors are 1) the right people in the right jobs, 2) highly engaged and supportive senior leaders, 3) 

Trust and integrity, 4) Nature of job, 5) Line of sight between individual performance and company performance, 6) Career 

growth opportunities, 7) Pride about the company, 8) Coworkers/Team members, 9) Employee development, 10) Personnel 

Relationship with One‘s manager (John Gibbons, 2006). Employee engagement is strongly correlated to a number of 

individual, group, and corporate performance outcomes including recruiting, retention, turnover, individual productivity, and 

customer service, and customer loyalty, growth in operating margins, increased profit margins and even revenue growth 

rates (Edwin, 2000). There are few management systems in which people can engage more comparing to other programs. 

The programs are total quality management (TQM), Quality circles, Self-managed team, Cross functional team, Kaizen, 

Suggestions scheme and small group activities. The drive for improving organizational performance is unending. It does not 

matter how it is described- increasing shareholder value, achieving competitive advantage, adding value, improving the rate 

of return on investment. People will be motivated by worthwhile rewards which they expect to get. The employee can be 

rewarded to motivate them for better engagement. Rewards are, i) Financial rewards – consist of the base pay, differential, 

extra pay for performance, skill or competence, payments for working arrangements and conditions or additional 

responsibility. ii) Non Financial rewards – are related to the needs people have for achievement, recognition, responsibility, 

influence and personal growth. The degree to which these needs are powerful motivators vary between different people and 

to be effective they have to be used selectively on an individual. iii) Employee benefits – are elements of the total reward 

package which provide extra value for employees beyond their pay. Benefits include items to which a financial value can be 

attached, such as pension schemes, insurance, sick pay and company cars. iv) Rewards in kind – gifts, holidays, ‗candle 

light dinners‘, and are often handed out to employees for success of the organization (Fischer, 1996). Having gone through 

the literature related to the subject of this research work, the following objectives have been formulated for this study. 

 
Objective 

 To identify various factors that drive engagement. 

 To study the opportunities of employees to engage 

 To study the engagement level of the employees. 

 To know about the rewards and recognition mechanism in the organization. 

 To suggest measures to enhance employee engagement. 

 
Methodology 

 The study wants to know what Employee Engagement is and also to identify the various factors that drive employee 

engagement. So descriptive design and quantitative methods have been adopted for this study. Same size of the study is 

sixty. Employees (samples) have been identified through convenient sampling method. The identified employees are 

working in the manufacturing industries in Hosur, Tamilnadu. Interview schedule was employed to college data from the 

respondents. The collected data for the study is primary, field based and first hand information.  

 Main Findings and Discussion: The main findings are derived from the analysis and interpretation of this study. 

Based on the objectives the main findings are identified and listed here. The main findings really serve to fulfill the objectives 

of the study. The accomplishment of the person is counted based on the age factor. Nearly three forth of the respondents 

(71.7%) belong to the age group of 30-40 years. The organization has majority of middle aged group people. Education 

makes a man to think and reflect. Nearly half of the samples (41.7%) were post graduate. Experience gives practical 

knowledge about the environment. Little less three forth (73.3%) of the employees in the organization have more than 15 

years of experience. The company is concentrated with experienced people. 

 
Factors Driving Employee Engagement 

 Job clarity is nothing but a clear knowledge of the work that has to be carried out. In other words the goal of the job 

should be clear. Vast majority of the employees (96.6%) have agreed that clarity about the job would influence engagement 

of employees in the management activities. Vast majority of the respondents (95%) said that their engagement of the 

employees in the improvement activities of the company largely matters on the Reputation of the organization. The name 

and fame of the organization, its value, principles, product and quality of the company gives employee a sense of pride. 

Significant relationship is found between the years of service of employee and their opinion about job clarity - as a driving 

factor. Majority of the responses (93.3%) favor that better Training and Development influence employee engagement. In 

this globalized and competitive world to sustain in the market training in emerging concepts becomes unavoidable. Learning 
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of new thing would induce employees to practical implementation of it. Majority of the employees (91.7%) agree that Career 

Growth opportunities such as promotion, increment etc. plays considerable role in driving employees for better participation 

with commitment in all the management systems. More than three forth of the workers (86.7%) agreed that Rewards and 

Recognition drives them towards better engagement. Small perks, incentives, a tap at the back by the superiors etc. does 

great change in employee‘s participation level. The most experience people (above 15 years of experience) Majority accept 

that the friendly and cordial relationship with their immediate superiors influence employee‘s engagement level. 

 
Opportunities for Engagement 

 Equal opportunities to participate in employee engagement programs would induce workers to take part in it. Majority of 

the employees (66.7%) agreed that management is providing them fair chances to participate in management activities. 

Majority of the employees (81.6%) are satisfied with the frequency of the opportunities provided by the management to 

participate in management activities. 86.7 percent of the employees agree they experience moral support from the 

management when they take part in the management systems. Support from the management greatly matters on the 

participation of employees. More than three forth of the respondents (76.7 %) have agreed that the employer is encouraging 

their ideas and participation by providing necessary materials. When employees contribute their effort to the management 

publicity of it would make them to feel accomplish. More than three forth of the employees (88.3%) have said that 

management is giving chance for them to share their ideas with other colleagues. 

 
Engagement Level 

 More than Half (53.3%) the respondents said that they always feel that their engagement is necessary to reach 

company‘s target. If employees feel that they play a vital role in the management‘s success they would contribute better for 

the improvement of the management.  More than three fifth (63.3 %) of the employees always felt pride and motivated when 

they play a part engagement programs. The sense of pride and motivation leads to emotional involvement of the employees. 

More than three forth of the respondents (86.7%) said that they always feel involved and enthusiastic when they participate 

in the management activities. Vast majority of the workers (95%) said that they would like to retain in same organization 

forever. Nearly three forth of the employees (72%) were found moderately engaged with the management systems in the 

organization. The company has appreciable number of engaged employees. 

 
Rewards and Recognition Information 

 Superiors play vital role in employee‘s participation, commitment and involvement. A word of appraise, reward would 

motivate employee to larger extent. Majority of the employees (86.7 %) accepts that they had been awarded and recognized 

for their better engagement by their superiors. Majority of the respondents (80 %) have received awards in the previous 

year. More than three forth of the study population (81.7%) was satisfied about the Rewards and Recognition mechanism of 

the industries in which they work.  

 
Suggestions 

 The suggestions given by the employees and researcher‘s suggestions for the better engagement are specified here. It 

gives a short picture about the data collected from the employees regarding the Employee Engagement in their organization. 

The company provides loan for employee‘s higher education. Only so 41.7 percent of the employees were completed their 

post graduation. The education develops one‘s personality and knowledge. So the management could motivate al l the 

employees to do higher studies. Because knowledge workers are very much needed by the industries for sustainable 

development. The company has only 5 percent of employees of less than 5 years of experience. The fresher could be 

recruited by the company. 91.7 percent of the samples agree that career growth opportunity makes them to engage better in 

the management activities. The company could give promotion, increment, etc. to the highly engaged employees. This good 

career path of the highly engaged employees would induce even disengaged workers to work with emotional involvement. 

Training and development is very much needed in today‘s scenario. This is agreed by 93.3 percent of the respondents. For 

effective training sessions, the session should be interactive, mostly should emphasis on the practical part, and group 

discussion can be included. For a session the members should be restricted to 25. Vast majority of the employees (95 %) 

said the company‘s reputation drives employee engagement. The accomplishment of the organization has to be shared with 

employees by sharing profits. The achievements of the organization should be felt internally by all the employees. For this 

the triumph of the organization should be informed to all the employees, the CEO should address the success as ―We did it‖. 

One fourth of the employees (25 %) said valuation of their opinions does not influence their engagement. This shows that 

these employees are interested and committed to their job. Their interest and commitment level could be raised by showing 

management‘s acceptance of their opinions. Vast majority of the workers (97.3 %) accept job clarity drives their 

engagement. To derive better engagement of the employees, the vision of the organization should be inculcated in all 
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employees‘ mind. This could be done by making posters, book marks, and stickers. Each employee should be clear about 

the path of the work. Relationship with superiors greatly influences employees.  

The immediate supervisor should be as an advisor and guide for work related problems and personal problems. The 

supervisors should be approachable to all the employees. Some schemes like ―open door day‖, ―ask CEO‖ etc. would 

improve relationship of superiors with employees. But all these schemes should be at the level of accessible to all the level 

of employees. One third of the respondents (33.3 %) felt that the chances given to participate in engagement programs are 

not fair. The fair chance has to be ensured by their department heads. The programs like SGA, work committees, safety 

committees, welfare committees etc. like this many team working opportunities has to be developed. The supervisors should 

motivate non – performers to take part in any of the management programs. They should support and guide them. The ideas 

given by the employees should be accepted immediately. Scrutinizing those ideas should be done little later.  

At the initial stage of provision of ideas by employees should not be hindered. Without and bias ideas of all the employees 

should be accepted genuinely. Comparing male, female utilizes the opportunities to the lower extent. Cultural barrier may be 

the reason behind it. Training programs like on developing their soft skills, work life balance and personality development 

would motivate the female community in the organization to overcome the cultural barrier. The employee engagement 

programs have to be increased to provide adequate chances to all the employees. Each department should be given target 

to participate in engagement programs. The department which is contributing its more effort has to be titled as best 

department. This would ensure all the employees participation. For employee suggestion systems, quick responses should 

be given. The follow up of the suggestions and feasibility of the suggestions should be informed to the employees. Rewards 

and Recognition would make recognize employee‘s hard work. Monthly award program, Yearly award program should be 

carried out. In a year, it should be ensured that all the employees in the organization have been awarded. Tedious, repetitive 

tasks can cause burn out and boredom overtime. If the job requires repetitive tasks, look for ways to introduce variety by 

rotating duties, areas of responsibility, delivery of service etc. Employees‘ interests, goals, stressors, etc. should be 

collected. Management‘s interest in their well-being should be shown and it should ensure that their employees are fulfilled 

and towards better and balanced in work and life. Management should be consistent in support for engagement initiatives. If 

management start one and then drop it, efforts may backfire. There is a strong connection between employees‘ commitment 

to an initiative and management‘s commitment to supporting it. Communication matters a lot. So the management should 

make certain that right communication is reached to all the employees.  

Conclusion 

 Employee Engagement is an involving concept and only recently it has caught the lime light of study and discussion. 

There is a belief in the world that perks, rewards and incentives greatly drives employee‘s for better engagement. It has 

been disproved in this study. Majority of the employees had said engagement is really influenced by the clarity about the job. 

This study helped to know how far the employees are engaged themselves with the organization. The management would 

be thinking that giving frequency of opportunities. But this study helped to know the reality of the situation. By knowing the 

reality, adequate measure for improvement of engagement of employees could be given. The participation level, 

commitment level of the employees is also studied. While answering the interview questions related to participation and 

commitment they employees became aware of their level of engagement in the organization improvement activities. This 

awareness would create some constructive improvement in their attitude level of participation and commitment. This attitude 

change would help the company in a greater extent. This study would help to make a way for further studies on this topic. 
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Abstract 
 Clustering of data is a well-researched topic among computer sciences. There exist various approaches designed for different tasks. 
In biology many of these approaches are hierarchical and the result is usually represented in dendrograms, e.g. phylogenetic  trees. 
However, many non-hierarchical clustering algorithms are also well-established in biology. The approach in this thesis is based on such 
common algorithms. The algorithm which was developed as part of this thesis uses a graph clustering algorithm to compute a hierarchical 
clustering in a top-down fashion. It performs the graph clustering iteratively, with a previously computed cluster as input set.  
The innovation is that it focuses on another feature of the data in each step and clusters the data according to this feature. Common 
hierarchical approaches cluster e.g. in biology, a set of genes according to the similarity of their sequences. The clustering then reflects a 
partitioning of the genes according to their sequence similarity. The approach introduced in this thesis uses many features of the same 
objects. These features can be various, in biology for instance similarities of the sequences, of gene expression or of motif  occurrences in 
the promoter region. As part of this thesis not only the algorithm itself was implemented and evaluated, but a whole software also 
providing a graphical user interface. The software was implemented as a framework providing the basic functionality with the algorithm as 
a plug-in extending the framework. The software is meant to be extended in the future, integrating a set of algorithms and analysis tools 
related to the process of clustering and analysing data.  
Keywords: Dendrograms, Algorithms, Cluster. 
 
Introduction  

 This chapter gives an overview of the topics involved in this thesis. Basically, there are four sections. In this thesis, a 

novel clustering approach was developed and evaluated with an emphasis on biological data. The first section gives an 

introduction into clustering. It will depict that there are two different general approaches. One common approach, namely a 

graph clustering approach was used as the underlying clustering algorithm on which the novel clustering approach is based. 

This approach is called ‖hybrid‖ because it uses a common clustering approach together with different features of the data to 

construct a hierarchical clustering. Section two introduces different features of biological data used by the hybrid clustering 

approach. As part of this thesis a software for the new clustering approach was implemented including a graphical user 

interface, making the clustering process more efficient. Section three introduces clustering software, especially related to 

biology. It will introduce some common clustering programs, show that many different programs are involved in the 

clustering process and depict the requirements of a clustering software. Several data sets containing biological data where 

used to evaluate the software. These data sets are introduced in section four.  

 
Clustering  

 Clustering is an extensive field among data mining as well as among bioinformatics. The task is to decompose a set of 

data in a way that similar data is grouped together in a so-called cluster. There are many applications of clustering, e.g. 

finding a common topic for different data, maybe cluster HTML pages resulting from a web search query ‖ jaguar‖, so that the 

user can directly see which pages belong to the topic ‖cars‖ and which belong to the topic ‖animals‖. The result will be a 

number of sets, each set representing one topic and containing a number of pages delivered by the search for ‖ jaguar‖. In 

bioinformatics a common task is for instance to gain information about species relations. This approach differs slightly as it is 

hierarchical in nature. The result is usually represented in a dendrogram, e.g. a phylogenetic tree. Figure 1.1 shows a non-

hierarchical clustering. In this case, a k-means clustering. An efficient implementation of such a clustering algorithm is for 

instance given by Kanungo et al.. The large dots visualize the cluster centroids (the mean). The small dots represent the 

data objects to cluster, e.g. HTML pages. Each object is allocated to the cluster with the closest cluster centroid. After each 

allocation, the cluster centre is re-computed as the mean of its components. A hierarchical clustering is illustrated by figure 

1.2. It is a phylogenetic tree depicting relations between genes in different species. It can be observed that larger clusters 

are composed out of smaller sub clusters.  
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 Figure 1.1.: Non-hierarchical clustering    Figure 1.2.: Hierarchical clustering (phylogenetic 
        tree). The image was taken from  
        http://www-personal.umich.edu with the  
        author‟s permission 
 
Biological data  

 The main task was developing and evaluating a novel clustering using biological data. The data used in this thesis 

contains information about genes and proteins. This data has many different features which will shortly be introduced.   

The idea is to make use of different features of the data for the clustering. This idea is related to information fusion, but while 

information fusion focuses on various features at the same time (it ‖fuses‖ the values of the features to an average value), 

this approach focuses only at one feature at the same time, but it is performed iteratively, focusing on another feature at 

each step.  It is often the case that some objects are less similar regarding one feature, but more similar regarding a 

different feature and thus it is reasonable to firstly cluster according to the former ‖rough‖ feature, and use the latter more 

fine- grained feature as a refinement. However, doing it the other way around may also deliver interesting results since there 

might be elements in the data set behaving different from the rest. Such members can be identified by clustering in another 

way than the majority of the data suggests. The following sections introduce the features being used in this thesis.  

 
Sequence  

 The sequence of amino acids or the sequence of nucleotides is a feature which is very basic in protein and DNA 

analysis. The sequence is usually represented as a string, either consisting of characters representing one of the amino 

acids (proteins) or a nucleotide (DNA). For instance is such a sequence. AT1G68550 is a locus identifier (a locus is a fixed 

region on a chromosome, here the position of a gene) referring to a gene. This specific gene encodes a transcription factor 

in the species Arabidopsis thaliana. Additionally, the transcription factor is a member of of the ERF (ethylene response 

factor) subfamily B-6 of the ERF/AP2 transcription factor family (see glossary for further information). Arabidopsis is a family 

of small flowering plants related to cabbage and mustard, as mentioned in [1] and [22]. The sequence shown here is a short 

section from the gene‘s promoter region. The characters within the sequence refer to the four DNA nucleotides (A=Adenine, 

C=Cytosine, G=Guanine, T=Thymine).  

 
Gene expression  

 When a gene is activated, it is transcribed into an mRNA which is thereafter translated into a protein. The amount of 

mRNA in the cell reflects the expression level of the gene. A common approach to measure gene expression is using 

Microarrays. Here, DNA spots (either bounded cDNA or synthetical oligonucleotides) are put on a surface. After that, DNA 

from the object to analyse is labeled with fluorescent dye and put on the array. This DNA binds now to the spots on the array 

with the matching complementary sequence. After washing the array, only the hybridized parts remain on it. The 

fluorescence signal is then read with a laser and translated to the level of gene expression.  

Sequence motif  

 A sequence motif is a short nucleotide or amino acid sequence pattern (usually between 5 and 30 nucleotides, 

respectively amino acids) which is conjectured or known to have an important biological role. On the one hand, the 

occurrence of a motif in the exon of a gene may indicate that it encodes a certain structural pattern. On the other hand, the 
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occurrence of a motif in the promoter region of a gene may indicate that certain transcription factors bind to it. Sometimes 

there is a certain variability in the sequence motif and thus a common technique is to use consensus sequences.  

Clustering software  

 As part of this thesis a clustering software was implemented. This section introduces two common clustering programs 

used in biology, namely HCE and Clustal. The current situation in biology is illustrated, depicting that there are various 

programs involved in the clustering process. In the last section the clustering software requirements from the user‘s point of 

view are listed and explained.  

Common clustering software  

 There are various programs involved in clustering and many of them are especially designed for analysing biological 

data. A popular example is the Blast family. Blast collects tools for analysing data, among others tools for searching proteins 

sequences in data bases. A common clustering software is the Hierarchical Clustering Explorer (HCE) . This program was 

developed at the University of Maryland. It provides various functionality, e.g. different similarity measures (Euclidean 

distance, Pearson correlation or Manhattan distance), different cluster-distance measures (Single-, complete-, average-

linkage), cutting the cluster tree to get a non-hierarchical clustering and so on.  Another program is Clustal. Clustal computes 

multiple sequence alignments under use of pairwise alignments and a hierarchical clustering. In the first step of the 

computation, Clustal computes pairwise similarities of the sequences.  The result is used to compute a hierarchical 

clustering represented by a tree. This tree is then used as a guide tree to compute a multiple alignment. Such a clustering 

tree computed by Clustal is shown in figure 1.10. In contrast to HCE, Clustal focuses on the sequences respectively 

sequence alignments for the computation.  

Current situation in biology  

 There are numerous programs involved in the clustering process in biology as well as in general. They focus on several 

tasks, some of them are only used for specific tasks (e.g. only computing pairwise similarity values of sequences) and some 

of them cover almost the whole clustering process. They also vary inappearance, there are full programs including a 

graphical user interface, command-line based programs and programs accessible via a web interface. The user has to 

handle all of the programs he needs as well as the data being involved in the clustering process. Different programs may 

store the produced data at different locations. If the data produced by one program should be used as input for another 

program, sometimes this cannot be done directly due to format conflicts, and thus many users also have script files 

transforming the data into the desired format. 

Evaluation  

 The main aim of this thesis was to develop a software application for clustering data following a novel approach and 

evaluate it under the use of biological data. On the one hand it is more helpful to have a small data set with carefully 

selected elements to point out noticeable peculiarities. On the other hand the clustering approach in this thesis differs from 

the common approaches and should also be evaluated under mathematical aspects.  The tasks of pointing out biological 

observations and evaluating a clustering under mathematical aspects lead to differerent requirements on the data sets. 

Studying specifics under biological aspects may require a smaller data set. Contrary, a mathematical measuring of the 

clustering leads to the need of a larger data set. In a small data set, a few elements which do not behave in the expected 

way may lead to a result deviating from the average. This may lead to misinterpretation. Having a larger data set should 

avoid this case. Figure 1.12 illustrates this in an abstract way. In this example it has to be determined if a set  of values has a 

linear character. Obviously, if the sample is to small the result may be misleading due to incorrect values (which may just 

result from measurement errors).  An important part of software development is testing and debugging. Semantic errors in 

the program may not cause obvious errors, e.g. the program will not terminate with an error message. It can happen that the 

program still seems to do what it is expected to do, but in fact the output is not correct. In terms of clustering a semantical 

error can for instance lead to an element being present in two disjoint clusters at the same time while another element is not 

present in any cluster. The clustering may seem correct, even counting the elements will not reveal the error. Finding such 

errors is even harder if the data set is very large and thus it is reasonable to use a very small data set for testing and 

debugging.  

 Four groups of data sets were used for the evaluation. The first group contains only one data set (only one feature) and 

is very small. It is gene expression data from a cold stress study in Oryza sativa cv Indica, to which in the following will be 

referred just by Indica, a cultivar of rice. The data was produced from an in-house experiment at G ̈ oteborg University. 

This set is only used for determining if the clustering algorithm works correctly and to help improving the outputs and 

displays. It can be directly seen if the computed clustering is correct or if the display of a clustering makes sense (or if it 

should be improved). To be more precisely, the data is from differentially expressed genes in the WRKY family. This is a 

family of transcription factors. For more information about the WRKY family the reader should for instance.  
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Hybrid clustering 

 This chapter describes the ideas behind the novel approach. A common clustering algorithm was taken and performed 

iteratively to compute a hierarchical clustering and thus the approach is a hybrid one. In each iteration the underlying 

clustering algorithm gets another data set as input reflecting a different feature of the data. The algorithm itself is introduced 

and discussed in the first section. Section two describes the underlying algorithm - a non-hierarchical clustering using a 

graph algorithm.  In contrast to the tree shown in figure 1.2, resulting trees from the hybrid approach are always rooted and 

can have more than one successor (cf. figure2.2). Here, the root node at level 0 represents the initial set of all objects, with 

which the algorithm was started. It then clusters according to one certain feature, e.g. gene expression, leading to a 

clustering consisting of three clusters at level 1. Each of those clusters are then clustered again, but according to another  

feature. As the result of the middle set at level 1 shows, it may also happen that the set is clustered again to one single 

cluster, if the objects within that set are already very similar; there is no further refinement in this case.  

Input parameters:  

O: set of objects to clusterM[1..n]: array of similarity matrices.  

(M[i] contains the similariti es with respect to feature i.) Variables:  

S1, S2 : clusterings, therefore sets of sets of objects. (e.g. S1 = {O1, O2} contains two sets of objects.) Compute Clustering 

(O, M) returns a set of sets of objects (clustering according to the similarity matrix M).  

Hybrid Clustering (O, M [ ]): initialize S1 = {O}  

for (i = 1..n) { S2 = ∅   

forall (O
′ ∈  S1) {S2 = S2 ∪  ComputeClustering(O

′
, M[i]) }  

S1 = S2 }  

return S1  

 The pseudo code is rather abstract. The described algorithm does not prepare any tree structure, it just clusters all the 

clusters in iteration i with respect to the similarity matrix belonging to i. This example shows how the different similarity  sets, 

each reflecting one feature, are used. If a hierarchical clustering algorithm is used, each node in figure 2.2 ultimately refers 

to a tree then (resulting from the cut). For computing the next step, the tree is then reduced to its leaf nodes with the 

resulting set being clustered according to the desired feature. This in turn establishes the trees, to which the nodes at the 

next level refer. It has to be noticed that those trees are of course not sub trees of the original tree, since it (the original tree) 

resulted from a clustering according to the former used feature. The trees at the next level resulted from cutting a 

hierarchical tree, which was computed according to another feature. It is therefore a transformation of the former tree.  

Software  

 This part discusses in detail the software which was written for the purpose of this thesis. In the first section the main 

ideas are introduced, providing solutions for the requirements. Section two explains the architecture of the software.  

It describes the software on a large scale, in order to answer questions as ‖How should the software be decomposed into 

small components, to keep it clearly and reasonably arranged?‖, or ‖How can it be accomplished that the software can easily 

be modified in the future?‖. More detailed information about the system architecture is given in the technical documentation, 

which is part of the appendix.  

Software architecture  

 This section describes the structure of the software at a large scale. Two main patterns within software engineering 

where used, the so-called Model-View-Controller (MVC) pattern, which is an architectural pattern, and the Observer pattern, 

which belongs to the class of design patterns. These patterns are discussed in the first two parts. The software is a 

framework providing basic functionality. It is able to adapt to various tasks related to clustering. The specific functionality 

(functionality concerning the hybrid clustering) is implemented as plug-ins extending the framework. The third part illustrates 

how the framework integrates the plug-ins.  

System architecture  

 The architectural design is a variation of the MVC pattern. This is used especially to make it easier to exchange the 

graphical user interface (GUI). The idea of MVC is to separate the view from the model and the controller so that the model 

is not dependent on view and controller. In the selected programming language C# the technique of partial classes assists 

the separation of view an controller. A disadvantage is that the view and the controller e.g. of a formula are grouped together 

by the developing environment and cannot be distributed in different folders. Therefore a folder called ‖ui‖ groups the 

classes with the view and the controller part together. Figure 3.1 shows the dependencies and the access between the three 

parts of MVC. The classes of the model are collected in the folder ‖model‖. There are also other parts of the system located 

outside the MVC logic. A more detailed description of the architecture is given in the technical documentation, which is part 

of the appendix.  
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Evaluation  

 This chapter describes the evaluation of the software respectively the hybrid clustering algorithm. The first section gives 

information about the data which was used. It describes the biological background and specifics, as well as information 

about the origin of the data. Section two and three discuss formal and informal methods used for the evaluation of the 

clusterings. This includes measures for analysing the quality of a clustering, measures for comparing two clusterings (which 

may be the result of two different algorithms) and the informal methods of inspecting the clusterings. The fourth section 

compares the hybrid clustering approach with two common approaches focusing only on one aspect, namely Clustal and 

HCE, as well as with another approach focusing on various features. It is an information fusion approach described by 

Kasturi et al. [14]. The results are presented in the last section.  

 
Data sets  

 This section describes the data sets used for the evaluation. Four groups of data sets were used. They differed in size 

in order to make facilitate debugging, observe biological specifics and analyse the quality of the clusterings.  

 
WRKY transcription factors  

 This is a family of transcription factors which have according to Wu et al. [24] a significant role in responses to biotic 

and abiotic stress. An overview on the family is given by Zhang et al. [28] and Eulgem et al. [7]. More information about the 

family and its members can be found at http://www2.mpiz-koeln.mpg.de/~somssich/. The data group was mainly used to test 

the application, especially to find semantical errorsduring the system tests. The group is rather small, containing just 26 

transcription factors. There is only one similarity set for this group with Pearson correlations between gene expression 

profiles.  

 
Results  

 This section shows the results from the evaluation and is divided into four subsections. The first part shows biological 

specifics which were observed on the results of the AP2/EREBP group. The second part analyses the clusterings. It 

measures the clusterings which were computed from the larger data group of Indica. Furthermore, it compares clusterings 

from this algorithm with clusterings from HCE. In the third part the results from clustering the data group of AtGenExpress 

are illustrated. It was also analysed if the hybrid clustering could be used for classification. The results of this analysis are 

described in the last part.  

 
Conclusions  

 In this thesis a new clustering approach was implemented and evaluated with biological data. The application was 

implemented as a software framework. From the software engineering view, it can be said that the language of choice C# 

provides many useful techniques like static classes, which were helpful during the implementation. The framework is now 

extendable with respect to various aspects, including the model, the graphical user interface and the algorithms. As pointed 

out in chapter 5 there are several possibilities how the software can be improved. 
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Abstract 
  Nowadays web browsers serve as an easy access to numerous sources of text and multimedia data. More than a billion pages are 
indexed by search engines, and finding the desired information is not an easiest task. Over the last decade, there is an explosive growth 
in the information available on the World Wide Web (WWW). This large amount of resources from the various data sources has promoted 
the need for developing automatic mining techniques on the WWW, thereby giving rise to the term ―Web Mining‖. The ―Semantic Web‖ 
and ―Web Services‖ are also aims to address this problem by providing machine interpretable semantics to provide greater machine 
support for the users. The three areas pave way for the extraction of most relevant and meaningful information from the web, thereby 
giving rise to the term ―Semantic Web Mining‖. Semantic web makes the web content meaningful to computers and it intends to support 
machine-processing capabilities. The objective of this paper is to provide an outline of web mining, its various classifications, its subtasks, 
and to give a perspective to the research community about the potential of applying techniques to extract meaningful patterns. This paper 
also gives information in the area of web services, semantic web mining and comparison of traditional web applications and semantic web 
applications thereby providing the guidelines for future research in the area of web services using web mining and semantic web. 
Keywords:  RDF, Semantic Web, WWW etc.,  
 
Introduction 

 A web service is a collection of open protocols and standards used for exchanging data between applications or 

systems. Software applications written in various programming languages and running on various platforms can use web 

services to exchange data over computer networks like the Internet in a manner similar to inter-process communication on a 

single computer. This interoperability (e.g., between Java and Python, or Windows and Linux applications) is due to the use 

of open standards. Web services are a new reproduce associated with Web applications. They are self-contained, self-

describing, modular methods which can be circulated, positioned, and invoked throughout the World Wide Web. Web 

services undertake functions that can be whatever from straight forward requirements for important information to making 

and executing challenging business procedures. Once a Web service is implemented, it could be determined and invoked by 

other applications (or other Web services). 

Web Services 

 There are certainly essentially a variety of middleware‘s one can select from: DCOM, CORBA, as well as RMI.  

The whole bunch has their positive aspects along with their negative aspects. This particular section talks about the primary 

features without worrying about too much into detail. It will factor out just how Web Services blend in to an envision. 

RMI 

 Remote Method Invocation (RMI) makes it possible for you to definitely come up with distributed Java-to Java 

applications, in which their approaches to remote Java objects can be invoked from other Java virtual machines, potentially 

upon a variety of hosts. A Java program can easily produce a call on a remote object the moment it receives a reference 

point to the remote object, either by browsing within the remote object in the bootstrap naming service offered simply by RMI 

or by obtaining the reference point as being an argument or a return value.  An individual can easily call a remote object in a 

server. Just That server can possibly be also a client of some other remote objects. RMI makes use of object serialization to 

marshal and unmarshal boundaries and will not truncate types, supporting true object-oriented polymorphism. The protocol 

utilized when it comes to communication is the Java Remote Method Protocol. 

DCOM 

 Distributed Component Object Model (DCOM) makes it possible for calls to remote objects by means of working 

together with a layer that sits on foremost of their DCE RPC process and which one communicates with all the COM runtime 

services. A DCOM server publishes its techniques towards the consumers through promoting a number of user interfaces.  
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These are generally written in IDL, which one is comparable to C++. The IDL Compiler having proxies/stubs and skeletons 

similar to a CORBA IDL compiler, but registers themselves furthermore within the system‘s registry. In extension, RMI 

reinforcement dispersed garbage assortment. The paired level determination of DCOM permits the utilization of different 

dialects to code the server objects. Like RMI, DCOM backings appropriated junk accumulation of remote server objects. 

CORBA   

 CORBA is an open standards-based remedy in order to distributed computing. The Object Management Group an 

industry syndicate, collectively the requirements for the CORBA as well as particular the world-wide-web Inter ORB Protocol, 

the traditional communication protocol between Object Request Brokers. The biggest benefit of CORBA is the fact that 

clients and servers can be written as part of any other programming language. This Specific is quite possible mainly 

because objects are characterized by having a advanced level of abstraction offered by way of the Interface Definition 

Language. 

 
Semantic Web 

 Semantic-based Web mining is a combination of two fast developing domains Semantic Web and Web mining. It can 

be read as (Semantic Web) Mining and Semantic (Web Mining) a. Semantic Web addresses the challenge by trying to make 

the data for both machine and user understandable, While, Web Mining addresses the automatically extracting the useful 

knowledge or information, hidden data, and making available of web data. 

The Semantic Web is based on a vision of Tim  

Berners-Lee, the inventor of the WWW. The great success of 

the current WWW leads to a new challenge: A huge amount 

of data is interpretable by humans only; machine support is 

limited. Berners-Lee suggests enriching the Web by machine-

process able information which supports the user in his tasks. 

For instance, today‘s search engines are already quite 

powerful, but still too often return excessively large or 

inadequate lists of hits. Machine process able information can 

point the search engine to the relevant pages and can thus 

improve both precision and recall. 

 For instance, today it is almost impossible to retrieve 

information with a keyword search when the information is 

spread over several pages. Consider, e.g., the query for Web Mining experts in a company intranet, where the only explicit 

information stored are the relationships between people and the courses they attended on one hand, and between courses 

and the topics they cover on the other hand. In that case, the use of a rule stating that people who attended a course which 

was about a certain topic have knowledge about that topic might improve the results. The process of building the Semantic 

Web is currently an area of high activity. Its structure has to be defined, and this structure then has to be filled with life. In 

order to make this task feasible, one should start with the simpler tasks first. The following steps show the direction where 

the Semantic Web is heading: 

1. Providing a common syntax for machine understandable statements. 

2. Establishing common vocabularies. 

3. Agreeing on a logical language. 

4. Using the language for exchanging proofs. 

 Berners-Lee suggested a layer structure for the 

Semantic Web. This structure reflects the steps listed 

below. It follows the understanding that each step alone will 

already provide added value, so that the Semantic Web can 

be realized in an incremental fashion. 

 
The Evolutions of Web 

 The Semantic Web was made through incremental 

changes, by bringing machine-readable descriptions to the 

data and documents already on the Web. The following 

figure illustrates the various developed technologies that 

made the concept of the Semantic Web possible.  
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Comparison of Web and Semantic Web  

 The Semantic Web and the Web are basically two names for the same thing: a global information space wherein 

something navigates with URIs. The Semantic Web exists in the Web, and is a part of the Web at the same time.  

This makes them inseparable at the URI-level, and consequently, that level is not useful for explaining the Semantic Web or 

relating it to the Web. Analogously, you cannot compare two stories in a book by comparing the individual letters - one 

needs to increase the level of abstraction of concepts to make that kind of comparison. If one increases the abstraction one 

sees that the Semantic Web and the Web are quite different, but also shares a few concepts. Basically, the name Semantic 

Web comes from that the fact that it "represents" a set of semantically and formally interlinked data units - thereby creating a 

semantic web inside the Web. But this should also indicate that there exist important conceptual differences between them. 

Roughly, there are two conceptual differences between the Semantic Web and the Web: 

(1) The Semantic Web is an information space in which the information is expressed in a special machine-targeted 
language, whereas the Web is an information space that contains information targeted at human consumption 
expressed in a wide range of natural languages. 

(2) The Semantic Web is a web of formally and semantically interlinked data, whereas the Web is a set of informally 
interlinked information. 

 By examine these conceptual differences, one finds that there are similarities; and these similarities are the use of links 

and their importance. It is easy to separate links and human oriented textual information; a text document basically means 

the same thing to the author with or without links. But the use of links can highly increase the understanding and precision of 

the information - to a viewer. Instead of only writing: "At the conference I met Benny", the semantics and precision would be 

increased to a viewer if the word Benny was a link to that person‘s homepage, and conference was a link to the conference. 

The use of links is not only to make it possible to navigate in the space, but also to share concepts.  The separation of data 

expressed in the machine-targeted language and semantical links on the Semantic Web is harder to separate, and there is a 

reason for this: The "meaning" of the information expressed in the machine-targeted language is defined by making 

semantical links between different concepts. The semantics of the data expressed in the machine-targeted language thereby 

highly depends on how its parts, or the descriptions of its parts, are semantically linked, i.e. how one concept relates to 

another concept. This is very similar to how humans communicate (a bit simplified). Languages used by humans express 

meaning by referring to a set of shared concepts that grounds the understanding of their communication. This sharing and 

building of concepts has taken thousands of years to establish. Two applications developed separately of each other have 

no shared language but possibly shared concepts. By creating universal concepts identified by URIs, we can create the set 

of shared concepts that machines need if the machines are going to comprehend the machine-targeted language. If a 

language should become universal the concepts that are used has to be universal, and by using URI they are. Hence, the 

use of semantically links on the Semantic Web is to share concepts. The biggest difference is that the Web is aimed at 

human consumption through the use of rendering software and the Semantic Web will ONLY be used by machines. The 

debate on whether the Semantic Web is the "new" Web is on the wrong level of abstraction. At the URI level they are the 

same thing, but at a higher level they differ substantially. 

Comparison of web 1.0 and web 2.0    Comparison of web 2.0 and web 3.0 
 

Comparison of web 1.0, web 2.0, web 3.0 

Web 1.0 Web 2.0 Web 3.0 

Reading web Reading/Writing web Portable Personal web 
Companies Communities Individuals 

Owning Sharing content 
Consolidating Dynamic 
Content 

Web forms Blogs Life stream  

HTML, Portals AJAX RDF 

Netscape Wikipedia, google DBpedia, igoogle 

Taxonomy Tagging User engagement 

Advantages 

Advantages of the semantic web are as follows: 

 Easy to implement, understand and use. There are many 

practical and scalable implementations available. Some of them are 

mahout (java), gensim (python), scipy (svd python). The mahout 

implementation can train on big datasets, provided you have 

computational resources. For medium size data, even matlab/octave 

would do. 

Web 1.0 Web 2.0 

Reading Reading/Writing 

Companies Communities 

Client-Server Peer-to-Peer 

HTML, Portals XML,RSS 
Taxonomy Tags 

IPOs Trade sales 

Owning Sharing 

Netscape Google 

Web Forms Web Application 

Screen Scraping APIs 

Dialup Broadband 

Hardware costs Bandwidth costs 

Lectures Conversation 

Advertising Word of mouth 
Services sold over the web Web services 

Information portals Platforms 
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 Performance: LSA is capable of assuring decent results, much better than plain vector space model. It works well on 

dataset with diverse topics. 

 Synonymy: LSA can handle Synonymy problems to some extent (depends on dataset though) 

 Runtime: Since it only involves decomposing your term document matrix, it is faster, compared to other dimensionality 

reduction models. 

 Semantic technologies enables faster searches, data integration and web service communication leading to improved 

business processes, savings in cost and time as well as greater efficiency and competitiveness. 

 More specific (better) information will be available 

 More relevant search results 

 Working on the Internet becomes easier because the Internet is more personalized 

 Knowledge sharing is made easier 

 More difficult to ―fool‖ people and to operate with a fake identity online 

 Possibilities of personalized ‗mass‘ entertainment – and the social consequences of it. 

 It is not sensitive to starting conditions (like neural network), so consistent. Since it is a popular method, will get good 

community support. And as it is already tried on diverse datasets, it is reliable. Apply it on new data is easier and faster 

compared to other methods.  

Disadvantages: 

Disadvantages of web semantic are as follow: 

 Since it is a distributional model, so not an efficient 

representation, when compared against state-of-the-art methods 

(say deep neural networks). 

 Representation is dense, so hard to index based on individual 

dimensions. 

 It is a linear model, so not the best solution to handle non 

linear dependencies. 

 The latent topic dimension cannot be chosen to arbitrary numbers. It depends on the rank of the matrix, so can't go 

beyond that. 

 The model is not humanly readable. Debug/evaluation is possible through finding similar words for each word in the 

latent space though. But otherwise not easy to interpret like, say LDA. 

 Deciding on the number of topics is based on heuristics and needs some expertise. Conventional solution is to sort the 

cumulative singular values in descending order and finding a cut (say x% of total value). 

 Privacy policy is needed more than ever 

 People that aren‘t active on the web 3.0 ―don‘t exist‖ 

 Using search results and user data in marketing 

 Easier to find personal/private information 

 People will spend more time than ever on the internet. 

 Less anonymity 

 Reputation management will become more important than ever 

Conlusion 

 The paper discussed how Semantic Web Mining can improve the results of Web Mining by exploiting the new semantic 

structures in the Web; And how the construction of the Semantic Web can make use of Web Mining techniques.  

The example provided in the above sections shows the potential benefits of further research in this integration attempt. 
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Abstract 
 A comparative study of the factors causing stress in the women working in the educational and financial sectors reveals that the 
reasons are rather comparable and do not differ much. The women in both sectors look forward to face challenges at their work place and 
are not bothered about unkind remarks, if any. They have a sense of belonging to the organization and do not feel stagnated. 
Furthermore, the working women are much less stressed by the family affairs than the work and organizational-related problems which 
shows that the family develops a positive attitude and supports her endeavour. 
Keywords : Physiological,  Psychological,  Organizational,  Endeavour. 
 
Introduction: 

 The role of women in India has changed from being traditional homemaker to an active participant in the nation 

building. Mahatma Gandhi brought a revolutionary change in the Indian society by exhorting women to discard veil and join 

freedom movement. From then on, the transformation process brought lot of change in the society, workplace and in family 

also. When we say women are in process of transformation, it does not mean that they are away from the responsibility. 

They are trying to bring the balance between the work-life (her & family) and this we call as work life balance. At the time of 

making balance, some unfavourable situation generates harmful hormones which affect her badly. These unacceptable 

conditions are the source of stress.―From Kitchen to Boardroom‖ Even the new Companies Bill 2012 gives emphasis on the 

appointment of one woman director. The Mckinsey study also indicates that companies demonstrating organizational 

excellence had higher number of women in their top management. Gender diversity can improve the corporate brand image.  

 To successfully manage a stress situation, we must first define what we mean by ―stress‖ and identify what causes it in 

order to recognize the effects of exposure to stress. Recent dictionary definitions associate the word ―stress‖ with disease. 

The Shorter Oxford Dictionary (2007) describes stress as, ―a condition or adverse circumstance that disturbs, or is likely to 

disturb, the normal physiological or psychological functioning of an individual‖.  

 
Stedman‟s Medical Dictionary (2005, 28th edition) States:-  

 Stress is the reaction of the body to forces of a deleterious nature, infections and various abnormal states that tend to 

disturb its normal physiological equilibrium.  

 In psychology, stress is a physical or psychological stimulus which, when impinging upon certain individuals, produces 

psychological strain or disequilibrium.  

 Most recently, work stress has been operationally defined by the U.K. Health and Safety Executive as, ―The adverse 

reaction people have to excessive pressures or other types of demand placed on them at work‖. (HSE, 2009). 

 
Nature of Stress 

 Change is said to be main cause of stress among the work force. The wide varieties of workplace conditions are 

associated with the pressure, physical and mental-illness. Change becomes a powerful stress agent because it necessitates 

adaption whether it is perceived as a negative or positive experience. If the stress is managed in a positive manner, it 

becomes healthy and productive. It is necessary to identify and measure the main sources of stress at workplace. Some of 

them are identified here:  

 Job Related Stress: It includes workload, organization and physical work environment, long working hours, culture and 

politics of the organization, the restrictions imposed on behaviour and so on.  

 Relationship Related Stress: It extends within and outside the organization. Changing family status/equations also 

plays important role in creating stress. Moving out from the organization, city or from family creates anxiety.  

 Stress Associated with the Home and Work Interface: It includes conflicts of loyalty, life events and life crisis and split 

over of demands from one environment to another.  
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Causes of Stress 

General Causes 

Organizational Problem   Insufficient Back –Up 

Long and Unsociable Hours   Uncertainty and Insecurity 

Poor Status, Pay and Promotion Prospects 

Specific Causes 

Unclear Role      Role Conflict 

Poor Status, Pay and Promotion Prospects   Unrealistic High Expectations 

Inability to finish job     Powerlessness 

Conflicts with colleagues     Overwork and Time pressures 

Research Statement  

―Women, Work and Stress Management - A Comparative Study of Education and Financial Sectors conducted at Chennai. 

Objectives of the Study 

1. To identify the level of stress in Educational and Financial Sectors.  

2. To examine the factors responsible for the stress.  

3. To analyze and interpret the various factors for the stress.  

4. To make recommendations for improving stress management.  

Research Design:  

 This research has been categorized as descriptive because the study includes survey and fact finding studies of 

various kinds. The major purpose of this research is description of the state of affairs or problems.  

Sampling Design: Universe Type: Finite (100)  

Sampling Design Type: Simple random probability sampling. 

Sampling Unit: Chennai as sample unit because of its rapid growth and work place for the researcher too.  

Selected Samples  

Educational Sector: Play School / Kindergartens, Public Schools, Government Colleges, Aided and Unaided 

Undergraduate Colleges, Post Graduate Colleges.  

Financial Sector  

 Life Insurance Corporation, Max Life Insurance, State Bank of India, State Bank of Mysore, Canara Bank, South Indian 

Bank, The Catholic Syrian Bank, IDBI Bank, Federal Bank, Indian Bank, Karur Vysya Bank, Brady India Shared Services 

Pvt. Ltd., Kotak Securities, Prestige Private Ltd(Accountant), Vittal Rao(C.A.), Mark D‘ Souza & Co. (C.A. Firm).  

Sample Size: Researcher has collected 100 responses from both the sectors.  

Parameters of Interest 

Organization-Related Stress:  

 Bothered about your peers scheming  

 Worried about sudden displacement and is family unhappy  

 Feeling stagnated  

 Feeling of belonging  

Job-Related Stress:  

 Better career prospects  

 Anxious about added responsibility and skill related inadequacies  

 Very often feel neglected when you are in team  

 Work loaded  

Family-Related Stress:  

 Incompatible life-partner  

 Marriage is a man-made institution; at times it fails  

 Earnings  

 Sickness of self/ family member affects the mental peace  

Self-Related Stress:  

 Spiritual growth  

 People laugh at your spiritual learning  

 Life is series of achievements and meeting challenges  

 Love to take risk when the stakes are high  

Data Collection Primary Data: Questionnaires: (Personally collected)  

Secondary Data: Internet, books on related issues and research reports of various researchers in relevance to study.  
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Data Analysis and Statistical Technique Method  

 Various statistical tools have been employed like frequency distribution, pie charts, bar graphs for analysis and 

representation of data.  

Limitation of the study:  

 Research is concentrated only on Chennai.  

 Analysis of stress has not been done on the basis of level in the organization.  

 Responses may be influenced by the colleagues or some respondents do not want to disclose.  

 Stress level and its management is studied and discussed only in context with working women. Home makers also 
undergo the process of stress.  

 Limited period of study.  
Findings:  

Organizational Stress  
1. In the Educational sector, women are not worried about the unkind remark as they are more concerned about the 

organization and their work, while in the Financial sector, difference is less and sometimes peer scheming bothers 
them.  

2. Women are looking forward to meet the Organizational demand.  
3. There is always something new to learn which does not make the employees feel stagnated in job.  
5. 94% of the respondents in the Educational sector have the feeling of belongingness with the organization while this 

percentage is slightly less (93%) in the Financial Sector.  
Job-Related Stress  
1. 84% and 80% of women in the Educational and Financial Sectors respectively look forward towards the organization 

for better career prospects.  
2. 54% of the respondents in the Financial sectors are ready to take the responsibility but only 49% of women in 

Educational Sector are prepared to take responsibility which is not a good sign.  
3. 62% and 60% of the respondents in the Educational and Financial Sectors respectively feel themselves as a part of the 

team which shows that they are aware with the importance of the team work.  
4. Work is being enjoyed by females in the Educational Sector while in the Financial Sector, sometimes female 

employees feel that they are overloaded.  
Family-Related Stress  
1. 80% and 78% of the respondents from the Educational and Financial Sectors respectively are less worried about 

incompatible partner.  
2. Mistakes can happen in man-made institutions. So, if it requires correction, it can be done.  
3. Both the life-partners are earning well, so there is no family stress related with the earnings.  
4. 63% and 39% of women in the sectors under study don‘t get affected mentally by the sickness of the self or of their 

family members.  
Self- Related Stress  
1. Spiritual growth of the respondents is good in the Educational Sector (48%) while their percentage is less in the 

Financial Sector (61%).  
2. Most of the respondents in both the sectors have answered that people are not interested in the spiritual learning of the 

respondent and consider it as their personal matter.  
3. 78% of the respondents feel life is full of challenges and they are ready to face the challenge.  
4. Without taking risk, when the stakes are high, nothing can be achieved in life and it shows high confidence level among 

women.  
Conclusion 
 The factors causing stress in the women working in the Educational and the Financial sectors and their management 
are comparable and do not differ much. The percentage of the respondents affected by the work-related stresses, namely 
organizational stress and the stress related with the type of the job is same, i.e. 40 % in both the sectors under study.  The 
family-related stress also affects the women employees in both sectors almost equally. Nevertheless, the percentage of the 
women affected by sickness in the family is much higher in the educational sector than in the finance sector. In the case of 
the self-related stress, the women employees in the two sectors do not differ much. From these studies, it may be concluded 
that the working conditions for the women employees in the educational and finance sectors are comparable and do not 
differ significantly. 
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Introduction 

 Work-life Balance Maintaining a balance between one‘s personal and professional life has become a prominent topic in 

the society. In past few years, there has been increasing interest in WLB in the press and in scholarly journals well as 

government, management and employee representative. This increase in interest is in part driven by concerns that 

unbalanced work-life relationships can result in reduced health and low performance outcomes for individual, families and 

organization. Drivers for work-life balance policies There are various factors which seems to be responsible for the 

formulation and implementation of work-life balance policies in the organization even in recent years employers have 

responded positively to the demands for greater flexibility in employment practices in order to improve staff morale, retention 

and commitment. 

 According to 2010 National Health Interview Survey Occupational Health Supplement data, 16% of U.S. workers 

reported difficulty balancing work and family. Imbalance was more prevalent among workers aged 30–44 (19%) compared 

with other age groups; non-Hispanic black workers (19%) compared with non-Hispanic white workers (16%), and Hispanic 

workers (15%); divorced or separated workers (19%) compared with married workers (16%), widowed workers (13%), and 

never married workers (15%); and workers having a bachelor's degree and higher (18%) compared with workers having a 

high school diploma or G.E.D. (16%), and workers with less than a high school education (15%). Workers in agriculture, 

forestry, fishing, and hunting industries (9%) had a lower prevalence rate of work–family imbalance compared to all 

employed adults (16%). Among occupations, a higher prevalence rate of work–family imbalance was found in legal 

occupations (26%), whereas a lower prevalence rate was observed for workers in office and administrative support (14%) 

and farming, forestry, and fishing occupations (10%). 

 
Role of gender and family: 

 Work–life conflict is not gender-specific. According to the Center for American Progress, 90 percent of working mothers 

and 95 percent of working fathers report work–family conflict. However, because of the social norms surrounding each 

gender role, and how the organization views its ideal worker, men and women handle the work–life balance differently. 

Organizations play a large part in how their employees deal with work–life balance. Some companies have taken proactive 

measures in providing programs and initiatives to help their employees cope with work–life balance. 

 The conflict of work and family can be exacerbated by perceived deviation from the "ideal worker" archetype, leading to 

those with caretaker roles to be perceived as not as dedicated to the organization. This has a disproportionate impact on 

working mothers, who are seen as less worthy of training than childless women.  

 
Changes in perceived gender roles: 

 Today there are many young women who do not want to just stay at home and do house work, but want to have 

careers. About 64% of mothers whose youngest child was under age six, and 77% of mothers with a youngest child age 6-

17 were employed in 2010, indicating that the majority of women with dependent care responsibilities cannot or do not wish 

to give up careers. While women are increasingly represented in the work force, they still face challenges balancing work 

and home life. Both domestic and market labor compete for time and energy. "For women, the results show that only time 

spent in female housework chores has a significant negative effect on wages".  

 Many men do not see work alone as providing their lives with full satisfaction; and want a balance between paid work 

and personal attachments, without being penalized at work. These men may desire to work part-time, in order to spend 

more time with their families. More men are realizing that work is not their only primary source of fulfillment from life. A new 

study on fatherhood (2010) shows that more men are looking for alternatives to their 40-hour workweek in order to spend 
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more time with their family. Though working less means a smaller paycheck and higher stress levels, men are looking for 

flexibility just as much as women. However, with an ever-changing society, flexibility is becoming much more apparent. "It 

seems that some traditional stereotypes are starting to lessen just a bit in terms of who‘s responsible for care of the child ren" 

says human resource specialist Steve Moore. Traditionalism is becoming less frequent due to what‘s actually practical for 

each individual family.  

 Men often face unequal opportunity to family life as they are often expected to be the financial supporter of the family 

unit, "the masculine ideal of a worker unencumbered by caregiving obligations is built into workplace structures and patterns 

of reward."  

 
Consequences of an imbalance: 

 Mental health is a balancing act that may be affected by four factors: the influence of unfavourable genes, by wounding 

trauma, by private pressures and most recently by the stress of working. Many people expose themselves unsolicited to the 

so-called job stress, because the "hard worker" enjoys a very high social recognition. These aspects can be the cause of an 

imbalance in the areas of life. But there are also other reasons which can lead to such an imbalance. The psychological 

strain, which in turn affects the health, increases due to the strong pressure of time, but also by the complexity of work, 

growing responsibilities, concern for long-term existential protection and more. The mentioned stresses and strains could 

lead in the long term to irreversible, physical signs of wear as well as to negative effects on the human cardiovascular and 

immune systems.  

 Prominent cultural beliefs that parenthood is the best avenue for a happy fulfilling life may not be justified. In, The Joys 

of Parenthood Reconsidered, what was found is the opposite, that parents actually suffer worse mental and physical health 

than childless adults. This is associated with the high costs of parenthood described in the article. Simon states that,  

"In America we lack institutional supports that would help ease the social and economic burdens associated with 

parenthood." Psychoanalysts diagnose uncertainty as the dominant attitude to life in the postmodern society. This 

uncertainty can be caused by the pressure which is executed from the society to the humans. It is the uncertainty to fail, but 

also the fear of their own limits, not to achieve something what the society expects, and especially the desire for recognition 

in all areas of life. In today's society we are in a permanent competition. Appearance, occupation, education of the children - 

everything is compared to a media staged ideal.  

 The burnout syndrome seems to be gaining popularity. There seems nothing to be ashamed to show weaknesses, but 

quite the opposite: The burnout is part of a successful career like a home for the role model family. Besides that the 

statement which describes the burnout as a "socially recognized precious version of the depression and despair that lets 

also at the moment of failure the self-image intact" fits and therefore concludes "Only losers become depressed, burnout 

against it is a diagnosis for winners, more precisely, for former winners." 

However, it is fact that four out of five Germans complain about too much stress. One in six under 60 swallows at least once 

a week, a pill for the soul, whether it is against insomnia, depression or just for a bit more drive in the stressful everyday life. 

The phases of burnout can be described, among other things, first by great ambition, then follows the suppression of failure, 

isolation and finally, the cynical attitude towards the employer or supervisor. Concerned persons have very often also 

anxiety disorders and depressions, which are serious mental diseases. Depressions are the predominant causes of the 

nearly 10,000 suicides that occur alone each year in Germany. The implications of such imbalances can be further 

measured in figures: In 1993, early retirement due to mental illness still made 15.4 percent of all cases. In 2008, there were 

already 35.6 percent. Even in the days of illness, the proportion of failures due to mental disorders increased. Statisticians 

calculated that 41 million absent days in 2008 went to the account of these crises, which led to 3.9 billion euros in lost 

production costs.  

 
Work life balance in hospitals: 

 Medical professionals are facing ethical dilemma when it comes to work life balance and feel stressed at work. This will 

have adverse effect on the level of satisfaction of the patients and their dependents. The doctors are also worried about 

gaining new knowledge and learning new techniques. Further, there is increasing stress with reference to their future growth 

in their careers. There is an increasing trend of burnout (losing interest in the profession) among medical doctors due to 

various reasons. This study is focusing on factors influencing work life balance of medical professionals in Riyadh, Saudi 

Arabia, to sustain interest in the profession.  Work-life balance among employees has now become an issue of concern 

among employees as well as for employers in healthcare industry. The growing participation of women in workplace and 

twin career families has produced totally diversified workforce, which give rise of maintaining work-life balance among 

employees. The concern of government is also seems to be increased for the issue in past few decades because imbalance 

work-life cause negative impact on employee‘s health which consequently reduce the productivity and creativity among 

employees and organizations, results directly ‗?or indirectly in financial losses. Job stress become the crucial problem in 
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hospitals as mostly organizations nowadays suffering with the problem of inadequate staff, more expectations by the side of 

patients and their families, long and odd working hours. Instead of it exposure to hazardous substances and infectious 

diseases rise the level of work-stress among healthcare staff. Previous research revealed that the level of stress and rates 

of psychological problems among healthcare workers are quite high than any other sector. The repercussions of these 

undesirable outcomes not only affect the employers but also create negative impact on patients‘ health. There are many 

studies conducted in various countries on work-life balance but limited studies are conducted in Asian countries. Recent 

researches pointed out that excess pressure of work create negative impact on heath among employees.  

 Work-life Balance Practices Modern era is witnessing that employers of present world are more interested in 

introducing innovative practice in response to the changes in the demand of employees and in the practices of business 

world. Higher rate of attrition among healthcare employees and higher demand for balanced work-life forced the 

organization to introduce more HR interventions. Consequently practices like working hours flexibility, alternative 

arrangements for work, benefits related to family care, leave and employee assistance programmes are considered to be an 

important part of organizational offerings. These policies, practices 59 programmes are referred as ‗work-life benefits and 

practices‘ (WLBPs). These interventions are considered very significant.  

 Work-life balance policies help the employees in the proper management of their personal and professional life but also 

increase the sense of commitment and belongingness among employees which in turn result in low attrition rate and high 

organizational performance. However, concern of individual for their families is not a latest phenomenon. Since from 

industrialization various measures for welfare like better conditions for working measures for ―health, safety and security‖ are 

provided to employees by their employers. Later on these practices became the norms of various factories, either because 

of the concern of employers towards their employees or because of the result of labour unions‖ demand. World War II 

brought significant change in the composition of workforce in organizations, it gives rise to diversified workforce and 

increase the number of female members in workplace, consequently work-family issues got significant attention worldwide 

which directed the government to provide facilities like child care.  

 However till now the concept of Work-life Balance acquired substantial consideration and been practiced as a 

campaign by several organizations. There are considerable difference in the practices provided by organizations under the 

umbrella of work-life balance like few are providing policies related to flexible work arrangements, child care facilities, leave 

policies etc. while other provide facilities related to recreation and gymnasium at work. Though the notion has recorded 

significant attention by managers, consultants and from employers in India, the initiatives of organizations are not noticeable. 

Despite the recognition of the fact that the policies and practices of work-life balance create positive impact on organization 

as a whole, the formation and implementation of these policies are not seen in various organizations of India. It gives rise to 

the question that what factors are responsible behind the decision of organization‘s to introduce WLBPs.      

 Work-life balance practices will assist employees in balancing their work and family demands, which can in turn lead to 

enhanced employee productivity and significant business improvements. By enabling employees to schedule their time in 

order to better balance competing demands from work and from home, and by helping employees to procure third-party 

assistance with care giving responsibilities, such practices are intended to reduce or eliminate levels of work-life conflict, and 

thereby augment employee performance and organizational effectiveness.  

 Providing work-life practices does not necessarily entail a reduction in levels of staff work-life conflict, then, and even 

where this is the case, there is a dearth of research investigating the mediating role of work-life conflict in the link between 

work-life practice provision and organizational effectiveness. Furthermore, much of the research literature groups a number 

of work-life practices together when relating provision or use to attitudinal or behavioural outcomes. This only clouds the 

issue of whether such a variety of work-life practices can be expected to produce similar effects.  

 Another issue with the existing research is that availability of work-life practices is often measured, as opposed to 

actual use of such practices. This, however, brings us to another potential explanation for the link between work-life 

practices and organizational performance. While work-life conflict is generally held to be a mediator in the link between 

provision of practices and performance outcomes, this proposition remains untested. Existing research designs often neglect 

to distinguish between practice availability and practice use, and largely fail to differentiate among work-life practices, 

rendering it difficult to reach conclusions regarding their common or distinct effort. 

 A study of the ‗100 Best Companies for Working Mothers‘ revealed that organizations offering work-life balance 

practices enjoyed increased profit rates. Work-life balance practices rely on their ability to enhance recruitment and 

retention, and reduce work-life conflict among employees. It Work-Life Practices and Organizational Performance 30 makes 

intuitive sense that offering work-life balance practices would attract individuals to an organization, and that using these 

practices would result in improved employee attitudes and behaviours within the organization. However, two things become 

clear after reviewing the literature on work-life balance practices and organizational performance. One, such practices do not 

necessarily reduce levels of employee work-life conflict. Employee take-up may be low due to concerns that using work-life 
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practices will result in reduced advancement opportunities or perceptions of the employee as being less committed to the 

organization. 

 
Implications for Practice 

 A survey by the Society of Human Resource Management (SHRM) in 2002 showed 70% of employees report an 

unhealthy balance between their work and personal lives. Still, 70% of employees ranked family as the most important 

priority in their lives (up from previous years; Halpern &Murphy, 2005). Taken together, the survey results suggest that 

employees view family as an increasingly valuable, but less attainable aspect of their busy lives.  

 
Conclusion 

 The Internship process has been done in the hospital during the period May-June 2017 on the topic work life balance. 

General information has been collected with regard to the age, marital status, dependency, years of work experience and 

the attitude towards their job. 

 Opinions regarding work life balance have been collected from 51 employees from the hospital, out of30 employees 

were below the age group of 24 years, 15 employees belong to 25-35 years of age, 4 employees belong to 36-45 years of 

age and 2 were above 45 years; 35 employees were unmarried and 16 employees were married; 38 employees have below 

5 years of experience, 9 members have 6-10 years of experience, 1 member have 11-15 years of experience and 3 

members have more than 15 years of work experience; 26 of them felt that easy with regard to work-life balance, 12 of them 

felt tough to balance their work and life the job, 14 of them felt happy with the balance of their work and life. 

 Employees report blatant failure when attempting to balance work and non work demands. After years of research and 

organizational policies, why are employees still struggling to balance work and life demands? The answer in some 

organizations is because work life balance has yet to become a genuine priority. Upper management needs to implement 

the policies, and frontline managers need to enforce them. Without generating a supportive work life culture in which 

employees feel they should (or could)utilize work life benefits, employees feel discouraged or even punished for taking time 

away from work to meet non  work needs. Employers can promote a positive work life culture by actions at different levels. 

Organizations that establish a positive work life culture will gain a favorable reputation among job applicants to target and 

retain higher quality individuals.  
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Pricing Meaning 

 Pricing is the process whereby a business sets the price at which it will sell its products and services and may be part 
of the business‘s marketing plan 

 In selling prices, the business will take into account the price at which it could acquire the goods, the manufacturing 
cost, the market place, competition, market condition, brand and quality of product 

 Pricing is a fundamental aspect of financial modeling and is one of the four Ps of the marketing mix. 
Objectives of Pricing: 

The objectives of pricing includes, 

 the financial goals of the country (i.e,profitability) 

 the fit with marketplace realities (will customers buy at the price) 

 the extent to which the price supports a product‘s market positioning and can be consistent with the other variables in 

marketing mix. 

Pricing (from marketer‟s view): 

 An efficient price is a price that is very close to the maximum that customers are prepared to pay 

 In economic terms, it is a price that is very close to the maximum that customer economic surplus to the producer 

 A good pricing strategy would be the one which could between the price floorr and ceiling 

Pricing strategies: 

 Marketers develop an overall pricing strategy that is consistent with the organization‘s mission and values 

 The pricing strategy typically becomes part of the company‘s overall long-term strategic plan 

 The strategy is designed to provide broad guidance to price-setters and ensures that the pricing strategy is consistent 

with other elements to the marketing plan        

Goods and Services Tax (GST) 

What is GST? 

 Goods and Service tax is an indirect tax that is applicable for replacing different taxes levied by the central and state 

government. 

 It would enable the goods to move from state to another without any stoppage at state borders for payment of state tax 

and also reduce the paper work to the large extent. 

Objective of GST: 

 The main objective of GST system is to amalgamate several central and state taxes into a single tax and eradicate 

double taxation. 

Worldwide GST:     

S. No Country GST Rate 

1 Australia 10% 

2 France 19.6% 

3 Canada 5% 

4 Germany 19% 

5 Japan 5% 

6 Singapore 7% 

7 New Zealand 15% 
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Models of GST: 

 

Gst In India 

Features : 

 GST came into enforce from 1st July 

 2017. 

 The various indirect taxes like 

entertainment tax, central excise duty, service tax, 

octroi, value added tax (VAT), central sales 

tax(CST), etc. Has been replaced by the single 

tax system -GST.  

 This tax system would amalgamate several central and state taxes into a single tax and eradicate double taxation. 

 
Various GST Tax Rates in India: 

Benefits of GST in INDIA: 

The major benefits of GST in India : 

 The tax structure will be made lean and simple. 

 The entire Indian market will be under single umbrella about 

 taxation. 

 It can bring more transparency and good compliance. 

 Number of departments (tax departments) will reduce which in 

turn may lead to less corruption. 

 More business entities will come under the tax system which would lead to more revenue tax collections. 

 Companies under unorganized sector will come under tax regime. 

 
The Impact of GST on Indian Economy 

 By bringing all the taxes under single roof, we are simplifying our  process of referring rules under different taxes. 

 Similarly, the tax burden will reduce same as the person recharge amount reduces. 

 The only thing that changes is the way of claiming input tax credit. Without GST, input excise or service tax cannot be 

claimed against output VAT. But now, with the introduction of GST, it may become possible. 

GST on Consumer Goods Pricing in India 

Features 

 It is the comprehensive indirect tax, where tax rate various from 5% to 28% as par as consumer goods is concerned. 

 In consumer goods, GST is a consumption-based tax. 

Benefits of GST on consumer Goods In India 

 Since GST mainly Eradicate double taxation, it would enable the goods to move from one state another without any 

stoppage at state borders for payment of state tax  

 It also reduce the paper work to the largest extent. 

 
Impacts of GST on Consumer Goods in India:  

The impact of GST on FMCG are as follows: 

 The implementation of GST will have mixed effects on the this sectors of Indian economy. 

 Some products that are kept under the lower brackets will be benefitted while some will suffer a lot due to their 

placement in higher brackets. The price of those items will increase tremendously. 

S.No Sector Impact of GST GST 
rates 1 FMCG 

sector 
 GST is collected at each stage of purchase or sale in the supply chain 

 GST is a comsumption-based tax as Consumer goods is concerned. 

 Since there is no heavy changes in the tax rate ,there is only lesser impact. 

 
Depends 

 

The Impact of GST on Common Man in India 

 Manufacturer, wholesaler or retailer have to pay the applicable GST rate and can claim input-GST through tax credit 

mechanism. 

 But being the last person in the supply chain, consumer will bear this tax 

 Thus From Consumer point of view , GST is a last point retail tax 

 

S. No GST Type Component 

1 CGST It is levied by central government. It is approved  
by reflecting revenue considerations 

2 SGST It is levied by state government  
approved by acceptability 

3 IGST Here, cross utilization of CGST and SGST  
would not be permitted in integrated GST. 

S. No GST tax Rate Sectors 

1 5% Automobile sector 

2 12% Consumer goods  

3 18% Cement industry  

4 28% FMCG 
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Various GST rate for consumer Goods 

 

Conclusion: 

 In the theme, GST brings all the major indirect 

taxes under single roof, the rate of GST varies from lower to 

higher for several consumer goods . 

 Though there is a variation between existing tax 

rate and GST rate, the average of this two proves that there 

is no such big impacts on goods pricing 

 Infact, GST rate facilitated the transportation of 

consumer goods from the place of manufacturer to the 

place of consumer. 

 The only thing that as to be altered is ‗the 

wholesalers and retailers should practice GST rate 

efficiently by way of changing their accounting system which 

will  provide the clear cut view of ‗THE IMPACT OF GST ON 

CONSUMER GOODS  PRICING. 
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S.No Item GST rate Exisiting rate 

1 Preserved vegetables 18 0 

2 Agarbathi 12 0 

3 Butter, ghee, cheese 12 6 

4 Dry fruits 12 6 

5 Jams jellies 18 12 

6 Instant , aroma coffee 28 26 

7 Coffee 5 6 

8 Sugar syraps 28 26 

9 Toothpaste 28 26 

10 Deodorants 28 26 

11 Shaving cream  28 26 

12 Soyabean , groundnut 5 6 

13 Tea 5 6 

14 Toilet paper 18 18.5 

15 Hot water bottles 18 18.5 

16 Tooth powder 12 26 

17 Cereals 0 0 

18 Puffed rice Exempt 0 

19 Cattle feed Exempt 0 

20 Salt  Exempt 0 


