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Abstract

In a societal stture, we have many stakeholders, one among them are companies or corporate houses. These Corporate hous
are meaningfully contributing from their fund which impact their internal stakeholders and also openhanuhétiflyiwegdart societal
India cgporate companies like TATA and Birla are practicing the Corporate Social Responsibility (CSR) for decades, long before
become a popular basis. There are many instances where corporate have played a dominant role in addressing issues of educ
heath, environment and livelihoods through their corporate social responsibility interventions across the cdlattonsAs per United
and the European Commission, Corporate Social Responsibility (CSR) leadslitvetriplefimtimotection ofremment and
fight for social justice. It is expected that Civil society, activist groups, Government and corporate seetbier shauihteork to
appropriate means and avenues for the marginalized and bring them to the mainstreanSRHesucqesstfiQy it as a core
part of a companyds development strategy. It i fgl policlepport ant
and practices that achieve triple fiotkaesults.
Keywords: Corporate Sharateis, 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. Tl
Corporate houseeaningfully contiilbgifrom their fumehich impact their internal stakeholders and also open handedly
support societal initiatives. In India corporate companies like TATA and Birla are practicing the Corporate Sc
Responsibility (CSR) for decades, long before CSR pepolaebasis. There are many instances where corporations
have played a dominant role in addressing issues of education, health, environment and livelihoods through their cory
social responsibility interventions across the AsugrylUnitedatibns and the European Commission, Corporate
Social Responsibility (CSR) leads to the tripinieotpoafits, protection oéttvironment and fight for social justice. It
is expected that Civil society, activist groups, Government and timgpshatgldeoork together to create appropriate
means and avenues for the marginalized and bring them to the mainstream. The success of CSR lies in practicing it
core part of a companyds devel op tmedantify, gramota and inplement | t i
successful policies and practices that achieve tripgiecomtutts.
The Problems of CSR

At one end of the spectrum, CSR can be viewed simply as a collection of good citizenship activities being engage
varios organizations. At the other end, it can be a way of doing business that has significant impact on society. For
latter vision to be enacted in India, it will be necessary to build CSR into a movement. That is to say, public and pi
organizationsgill need to come together to set standards, share best practices, jointly promote CSR, and pool resourt
where useful. An alliance of interested stakeholders will be able to take collective action to establisha®SR as an integr:
of doing busine$is is not a passing fad. There are more than 1,000,000 registered companies in India out of which le
than 1 percent companies are traded on the Indian Stock Exchange. A new Trend has started in Corporate is
establishment of special committeesheitboard 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 cc
of 70 multinational corporate houses and 25 ndtienarganizations and has become a unique resource for building
capability in CSH.h e wel | accepted definition of CSR is not a
sustainable business while several Indian companies talk abuet baspwss 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
stakehol der s. According to the | ndifmanciaCpmsnpmile adt e : i Su
depleting sociand environmental aspects and CSR implies supporting issues related to children, women an
environment 0. These corporate refer in its definiti
commaity, development is often seen as charity. In the Indian context it is seen as a large responsibility of a corporate
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only by stakeholders but also by the local Indian management. The background of this is that stakeholders see the
western compias as capitalist islands in a developing country. This position gives them a certain responsibility towards
community3. Mo s t of the MNC6ébs | eave room to their 1In
they have a spediahd. All kinds of initiatives are developed by the interviewed Indian companies, many times bottom 1
initiated by the employees. Nearly all leading corporate in India are involved in corporate social responsibility (C
programs in areas like educhgaith, 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, Indiar
Corporation among others. The 2010 list oAFibes6s 648 Heroes of Philanthropy
also featured four Indians. India has been named among the top ten Asian countries paying increasing importance to
corporate social responsibility (CSR) disclosure nornsrandiedwaurth in the list, according to Changing Scenario
of Corporate Management 3 social enterprise CSR Asia's Asian Sustainability Ranking (ASR), released in October 20(
Moreover, in 2009, the government made it mandatory for all publicngesti@sdid spend 2 per cent of their
net profits on corporate social responsibility. Besides the private sector, the government is also ensuring that the f
sector companies participate actively in CSR initiatives. The Department of Bsib{i2PEhtbasigprepared
guidelines for central public sector enterprises to take up important corporate social responsibility pyojcts to be fundec
5 per cent of the company's net profits. Today, CSR in India has gone beyond merely charigndiisi donations
approached in a more organized fashion. It has become an integral part of the corporate strategy. Companies have
teams that devise specific policies, strategies and goals for their CSR programs and set aside budgets to support 1
These proga ms , i n many cases, are based on a clearly defi
business expertise. A handful corporate houses are dedicated and practicing the CSR as they are dictated by the very
of their existendeis observed that many companies are promoting their CSR activities and uses it as a tool for Marketir
This denotes that the companies are far from perfect as the emphasis is not on social good but rather as a promotion |
Thus, the present papenainly focus on the Issues and Challenges for Corporate Social Responsibility in India. Lookin
into necessities of the objectives of the study the research design employed for the study is of descriptive type.

Issuesand Challenges
Many companidsink that corporate social responsibility is a peripheral issue for their business and customel

satisfaction more important for them. They imagine that customer satisfaction is how only about price and service, bu

fail to point out on important ekahgt 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 bus
towards CSR include:

The Shrinking Role of Goventh

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 challe

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

participating and contributing to CSR activities of companies. This is largely attributable to the fatietioat there exists li

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

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

communication Wween the company and the community at the gfdestdsBuild Local Capacities: There is a need

for capacity

91 Building of the local -gomernmental organizations as there is serious dearth of trained and efficient organizations
that can effectivebntribute to the ongoing CSR activities initiated by companies. This seriously compromises scalin
up of CSR initiatives and subsequently limits the scope of such activities.

1 Issues of Transparency: Lack of transparency is one of the Key issuts tyotnghsdovey. There is an
expression by the companies that there exists lack of transparency on the part of the local implementing agencie
they do not make adequate efforts to disclose information on their programs, audit issues, iBpdct assessment
utilization of funds.

1 This reported lack of transparency negatively impacts the process of trust building between companies and |
communities, which is a key to the success of any CSR initiative at the local level.
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1 Nonavailability of Well Oigath Noigovernmental Organizations: It is also reported that treerailesiiioy of
well organized nongovernmental organizations in remote and rural areas that can assess and identify real needs
community and work along with companiessteuwtssful 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
levels.

9 Cases of successful CSR initiatives is welcomedeasist gapd stories and sensitizes the local population about
various ongoing CSR initiatives of companies. This apparent influence of gaining visibility and branding exercise
leads many nongovernmental organizations to involve themseheaselrpeygnaims; in the process, they often
miss out on meaningful grassroots interventions.

1 Organizations and Government agencies usually possess a narrow outlook towards the CSR initiatives of compa
often defining CSR initiatives moreddeearthalocal 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.

9 Statutory guidelines or policy directives to give a definitive direction to CSR initiatives of wodnbaaitree It is f
scale of CSR initiatives of companies should depend upon their business size and profile. In other words, the bigge
company, the bigger is its CSR program.

1 Consensus amongst local agencies regarding CSR projects. This lack affeconssunissisn duplication of
activities by corporate houses in areas of their intervention. This results in a competitive spirit between Ig

i mpl ementing agencies rather than buil dirltiestool | abol
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 recommendatic
the survey are firm indications eXigimg 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 foll
recommendations are listed for sensidecation by all concerned stakeholders for their effective operationalization to
deepen CSR in the companyés core business and to bui
1 CSR amongst the general public to maketi@8rRsnnore effectieis noted that partnerships between all

stakeholders including.

1 The private sector, employees, local communities, the Government and society in general are either not effective
effectively operational at the grassrebis thke CSR domain.

1 Itis found that corporate houses agdvesnmental 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 o
more beneficiaries.

1 Itis found that many CSR initiatives and programs are Taken up in urban areas and localities. As a result, the imp:
such projects does not reach the needy and the poor in the rural areas.

1 It is noted that the Government shasiderorewarding and Recognizing corporate houses and their partner
nongovernmental organizations implementing projects that effectively cover the poor and the underprivileged.

1 Itis noted that CSR as a subject or discipline should be made Cougnéssrgatdols and in colleges and
universities to sensitize students about social and development issues and the role of CSR in helping corporate hc
strike a judicious balance between their business and societal concerns.

91 Itis found that there gpproximately 250 corporate houses in The country that are directly involved in various CSF
initiatives. These companies continue to decide their own projects depending on a number of parameters.

T These efforts are dr i v é¢perspgeaivesdny eade pf iniplereentatianrofptteein @S;Rs o
projects.

1 Itis found that companies involved in CSR implement rojects in the areas of health, education, environment, livelil
disaster management and women empowerment, to mention a few.

1 Itismt eworthy to underline that t he Governmentds po
operationdé Changing Scenario of Corporate Managemer

1 The National Policy was subsequently cleared by the Cabinet ino@03f &inel imest blueprints available on
partnerships between the Government, the voluntary sector and the private sector.

1 Partnership between the Government and otheGotgreshave been well defined in policy documents at all
levels and as a riehave come to stay; the only effort needed now is to develop common strategies to translate polic
pronouncements into demonstrable action agendas.

1 The role and efforts of the private sector in taking Development agenda forward with fodwsalbbh, education,
environment, livelihood, women empowerment, disaster management to mention a few have been visible and effe
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Conclusion
The concept of Corporate Social Responsibility is now firmly rooted on the global business agenda. But in orde
moe from theory to concrete action, many obstacles need to be overcome. A key challenge facing business is the nec
more reliable indicators of progress in the field of CSR, along with the dissemination of CSR strategies. Transparenc
dialogue can Ipeto make a business appear more trustworthy, and push up the standards of other organizations at t
same time. Some of the positive outcomes that can arise when businesses adopt a policy of social responsibility incluc
Company Benefitdmproved &ncial performance; Lower operating costs; Enhanced brand image and reputation;
Increased sales and customer loyalty; Greater productivity and quality; More ability to attract and retain employ
Reduced regulatory oversight; Access to capital; dieek$ayceProduct safety and decreased liability.
Benefits to the Community and the General Pulifiaritable contribigjoBmployee volunteer programs;
Corporate involvement in community education, employment and homelessness progrgrasdPRpaalitgt safet
Environmental Benefit&sreater material recyclability; Better product durability and functionality; Greater use of
renewable resources; Integration of environmental management tools into business pleydeiackessgéfe
andcosting, environmental management standardslaedtireco
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Thereare different studies that have been conducted in various countries in various industries with resgigcatwcustomer loy
competitivadvantageThis study is undertaken in Sri Lanka in banking services industry. This studgtatteimetsheo
relationship between customer loyalty and competitive advantage. Related previous literatures have been Tdadwstd in two parts
pat reviewed customer loyalty and the second part has reviewed competitBasmdvantageiew of literature, a conceptual
model has been developed by researchers as afraseavonk. This study is a conclusive design whisreltteneshigdts
between customer loyalty and competitive ahaaritagestudy, researchers have collected a sample size of 100 bank customers for
undertaking the research using simple random sample. Primary data collection is made by researchgéos with the distribu
guestionnaires at banks.This study analysed data by bivariate regression analysis with the support of SB8&3sResults of the re
analysis revealed thaltie of R square is 0.509 which explains around 51% of the variation. ValusqobeajesdesOR which
explains around 50% of the variation i.e. customer loyalty has explained more than 50% the variation ovegecompetitive advar
Hypothesis test has rejected null and accepted alternative. Since null hypothesis is rejpaebypothedierie accepted
customer loyalty is related with competitive advantage. Study concludes that customer loyalty has relat®asvigniatecompetiti
KeywordsBivariate 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 pro
based business or service based businesses. Researchers have mentioned that customer loyalty is important in se
sector than prodbased businesses. Since service based businesses have to maintain customer loyalty this study focus
on banking services for this research. Research studies have mentioned that when customers are loyal to the firm the
be easy to reach competitidantageSrilankan banking sector has focused on rapid development in technological
environment and innovative culture. Srilankan banking sector is comprised of many government and private banks. -
are new entrants in banking sector. Already,cibraeetition 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 |
achieve competitive advantage for service firnmn Breuigerior services for their customers becomes vital for banking
sector. Banks provide innovative products and service to their customers. Several management experts have done res
studies on customer loyalty. Researchers have pointed aoassifialt Gustomer loyalty strategy leads to customer
retention. Customer retention rate vary from industry to industry. In few industries, there is an improvement of 5 perc
customer retention which has led to an increase of 25 percent to ®Bofiesagddrin, Hartley, and Rudelius, 2009;
Reichheld and Sasser, 1990). Further there are studies that have mentioned about customer loyalty and compe
advantage in different industries. Taking into account of this scenario, researdters tovenedertdike 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 likeedustbreeaqerceiv
customer satisfactihilin and Robin (2004) studied aistarner perceived value, satisfaction, and loyalty with the role
of switching costs. It has been mentioned that it is a marketplace reality that marketing manageswitdhimgtimes inflict
costs on their customers, to inhibit them from defecting to new suppliers.In a competitive setting, such as the Int
market, where competition may be only one click away, there has been the potential of switching costs as an exit barri
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a binding ingredient of customer loyalty beconiEhalterack studies regarding customer competitive advantage with
the combination of customer satisfaction. Wolfgang (1991) stuaiedgabontpgtitive advantage through customer
satisfactiowolflang Miller believes that customer satisfaction is the key to future corporate success in European marke
The evidence is the changing nature of competition (decreasing brand loyalties and buyer focus on price versus qualit
the increasing emphasisompanies on keeping customers happy. These studies have been carried out alone or witt
some other constructs in various countries, in various industries and in various time frames. Knowing this research ga
present study is undertaken by ressarcisri 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.

Tablel: ResearclQuestiorandObjectie

Research question Research objective

Is customer loyalty related to competitive advan) To determine the relationship between customer loyalty and compet

Significance of the Study

This study is important for various reasonsrelseveral studies that have been conducted in different industries
in customer loyalty using different methodologies. For instanDeyi(Z80@ndtudied about customer loyaky in t
hotel industry with the role of customer satisfaction and image. Researchers have adopted the role of customer satisf
and image taking the hotel industry. This proposed study takes a different approach for undertaking research usi
bivariate afysis in banking sector. Researchers have pointed out that loyalty is a dominant factor of business succes:
has been denoted by researchers that | oyalty of a fi
or gani z ass.This studlysis pppularénesome other countries like UK and Newdeadeentd Uncles (1997)
have studies aboustomer loyalty programmes iraylindwi(2000) studied aboustomer loyalty in New Zealand.
Hsin and Yi (20@amined the determinants of customer loyalty in mobile commercEatoai®s imere are
limited studies in Sri Lanka. Realising this, proposed research is conducteGéor§e hadkRin(1998) have
mentioned thatrategy is about seeking new edges in a market while slowing the erosion of present advantages. F
reaching competitive advantage, new strategies like customer loyalty have to be linked with competitive advantag
busines World for survival of the business. Similarly, there are few research findings that focused on customer loyalty
competitive advantage but with various findings. Due to various findings, researchers have been motivated to carry
study betweenstomer 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 th
study, it was tried to identiffathiers 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
customer satisfaction with the perforofahoesekeeping, reception, food and beverage, and price are positively
correlated to customer loydin and Yi (20@%amined the determinants of customer loyalty in mobile commerce
contextsThe purpose of this study was to develop and validaigssutier loyalty model. Based on IS and marketing
literature, a comprehensive set of constructs and hypotheses were compiled with a methodology for testing ther
guestionnaire was constructed and data were collected from 255 arsensroé systerm Taiwan. Structural
modeling techniques were then applied to analyze the data. The results indicated that customer loyalty was affecte
perceived value, trust, habit, and customer satisfaction, with customer satisfaction playing @ rmiacial timtervenin
relationship of perceived value and trust to loyalty.

Reviews of Competitivelvantage

Zhilin and Robin (2004) studied ahustbrogperceived value, satisfaction, and loyalty with the role of switching
costs. This study examined theratiodeeffects of switching costs on customer loyalty through both satisfaction and
perceivedalue measures. The results, evoked frorbas®@desurvey of online service users, indicated that companies
that strive for customer loyalty should foculy pimsatisfaction and perceived value. The moderating effects of
switching costs on the association of customer loyalty and customer satisfaction and perceived value are significan
when the level of customer satisfaction or perceived valuavisrade®bff (1998) studied about hosting web
communities that is based on building relationships, increasing customer loyalty, and maintaining a competitive e
Augustineand Mary1994) studied about human resource systems and sustained competitive advantage from &
competendyased perspectivighis study explores tlgeptial of human resource systems to facilitate or inhibit the
development and utilization of organizational competencies. These cdmpedmagesal, infased,
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transformational, and odipsed are presumed to yield sustained competitivegadeargdirm. The competency

based perspective, by focusing attention on the HR activities, functions, and processes that enhance or impede compg
accumulation and exploitation, complements the behavioural perspective (&clntiatthkson] 987 and,

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

Conceptual Model
This study has developed a conceptual framework as depicted in Figure

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.
Table2: Null andhlternative Hypothesis

Null hypothesis Altemative hypothesis

Customer loyalty is not related with competitive ag ~ Customer loyalty is related with competitive adve

Research Design and Methodology
Research Design

In this study, researchers have undertaken a conclusive design avbengddtienship tests between customer
loyalty and competitive advantage.
SampleSizeandSampling Technique

This study has a sample size of 100 bank customers for undertaking the research. These 100 bank customers wer
the basis of simpdedom 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 supporstatiSieSSyression analysis is a
statistical process for estimating the relationship among variables. More specifically, regression analysis helps
relationship between independent variable and dependent variable.
Results and Discussion of Findings
Regrasion Overall Results

Table 3 of tabulates the model summary between customer loyalty and competitive advantage. According to m
summary, value of R square is 0.509 which explains around 51% of the variation. Customer loyalty has explained ai
51% 6 the variation over competitive advantage. Adjusted R square is 0.504. This means that customer loyalty |
explained around 50% of variation over competitive advantage. So, customer loyalty is the factor which influer
competitive advantage by 50.délel Bummary table is tabulated in Table 3.

Table 3: Model Summary

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

1 714 .509 .504 418

a.Predictors: (Constant), Customer loyalty
Table €xplains about coefficients. Constant unstaddaath 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. Standau
beta coefficient for customer loyalty is 0.714. T values fondcustanter 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 4Coefficient

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
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Formulation of Regression Formula

Coefficient table 3 supports to for regression formula.As per the regressiomeesiligveesearioped 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 competiiatsaduargages.
Hypothesis Test

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

Table 5: Hypothesisst

Null hypothesis Alternative hypothesis | P value| Significance levegl Reject Null
Custor_n_er loyalty is not related Custom_e_r loyalty is related \ 0.000 0.05 Yes
competive advantage competitive advantage

p- value is 0.000 which is less than 0.05 significant level. Therefore customer loyalty has significant relationship
competitive advantage. According to thesiosagreedel, null hypothesis is rejected and alternative hypothesis is
accepted. Rejecting null and accepting alternative refers to that customer loyalty is related with competitive advantage
is why, test result has also been supported by R sgdpsgteth® square in model summary table.

Conclusion

Results of the regression analysis revealatlithaf 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 theotremiationds, customer loyalty has
explained more than 50% the variation over competitive dditantafgeeta coefficient is 0.701 which has a higher
value. This refers to when customer loyalty raises competitive advantagsiadsoaeiiies.value found in this
study, researchers have formulated a regression forn
Formula also discloses when customer loyalty increases competitive advantage also increases. Ragaadtchers have se
and alternative hypothesis as fACustomer | oyalty is n
with competitive advantageo. Results of hypot.hesis r
Thus, null hypothesis is rejected and alternative hypothesis is accepted. Rejecting null and accepting alternative ref
that customer loyalty is related with competitive advantage. Study concludes that customer loyalty has relationshig
compeiite advantage.
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In the business word, every sector has completion. Service sector is not also an exemption. On this greuadtethis study is und
in banking sector of Sri Lanka. This study has a research objentivengf thctors correlated with competitive advantage. For
carrying out this study, researchers have reviewed theoretically an&esepiibalty. have developed a research framework
based on theoretical review and empirical review. 5 siid aftamihtive hypotheses have been set in this study by researchers.

This research has designed conclusively since this study tests the correlation between competitive advaatdge and its constitt
Research sites are banks in Ampara Districyl hasstiaken data from 100 bank customers. Data for this study are collected from a
guestionnaire designed by researchers. Collected data are analyzed by correlation technique using SPSS With the version of
Researchers have conducted a correlalj@msan this study. Correlation analysis is used to know the relationship between product
reliability, product engineering, sales & marketing team, investment on innovative products and access telieiéaple & speedier
system and competitive adgant@sults of correlation analysis revealdtetbadre perfect positive correlations between product
reliability &caess to reliable &speedier delivery system &distribution channels and competitive advantage. Similarly, correlatic
betweemroducengineering, sales & marketing team & investment on innovatamedprodymdtitive advantage are moderate

positive. Study concludes that all the variables taken in this study are correlated with competitive advantage.

Keyword€Competitive advantagerelation study

Introduction
Competition can be found in everywhere but mostly in service based organizations. Organizational competitivenes

become the center in the strategic man agdnaneanthorih i t er a
this field is Porter who explicitly introduced concepts of competitive strategy, competitive forces and competitive adva
Among tons of strategic |iteratures, o0nent tesoprées a l i ns

capabilities, valadding services in a value icla@ 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 V
Rdert (1997) has indicated that driven by more demanding customers, global compgttich, esuhsloves and

industries, many organizations search for new ways to achieve and retain a competitive advantage. Service sect
improving in Sri LarRa.this basis, banking industry of Sri Lanka is going up while gaining competitive advantage. In tr
changing economic environment, service organisationsare competing with each other to gain competitive advantage
the view of ensuring the competitjes 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 stu

Statement of the Problem

Problem refers to cadictory viewpoints of researchers. Various researchers have pinpointed various ideas for
competitive advantage. Robert (1997) studiedistbmer value that is based upon the next source for competitive
advantage. This researcher has pinpointeabtteitempts have largely looked internally within the organization for
improvement, such as reflected by quality management, reengineering, downsizing, and restructuring. However, the
major source for competitive advantage may likely come fromanchanéeotation toward customers, as indicated by
the many calls for organizations to compete on superior customer value delivery. It was concluded that compe!
advantage framework put forward by researcher is important for thinking aladue,ctisstonggrwalue learning,
and the related skills that managers will need to create and implement superior customer value strategies.As per dif
contradictory viewpoints, there is a need to do a study on competitive advantage. Timdettaikesiud\benking
sector of Sri Lanka.In addition to these different viewpoints, researchers have conducted research studies in various
such as economiBarney200) studied abotlte resourde a s e d  disvstudyweseaicher hashmerdiabout
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positioning of the resotiased view with the focus of different réssedteheories.Proposed study is different from
the study conducted by Barney (2001). This proposed study focuses on the field of management.
ResearciQuestiorandObjetive
Statement of the problem derives to obtain the following research question and objective as tabulated in Table 1.
Table 1: ResearcuestiorandObjective

Research question Research objective

What factors are correlated with competitive advg To determine factors correlated with competitive ac

Significance of the Research

This study is important in several ways. Research findings may be helpful for bankers to differentiate their product:
services from other banks. This resedirghifirexpected 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 compe
advantage offering. This research is expected tetcotiteliap management and middle level management through
the development and implementation of strategies in order to become the best practices that ensure competitive adva
This research has given academic focus in the area of competitivim atldititengen this importance, this study has
an importance of filling the literature gap, methodological gap andanalytical gap. Previous researchstudies have |
conducted in different methodologies and in different analyses. This study rfelatises stndgorDue to this
importance, researchers conducted thi€estaggtitive advantage has been studied with some other constructs. Linda
(2000) studied abonbwledge transfer from a basis for competitive advantage in firms. Researdhiahas argue
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 wh
researchers have reviewed ayarnheories 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 advar
and cometitive advantage. As per the comparative advantage theory, comparative advantage can lead countries
specialize in exporting primary goods and raw materials that trap cenageséoromies due to terms of trade.
This theory is based morecomanic side. But, competitive advantage attempts to correct for this issue by stressing
maxi mi zing scale economies in goods and services tha
is paraphrased. Competitive advantage sk®$s some of the criticisms of comparative advantage. Porter (1985)
proposed a theory. Competitive strategy is about being different. It means deliberately choosing to perform actiy
differently or to perform different activities than rixads touthédjue or mix of value. Porter emphasizes productivity
growth as the focus of national strategies. Competitive advantage rests on the notion that cheap labor is ubiquitous
natural resources are not necessary for a good economy.Porténdic88) ledout three generic strategies such as
cost |l eadership strategy, nmbiefofusaneanageraentiflidost leaaarstip f oc u s
strategy is an integrated set of action taken to produce goods or satuiessthéttafe acceptable to customers at the
lowest cost, relative to that of competitors (Ireland, et. Al, 2011). The generic of differentiation stragegy involves creal
market position that is perceived as being uniqueithelastdythat isstainable 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 stl
ideally tries to get businesses to aim at a few target markets ratherténgatteyiag/one. 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 m
usually focus on the needs of the customer and how the products or services.
Empirial Reviews

Few previous studies are reviewed in this section with respect to competitivedad{Zitayestudied about
knowledge transfer from a basis for competitive advantaghisnstimhs.is built on a framework of knowledge
reservoirs tshow why knowledge transfer can be difficult and to identify the kinds of knowledge that are most difficult
transfer to different contexts. This study develops the proposition that interactions among people, tasks, and tools are
likely to fit theew context and hence are the most difficult to transfer. This theoretical result illuminates how organizatic
can derive competitive advantage by transferring knowledge internally at the same time preventing its external trans
competitors. Sinoeople are more similar within than between organizations, interactions involving people transfer mo
readily within than between firms. By embedding knowledge in interactions involving people, organizations can both
knowledge transfer internatlyrapede 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)ktudiedaboutorganizational 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 isol
Previous findings suggest that the cultures of some firms have these attributes; thus, these cultures are a source of
advantages. Results have revealed that firms that do not have the required cultures cannot engage in activities the
modify thecultures and generate sustained superior financial performance because their modified cultures typically wil
neither rare nor imperfectly imitable. It was concluded that firms that have cultures with the required attributes can c
sustained suparfinancial performance from their cultures.

Research Framework
Theoretical review and empirical review helped supported to obtain the following research framework as exhibited in Figu
Fig.1: Research Framework for Competitive advantage

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

Null Hypothesis Alternative Hypothesis
- Product reliability is not relatg Product reliability is related t
Reliability competitive advantage competitive advantage
Product engineering is not rel{ Product engineering is relate
Prres to competitive advantage competitive advantage

relinlilo ) Sales & marketing team is ng Sales & marketing team is

spe_edier Prod 2 2
delivery En;jw‘;ﬁ;g related to competitive advanti related to competitive advan

Fystetn and n - T .
disitution Investment on inative Investment on innovative
liiaiails C ompetitive advanta i 1

P & productsis not related to products is related to compe
competitive advantage advantage
Access to reliable and speedi Access to reliatand speedier|
delivery system and distributi{ delivery system and distribut
scesiesien St channels is not related to channels is related to
ARy il g competitive advantage competitive advantage

products team

Research Design and Methodology
Research Design

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

Methodology
Research SiteRResearch sites are banks. There are 13 domestic licensed commercial banks such as Sampath Bank Pl
Commercial Bank ofGeon, Seyl an Bank PLC, Hatt on National Bank,

Population and Samplall the customers of banks in Ampara District are taken as population. However, for data
collection purpose, this study has taken data from 100rbark cust

DataCollection Data for this study have been collected from a questionnaire designed by researchers. Data collection w
based on primary data collection.

DataAnalytical Technique Table 3: Correlation Scale
Collected data were analyzed by correlation technique USiNg g e Relationship
SPSS with the version of 22.0. Pearson correlation anatysis—is — :
' , , pe Perfect gsitive correlation
usedto estimate how one variable is related to, or affeeted-by — .
. . . . e{svv.éen +0.9to+( Positive strong correlation
another variable. It is the term referring the technique fof-studying —
. X ) B‘egwﬁé“h +0.7to+{ Moderate positive correlat
the relationship between two or more variables.The ra "ant e 040+ Weak - o
correlation coefficient is in betvieand +1. If the cotiela clween + LA 1o ea |p95| Ve correlation
coefficient is negative, then the variables are inversely priop@rtional No refation .
and it is1; if the coefficient is 0, there is no association hetRgen0-4 0.1 Weak.negatlve correlation
variables. If the coefficient is positive, then the variapld3€tygen0-4t0-0.7 | Negative moderate correls
associated directly and it will maxinhies, ivis +1. The Between0.7t00.9 | Negative strong correlatiol
correlation scale can be shown by the Table3. -1 Perfect negative correlatig
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Results and Discussion of Findings
Correlation Analysi€orrelation analysis is used to know the relationship between product reliabiligerprgduct engin
sales & marketing teanvesment on innovative products and access to reliable &sjresgiesystem and
competitivedvantagBesults of correlation analysis have been tabulated in table 4.

Table 4: Results @forrelation Analysis

. Investment on Access to reliable and
competmenod oy | Exantanng | g | [MOvbe. | speeier Glvery sysiom a
products distribution channels
r 0.946 0.579 0.686 0.664 0.799
Sig. (%ailed) 0.000 .000 .000 0.000 0.000
n 100 100 100 100 100

As per the results of correlation analysis, values of correlatigodhettvestiability, product engineering, sales &
marketing team, investment on innovative products and access to reliable & speedier delivery system and compe
advantage are 0.946, 0.579, 0.686, 0.664 and 0.799 respectively. There are perfect positive correlations between pr
reliability &caess to reliable &speedier delivery system &distribution channels and competitive advantage. These varial
have corralion values greater than 0.7. Similarly, correlationgptmtueteangineering, sales & marketing team
&investment on innovative prododtsompetitive advantage are moderate positive. These variables have correlations
values that range betweero@4/t
Hypotheses Testing

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

Table 5: Developétipotheses

. . . p Significance| Rejection 0

Null Hypothesis Alternative Hypothesis value level Null
Product reliability is noteelat competitive | Product reliability is related to competitivi 0.000| 0.05 Yes
advantage advantage
Product engineering is not related to com| Product engineering is related to compet 0.000| 0.05 Yes
advantage advantage
Sales & marketing tesumot related to Sales & marketing team is related to cor] 0.000 0.05 Yes
competitive advantage advantage
Investment on innovative productsis not r{ Investment on innovative products is relg 0.000| 0.05 Yes
competitive advantage competitive advantage
Access to reliable and speedier delivery sys| Access to reliable and speedier delivery sy| 0.000 0.05 Yes
distribution channels is not related to compe| distribution channels is related to competitiy
advantage advantage

Results of hypotheses test revealed that p values of all the variables are less than significance level. Thus, all the
hypotheses are rejected and all the alternative hypotheses are accepted. Rejecting all the nulls and accepting al
alternative refer to that there is correlation bgivegkret reliability, product engineering, sales & marketing team,
investment on innovative products and access to reliable & speedier delivery system and competitive advantage.
Conclusion

In this study, resdwrs have a research objective of knowing the correlation between competitive advantage and it
constituents. Results of the correlation conducted by researchers peveade defiettility, product engineering, sales
& marketing team, investmeintnowative 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 pr
reliability &caess to reliable &speediaretglsystem &distribution channels have correlation values that are greater than
0.7. Similarly, correlations betgrednct engineering, sales & marketing team & investment on innovhative products
correlation values that vary between 0.4 toddmpeéthive advantage which refers to correlation is moderhte positive.
was found that there are perfect positive correlations between productcebahitityeBahle &speedier delivery
system &distribution channels and competitive a@ianitadye.crrelation between product engineering, sales &
marketing team & investment on innovative anadoeispetitive advantage is moderate positive. Conclusion was that
all the variables are correlated with competitive advantage.
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Service sector is booming all over the world. Thus, it needs an academic and research focus in the ways@f customer loyalty
competitive advantafieking into account of this situation, researchers attempted to do a study on the banking industry of Sri Lank
I nthisstudy, researchers have raised a researechofqufetsa i ampl
dscriptive statisticso. As the first attempt, isrseidyéesarchers
descriptive research. Primary data are collected in this study using questionnaire method. Data algzpcesétitedhdes amh
graphs by descriptive analysis usingFs#38fs of the demographic variables of respondents were bases on gender, age and working
experience. Majority of the respondents are female cesjfometle Rt s 6 a g e tth3d bccupyahe iop @dacebMajoritye e n = 2 ¢
of the respondents have more than 6 years of experience. Riesdtiptii/ehstatistics are based on mean and standard deviation. As
per the overall and individual results, customers have an averagaulnydiykefuése, 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.

KeywordsCompetitive Advantage, Customer Loyalty, Descriptive Statistics.

Introduction

At present, the banking industry of Sri Lanka is moving forward ensuring competitive advantage while performi
superior auxiliary service for shaping and wupgradin
Customelt oyalty is defined as fa deeply held commitment
consistently in the future, despite situational influences and marketing efforts having the potential to cause switc
behavioro (XpttCestomd®drnOl, oywal 39 plays an i mportant, [
customers provide firms a consistent source of revenue (repeat and increased purchases) and for cost reduction
promotional expenses), thus incrgasfitgbility. 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 defe
against competitive forces. There are many souocegetifive advantage such as making thequiglitgst
product/service, providing superior customer service, achieving lower costs than rivals, having a more conver
geographic location, designing a product/servicethat performs better thaandsmpetkiiggba more reliable and
longetasting product, and providing buyers more value for the money. To succeed in building a competitive advantac
firm must try to provide what buyers will perceive as "supeitbervalggod product/ seatice low price or a
"better" product/ service that is worth paying more for. Customer loyalty is important in service sectors to have comp
advantage. This is because the services sector has remained the leading contributor for dradogahms\Sititankan
the strengths of sub service sector which is comprised of wholesale & retail trade, hotels& restaurants, transpc
communication, banking, insurance & real estates, ownership ofdwellings, government services and private sen
(Sourc&€ental Bank of Sri Lanka: Publicatmmmomic and Financial Reports). Researchers have selected banking
service sector for undertaking study.
Statement of the Problem

Problenof thisstudy is stated using previous literature findings with respewarttoyaisyoand competitive
advantage. There are number of previous studies that have been conducted in different industries with respect to cus
loyalty. In the hospitality industry, Elliott (2010) studied about hotels that can increasiathéregfiiesdrpom
thatdecreases the value of a loyalty programme. In this study, it was found that there was less competitive advantage
customer loyalty programme in a particular hotel taken in this study. There were some othérldyghly successfu
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programmes that have been developed by a particular company taken in this study. Hemlock (2009) studied about |
loyalty in a particular company that has focused on customer services and email newsletters.Similarly, there were !
other studs that have been conducted in competitive advantage.With respect to competitive advantage, Porter (19
proposed the theory. Competitiveadvantage refers to deliberately choosing to perform activities differently or to pe
different activities thaalsi to deliver a unique or mix of value. There are number of research studies that focused or
competitive advantage. Mar@gd983) studied abaatrnerstones of competitive advantage from a-rasedrce
viewln this study, researcher developed ambdhals 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 conc
that developed model based on four conditionsfie betfusingle business strategy and corporate strategy. These
studies have been carried outusing different methodologies, analyses and industries. But, this study is based
descriptivestatistics in banking industry.
ResearctQuestiorandObjective

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

Table 1: ResearcuestiorandObjective

Research Question Research Objective

Is it possible to apply descriptive statistics? To apply descriptstatistics

Significance of the Study

This study is important in several ways. Knowledge of customer loyalty is important for service businesses like bal
to obtain competitive advantage. When there is competitive advantage there mays Her mtentalitie
development. Alchid®50) studied abontertainty, evolution, and economic theory. In this study, it has been indicated
that mderstanding sources of sustained competitive advantage has become a major area of research in strate
manageent. Studies have been conducted using analyses such as correlation and regression. This study focuses
descriptive statistics. Findings of this study will be helpful to know about easy understanding aboutndescriptive illustr:
about demographicfipgo This study may fill analytical gap of descriptive statistics in the area of customer loyalty an
competitive advantage. There are studies that have been carried out in different sectors. But, this study focuses on bz
sector for study purposecBechers 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 compe
advantage. For the first instanstenoer loyalty is reviedesiandKungl1994) studied abaustomer loyalty toward
an integrated conceptual framework. Resedrave found thastomer loyalty is viewed as the strength of the
relationship between an individual's relative attitude and repeat patronage. It was concluded that the selationship is se
mediated by social norms and situational factorse, Gdfgetiive, and conative antecedents of relative attitude are
identified as contributing to loyalty, along with motivational, perceptual, and behaviorebratins$euj@mites
Kishore (2002) studied ahatbmer loyalty ha@mmerce that haseaploration of its antecedents and consequences.
This study investigates the antecedents and consequences of customer loyalty in asicandimse imasiiB2E)
context. Study identified eight factors (fheu8tomization, contact interactiwg), a@mmunity, convenience,
cultivation, choice, and character) that potentiallyayadgcaied develop scales to measure these factors. This study
collected data from 1,211 online customers. It was found that all these factors, exceppacndarabdnct, was
also revealed thatogalty has an impact on two custlated outcomes such as-wfordouth promotion and
willingness to pay mé@lowing the customer loyalty, this section reviews competitive advarit8§6) sttikidn (
about ncertainty, evolution, and economic ffdergtudy examined the link between firm resources and sustained
competitive advantage. Four empirical indicators of the potential of firm resources to generate sustained compe
advantagealuerareness, imitability, and substitutabilitiscussed. The model is applied by analyzing the potential of
several firm resources for generating sustained competitive advantages. This study concluded that this firm resource |
is important for sustal competitive advantage for other business dideffrigeedHarbi{1998studiechbouthe
relational view from cooperative strategy and sourcesgahinétional competitive advaiRagearchers argued
that an increasingly important unit of analysis for understanding competitive advantage istthecr fatoastig b
identify four potential sources ofiigéizational competitive advantage such as (33peddicomssets, (2)
knowledgsharing routines, (3) complementary resources/capabilities, and (4) effective governance. We examine eac
these potential sources of rent in detail, identifyingréegsads, and also discuss the isolating mechanisms that serve
to preserve relational rents. Finally, study concluded that how the relational view may offer normative prescriptions fol
level strategies that contradict the prescriptions offered by those witlasexbs@wcer industry structure view.
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Research Design and Methodology

Research Desigimhe research study has conducts a descriptive research. This study useisjsurivethiechn

research.

DataCollectionPrimary data are collected in this study. The primary data are collected using questionnaire method.
Researclbites Research sites are commercial banks. According to the latest publication on annzlbaplort of cent

of Sri Lanka, there are 13 domestic licensed commercial banks that are responsible for the provision of banking ser
These 13 banks were selected for data collection.

SamplingrechniqueBank customers were randomly selected during theduaakiom 9:00a.m. to 3:00p.m.near to

the aforementioned banking branches located in Ampara.

Data Presentation and AnalyBlata were presented and analyzed with tables and graphs by descriptive analysis using
SPSS.

Results and Discussion of FindinBesearchers analyse the data using descriptive analysis. Researchers first analyse
demographic profile variables in this section.

Demographic Profile Analysi3emographic profile of respondents is analysed using descriptive analysis. For this
descriptevanalysis.ethographic profile variables such as gender, age, and working experience consideredin this analys

are analysed descriptively.

Gender of thRespondents

This is an analysis of how many customers were male and female. TablelRrtbbulaftesaflecand female customers.

Table2: Number dflaleandFemale Customers

Frequency Percent| Valid percen] Cumulative percer When considering the gender of the
Male 36 36 36 36 sample population, 64% wustotners are
Femalg 64 64 64 100 female and 36% of customers are male.
Total 100 100 100

Age of the Respondents

According to the age ofébpandents, respondents bet@tn35 are higher and those between 36 to 55 occupy
the second place. In the third place, there are respanttemteyears. The following Table 3 tabulates data about

the age range of customers.
Table 3: Age of tHeespondents

Valid | Cumulative When considering the age range, most

Frequency Percent percent| percent | of the customers are in the age group of 26
Less than 25 yeg 16 16.0 16.0 16.0 35, as 50% from the sample population. In
Between 26 to 3 50 50.0 50.0 66.0 additiori 9% of customers are in the below
Betwes 36 t0 45 19 19.0 19.0 85.0 36- 45, 16% of customers are in the range
Between 46 t0 5 9 9.0 9.0 94.0 of <25 years, 9% of customers are in the
Greater than 55 6 6.0 6.0 100.0 | range of 4655 and rest of the sample 6%
Total 100 100.0 100.0 are in above 55 years.

Work Experience

Table 4 tabulates the frequency of work expetiensel@fted 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 experiel

Table 4: Work Experience of the Respondents

valid | Cumulativd When considering the work experience of
Frequency Percent o ont| Percent | the respondents, 12% oftoousrs are
Less than 2 years 12 12.0 12.0 12.0 having below 2 yearso e
21 4 years 10 10.0 10.0 220 customers are having the work experience
47 6 years 17 17.0 17.0 39.0 between P 4 years,17% of customers are
Greater than 6yed 61 610 | 610 100.0 | having work experience betweén64
Total 100 1000 | 1000 years and 61% of customers are having

Descriptive Stastics

work experience above 6 years.

Inthis section, descriptive statistics for customer loyalty and competitive advantage are described. For the first inst:
descriptive statistics for customer loyalty is presented. Table 5 tabulates customer loyalty on an overall basis an
individual basis. As per the overall and individual results, customers have an average loyalty of around 4.
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Table 5: Customéepyaltyon anOverall Basiand arindividual Basis

n | Mean| Std. deviatior Similarly, descriptive statistics for
Customer loyalty (Overall) 100| 3.56 0.445 competitive advantage are tabulated on an
Customeryalty due to special featurel 100| 3.72 0.654 average basiand an individual basis.
Customer loyalty due to innovative fg 100| 3.72 0.634 Table 6 tabulatesdescriptive statistics for
Customer loyalty due to creative feat| 100| 3.72 0.624 competitive advantageon an average basis

and an individual basis.Mean value of resporgibatsvith a standard deviation value of 0.563 on an overall basis.

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

Table 6: Descriptiatisticsfor Competitive Advantage anAverage Basiand anindividual Basis

Std. Deviation| Conclusion

descri pt i merderstb ansies toithiss 0

research objective, descriptive statistics are used in

this study by researcheResults of the

demographic variables of respondents were bases

on gender, age and working experience. Majority of

the respondents are female omess.

N Mean

Competitive Advantag| 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 innovg 100| 3.28 0.832
Accessgoreliabland 100| 3.51 0.715
speedier delivery syst
Respondent sd age that

Thisst udy has an objectiwv

varies between 26 to 35 occupy

experience. Results ofdéerriptive statistics are based on mean and standard deviation. As per the overall and individu:

results, customers have an average loyalty of drikewdsé, 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.

References

1. AlanS. DickkunalBasi 1 9 €4 st oiner Loyalty: Towar dVaB2Issn2t egr at e

pp. 110.

2. Alchian, A1 950 er fiai nt vy, e v o | uAmera@an,Ecomomid Reziewp\rolo383pr t he o

401

3. JeffreyH. Dyeand HarbirSingh(1998),iThe Relational View: Cooperative Strategy and Sources of Inter

organi zati onal ACalemivaragemeReveews.@d3Na4pp.G6GLE0 ,

4, Mar gar et
pp. 17991

o

Mi chael E.

A . ThePcerheesteseof confpétifive 8dyantagé: A reboarsee d Vol 14el$8.03,

Porter

and Victor E. Millar (1985),

6. Srini S. Srinivasan, Rolph AndarsKishore Ponnavolu (2002)u&tomer loyalty iccenmerce: an

explorati

16

on of

MARUDHAR KESARI JAIN COLLEGE FOR WOMEN

T

i t s Jaumal ef Retailigph 78slss,ghp. db0c onsequenceso,


http://journals.sagepub.com/author/Dick%2C+Alan+S
http://journals.sagepub.com/author/Basu%2C+Kunal
http://amr.aom.org/search?author1=Jeffrey+H.+Dyer&sortspec=date&submit=Submit
http://amr.aom.org/search?author1=Harbir+Singh&sortspec=date&submit=Submit
http://www.sciencedirect.com/science/journal/00224359
http://www.sciencedirect.com/science/journal/00224359/78/1

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

AUGMENTED CONTEMPORARY INNOVATION IN MULTIMEDIA
(WITH SPECIAL REFERENCE TO TAMIL TV CHANNELS)

Dr. G. Deepalakshmi
Head, Department of Business Administration,
Marudhar Kesari Jain College for Women

Introduction

Multimedia thefieldconcernedith thecomputer controlleéhtegrationf text,graphics,drawings, stillnaovng
images (video), animation, auttloaayother medisvhereeverytype ofinformation came representedtored
transmittedndprocessedigitallyMultimediss theterm used tescribéwoor mordypesof media combingdto a
single packagsuallglenotingcombinatiosf somer d ofthefollowingideo, animation, text, and pictures. Multimedia
givegheusertheopportunitpinfluencéhepresentatiosf material.

In the intervening forty years, the word has taken on different meanings. In the late 1970s, the term referrec
presentations consistinguifiprojector slide shawsed to an audio track. However, by the 1990s 'multimedia’ took on
its current meaning.the 1993 first editioMuoitimdia: Making It Woikay Vaughan declared "Multimedia is any
combination of text, graphic art, sound, animation, and video that is delivered by computer. Wheii gfwai allow the user
viewer of the projetd control what and when these elementvared]diisiteractive multimedéen you provide
a structure of linked elements through which the user can navigate, interactive multiippeiendiBaomes
The German language soGiesgllschaft fur deutsche Spracbgnized the word's significance and iniquitousness in
the 1990s by awarding it the tierofan 'Word of the Yieak995. The institute summed up its rationale by stating
"[Multimedia] has become a central word in the wonderful new media world."

In common usageltimedigefers to an electronicalivered 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 withir
definition as understood by millions. Some computers which wene thark&@dsiwere called "multimedia”
computers because they incorporatedR@N[Arive, which allowed for the delivery of several hundred megabytes of
video, picture, and audio data. That era saw also a boost in the pthdatitorafitimedi@BDROMsThe term
"video", if not used exclusively to describe motion photography, is ambigueugimmaltigwdeads often used
to describe the file format, delivery format, or presentation formafootsigawhichis used to distinguish
motiomphotograplyom'animatidrofrenderedhotion 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 .
methods of informatiqprocessing (e.g. 4materactive audio) are often called multimedia, perhaps to
distinguistatianedia fromctivamedia. In tHae artsfor exampleeda Luss LuykeModulAftrings two key
elements of musical composition and film into the world of painting: variation of a theme and movement of and wit
picture, makinpduladninteractivanultimedia form of Berforming argy also be considered multimedia
considering that performerpamtare multiple forms of both content and media.

Objectives
1 To identify the latest innovation in TV Channels.
1 To suggest suitable suggestion to improve TRP Rating in TV program.

Limitations
1 Thestug coveronlymultimedi@amil TV channel)
1 Samplsizein50fromcollegestudentg vaniyambadi, soiits othgropulation.

Research Methodology
1 Percentage analysis.
1 Chisquare test.

Shanlax International Journ al of Management 17


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

International Conference on

Augmented Contemporary ldeas and Innovation in Business Interventions

Percentage Analysis

ARoughly what pe recoanthsamnpt éromaafpopulatiahimight express a particula attgude; and
the pearsonian are as a measure of resemblance between the attitude patterns of two populations. Caution is urged
use of tests of statistical significance when appliedeo atiifeatt eobected 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 cre
contingency table from the frequency distribution and repoieeteditata for better understanding.

ChiSquare Test

A statistical method assessing the goodness of fit between a set of observed values and those expected theoretice
A chisquared test, also writtenassX is any statistical hypothesigtiesein the sampling distribution of the test

statisticisaehigu ar ed
s h o rsquaréddest.

use

Data Analysis & Interpretation

d as

di stri

Tablel: Year ofNatchindl VProgram

Interpretation Abovetablestates tha27 ofthe

respondents anaatchind Vfor thel to imtervals and

10respondentsatchingVfor6 to 1§ears andthers

are30r

espondents

bution w
pearsonds

hen the

chi

Tableb: Preference of TRrogram

nebgbahggot Besbdso

S.No Intervals Response S.No Program Response
1 1-5 27 1 Fiction 26
2 6-10 10 2 NonFiction 24
3 Others 30 3 Total 50
Total 50 Interpretation: From the above table the

respondence are equally interested in both fiction &Non

Fiction p

rogram

Table6: Improving TRP Rating

Table2: Preference towards TV Channels S:No 'Crltena Response
. hannel Response 1 Innovation 20
S 1N0 < sun 1p0 2 Should match present tre 10
2 Vijay 27 3 Interacting Bntertaining 15
3 Others 13 4 Humo®& Attractivement 5
Total 50 5 Others, Specify _
Interpretation Above table states that 27 the Total 50
respondence are majority and they watch Vijay TV often  Interpretation: From the above tabline

Tabek 3: InnovativeChannel respondentre mor@nterestetbwardsnnovatioand

S. No Channel Name Response theysaythatit willimprovéhe TRPrating.
1 Sun 6 Ha Yearof TVwatchershangeccordingp new
2 Vijay 44 innovation
3 Raj - H1: Year of TV watchers will not change according
4 Jaya - to new innovation
5 Oth(_?l_f,tslpeCify 5'0 Table 7Contingency Tabulation
otal i
Interpretation: From the above table 44 gr};tlnoer; 15 6-10 Total
respondentare respondedowardsVijay TV for its Vijay 17 10 57
Innovativeew. . Sun 05 5 10
Tabled: Ex.peclztatlorirom TVProgram Other 06 7 13
S.No Criteria Response
- 28 22 50
1 Entertainment 20 -
2 Innovation 14 j2=1.169
3 Humors 8 =1
4 To feel leisure 2 Xe=3.84
5 Adventure/News 6
Total 50 Results

Interpretation:From the above table 20 of the Hois acceptediencat is concludethataudience
respondence said they expecting entertainment in T@reéexpectingewinnovation.
Program
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Findings

1 Majorlpftherespondence are watching TV prograh fgeds.

Majorlyf the grougirl watch Vijay TV.

Most innovativ® Thannel in Vijay TV.

Respondence is expecting Entertainment from TV channels.

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

= =4 -4 4 A

innwation.

ISSN: 2821 -4643

Results of hypotheses pittned Ho is acceptethence ifs concludedhat audienceare expectingiew

1 As per the hypothesis results , the audience are expecting new innovation from TV Programs
Suggestions
Alltherespondencare younggirlsin vaniyambadtiney suggeshatif the TV prograrshownewinnovatioand
entertainmesttall rain its FRating.
Conclusion

Hencedlt is provedhat TV channelsire mostemergingndit is alsosupportedy youngmindsalso.If the TV

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

Qusstioneries

1.

~

How Long you Watch TV Programms?

A.12:15 years B.1620 years

C.6-10 years D.1-5 years E.More thaB0Years
Which Tamil TV you Watch Often?

A.SunTVv B.VijayTV

C.Zee Tamil D.Jayarv E.Other Specify
State th€hannels which is More Innovative?

A.Sun TV B. Vijay TV

C.RajTV D. Jaya TV E. Other Specify
Which you Expect from TV Program?

A.Entertainment B.Innovation

C.Human D.To Feel Leissure E.Adventurslews
Which TV Program you Migst?

A.Fictior{Seridl B.NonFiction

If Fiction State the Serial Name?
If NoHfiction State the Program Name?

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

A.Innovation B.Should Match Present Trend
Clnteesting and EntertainingD.Humour and Attractiveness
E.Other Specify
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A STUDY OF IMPLEMENTATION OF TOTAL QUALITY MANAGEMENT IN
MANAGEMENT INSTITUTES IN VELLORE DISTRICT

Dr. D. Maria Antony Raj
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HOD, Dept of Business Administration,
Sacred Heart College (Autonomous), Tirupattur

Abstract

This paper reports on a study of faculty perceptions of the implementation of total quality management (fv@M). Results of a s
coveringManagement Educational Institutes in Vellore District, providing quality education have been projected. Aspects discus
include, TQM deployment, tools used, successes, failures, benefits, and problems encountered. The majoitted respondents ind
teir institutebs commitment to TQM but a signif tatomoft | y s ma
a formal TQM program and benchmarked internal quality standards. Even smaller percentages responded |toaheé use of TQM too
qualitbenhancing activities. Though some of the faculties agreed to the allocation of budget by the institute for deeelopment howeve
implementation on the ground does not seem to take place. Faculties strive to achieve acadeshiarexesibemsthiitcs to
create an environment of mutwual trust. The i ffectivelyt Moste s mak e
of the institutes have a formal evaluation system.
Keywords: TQM, Management Instititesception, Service Marketing

Introduction

This paper discusses the findings of a survey of faculty perceptions regarding total quality management (T(
practices in Management Institutions in Vellore District. TQM has preoccupied thelatsimtiss aridbattademic
communities, first in manufacturing and then more recently in the service sector. Today, customers have bec
increasingly discerning and are demanding high quality in products, servicésstiumesnofifthe 21st century
resemble a corporate organization. All countries are seeking to improve their institutes, and to respond better to h
social and economic expectations. With the changing scenarios and economy, the education sector no more compri:
the traditionaistitutes especially in the developed communities. Quality in educational institutes attracts as much atten
as is the case of other service sector organizations. Most of the institutions are now a days opting fonlSO 9001 certific:

This study ¢ases on organizations rendering services directly to people that are intangible such as the service
performed by a school/coll ege that are intangible an
the organization is not tedlérom the customdéhe latter must physically be present throughout the service act, unlike
other sectors such as manufacturing. This intensive interaction between the service organization (Institutes) anc
customer (Students) in person has drqtwlity 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 tiheely extensively
performance (skills, judgment, andgjraifiits personnel (Faculties) who render the service act. The disposition of
empl oyees (Faculties) assumes far greater significa
customers from unhappy employees.
Review of Literature

TQM habeen used successfully in variety of organizations, including manufacturing and service organizations. T¢
was first applied in industries. Colleges and universities have later gradually started applying TQM principles. S
researchers have documentedditherience of 1ISO 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 qu
excellence (Lakhe and Mohanty, 1994). TQM caredeadgef holistic management philosophy aimed at continuous
i mprovement in all functions of an organization to d
(Demirbag et al., 2006). Management Leadership is a key factmrss aid@®@M in higher education institutions (Tari,
2006). When top management is committed to quality, adequate resources will be allocated to quality improvement ¢
(Karuppusami and Gandhinathan, 2006). Naik (2001) has strongly suggesjedutidy bmwvement through
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application of TQM in Indian higher education will result in global recognition. He further suggested that a law shou

made to have quality assurance cell in every academic institutions like in UK. Madu andisgeel {i€893) disc

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

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

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

dimension and its corresponding characteristics were identified. G.S Suresh Chandar et al (2001) discussed 12 dimel
of quality managementrégal 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 Contr
been proposed demonstrating #i®mships 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 mcess is the que
output in the form of enlightened studentswettutof the system

Objectives & Scope
The main objective ofghper is study of faculty perceptions of the implementation of Total Quality Management

(TQM). The three major aspects of the implementaaboéblity Management i.e. TQM deplpgnseninel and

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

Vellore Distridthe scope of this problem is quite large given that the service (education) sector has bgén growing rapidl

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

has been deployed in education institutes in Vellore District region. Has TQM been embraced by educational institutes
prircipal aim of the study was to explore the views and expectations of faculties regarding quality deployment with resp
employment of TQM, tools used, successes, failures, benefits, and problems encountered.

Limitations

1 The study is restricted to theagement 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.

1 The methodology of statistical limitations may be at vatfencerfobnsion drawn.

1 The formulated questionnaire has been prepared keeping into consideration of the individuals attitudes towards
but there is a strong possibility that the respondents may have answered the way they should have acted rather
what they feel about their institute

Methodology
For collection of data a survey instrument was developed that included a definition of total quality management (T

The first part of the instrument had personal details but respondents did mdy hbemelieks. This was followed

by a definition of TQM as fia business strategy enc

compl et el y s dikerscaled staterheats aovering thentterere ain aspects dbthefde@iti.e. TQM

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

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

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

only 15 statements were found valid and included in the quEatiohiegirfom different management institutes in

Velbre District were requested to complete the questionnaire. To some of the respondents the questionnaire was em

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

responses were receividte responses were received both from senior (more than 10 years of experience) as well as
junior faculties (below 10 years).

Data AnalysisThe following sections contain an analysis of service TQM deployment, personnel and work processes,

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

DeploymentWi t h regard to TQM depl oyment, t he i ssues i N

management commitment to TQM, the presencmalf BQfdr program in the firm, the existence of internal quality

standards, TQM tools and quality improvement programs (QIPs) used, and budget allocation for development. Ta
shows these results.
Tablel: TQM Deployment

Statement Percent of Respondents
Agree StronglhyAgree| Neutral| Disagreé Strongly Disagre
Top management committed to TQM 40 20 40
Institute has formal TQM program 28 16 56
Institute has benchmarked internal quality st 32 20 48
Institute uses TQM tools 24 20 56
Institutdas budget allocation for developmer| 36 36 28
Institute uses team building technigues 48 28 24

Sourcescompiled by the researcher
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Approximately (40.0%) of the respondents reported that their top management was totally committed to TQM. Thic
verydifferent from other responses in this category. A much smaller fraction agreed or strongly agreed that their institu
had a formal TQM program (28%) and internal quality standards benchmarked (32%) and even lower proportion resp
to the use of TQMbbIs i.e. charts, graphs, statistical quality control, and other QIPs (24%). However institutes use tea
building techniques (48%) as per the views of the faculties. (36%) stated that the budgets are allocated for the develo
purposeslhe 12 percedti f f er ence i n Table 1 between institutesod
suggests the possibility that respondents may have indicated that their top management was totally committed to
simply because they thought it would makeothgood. The even lower agree/strongly agree responses to the next
three items in Tablel dealing with implementation provide little evidence of actual deployment of TQM in a majority
institutes surveyed. Also, despite the inclusion of aifi@gramairdéfe survey instrument, the respondents may not have
been very c¢clear about the meaning of TQM. Some of t
i mpl ementation. o

Personnel and Work Processes

The study also soughtto estas h r espondent sé perceptions regardin
academic processes, commitment for excellence, responsibility, organisational culture, opportunities for growth
development in connection with quality. In generajority of respondents indicated that their organizations were
continually making improvements in their work processes, faculties are committed to achieving excellence and
responsible for their own work, their organizational culture builss endu@gortunities are provided for the growth
and developmenable 2 summarizes these findings.
Table 2Personnel and Work Processes

Percent of Respondents Sourcescompiled by the researcher
Statement Agree/ Disagreel . Responses 'to the four. out of the
Neutral| Strongly | five statements in this section were not
Strongly Agree ; h ]

' Disagree| at all surprising. The overwhelming
Institute takes aylmte measures majority (more than sixty percent of all
alwzys fpmprovements in 60 28 12 respondents) agreed or strongly agreed
academic processes - with the statements as posed in the
Faculties are committed to achi .
excellence 68 16 16 survey instrument. However there was
Faculties share responsibilities a Luke_ _warm  réesponse to the
activities 44 28 28 responsibilities being shared by the
Institutesrganizational culture 44 ’8 ’8 faculties in all activities (44%).
builds mutual trust Customer Issues
Opportunities are provided for th 50 24 24 The third category of issues
growth and development surveyed covered the extent to which
customer satisfaction is incorporated into toéfe insti

TQM included in the survey instrument. A summary of the responses is preseMectith@aldes. percent of the
respondents stated that their organization used various mechanisms of assessing customer satisfaction and had in pl
system for identification and handling of customer complairterd peoportion disagreeingiag meural 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

Percent of Respondents
Statement Agreel Strongly Neutral Disagrge!
Agree Strongly Disgree
Institutes handles students complaints effectively to earn try 56 28 16
Institutes has a formal evaluation system 56 8 36
The students needs are identified and addressed prope 48 28 24
Institute has high image and reputatiothe®pirion of the stug 36 32 32

Sourcescompiled 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
adequate steps to attract the customers and adgsessstbbneeds and complaints of the customers to earn their trust
and loyalty.
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Conclusions

The survey results highlight inconsistencies in how educational organizations perceive and implement total qu
management programs. Although the vast ofdjwstitutes 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 probler
stem from different levels of management perceivingffét ipetispectives. There is obvious need for the entire
organization to be in agreement with regard to TQM deployment, use of TQM tools and establishment and us
benchmarked standards.

The study also sought to establish that organizationsnuely cazking improvements in their work processes
and faculties were committed to achieving excellence. The top management and the faculties working in cohesion are
to implement the TQM program in educational institutes. Customer deligtihis shedess 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 companyds most i mportant assets. Téhey can
business environment placindght people in the right position is very critical for the success of any organization. The recruitment an
selection decision is of prime importance as it is the vehicle for obtaining the bestgodstblthpergiincontribute sigtiifican
towards the companyds effectiveness. 't i s al sorutlsowomi ng i
a willingness to learn, adaptability and ability to work as part of a team. The recruitment and smiscties thatctthse
criteria are addressed. Better recruitment and selection strategies result in improved organizational outodtively. The more effe
organizations recruit and select candidates, the more likely they are to hire and retaiaesatisfied emplo
Key wordsEffectiveness, Recruitment, Strategies

Introduction
People are a companyds most i mportant assets. They
competitive business environment placing the right people ipotfitiomigh very critical for the success of any
organization. The recruitment and selection decision is of prime importance as it is the vehicle for oldtééning the best pc
persodoj ob f it t hat wi |1, c o nt effediiveness. Itsis ajso betominginctedsinglyt o w e
important, the company evolves and changes, that new recruit show a willingness to learn, adaptability and ability to w
part of a team.
Objectives of Study
1 The general objectives of the study adeotat fime need and satisfaction of the employees towards the recruitment
and selection process.
1 To know the employees opinion about recruitment and selection process.
1 To know the level of satisfaction on the job.
1 To know the work environment in theatigianiz
Scope of the Study
To study the recruitment and selection process, the following areas are covered under the study, recruitment pc
selection process, nature of the job, induction process, level of salary; fringe benefits etc.oagh ¢kaluated thr
guestionnaire method.
Research Design
Sample Size
The present study concentrates duly on the recruitment and selection process of various companies in Vellore Di:
The convenient sampling method is adopted here and the sample size is 50.
Mehodology
1. Primary Datdhe study entitled, recruitment and selection process was carried out in the companies and the
guestionnaire 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.
No.of Employeex100
TotaEmployees

Percentage

Limitations
1 The sample size is limited.
1 It may not actually present the whole employees in the organization.

T Data is fully depending on the employeeds view whi
1 Taking appointment of the respondents became a little difficult.
Findings

The findings from the analysis are listed as follows:

1 Majority of the respondents (50%) fall under the age group of-Bgtwdrdie Biss percentage fall under the age
category of above 46 years.

1 70% of the respondents are male and 308éspicthdents are female.

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

1 Among the respondents 54% of employees have an expetiéngearsf &nd 28% of employees have an
experience of less than 5 years.

1 Majoty of the respondents have a salary of FRsEIID and 34% of the employees have a salary of Rs.5000
Rs.10000.

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

other qualification.

Among theespondents 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

organization.

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

Suggestions

1 The companwm maintain strict policy with regard to recruitment and selection process, no recommendations for a
candidates.

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

1 The company can provide morelfeénggits to the employees.

1 Adopt attractive payment and promotion system periodically.

= =4 =4 =4 4 -4 -9

Conclusion
This is the concluded chapter of the present st uc
companies with special reference to VelloreiDist 0 . Recruitment and selection g

have right member and right kinds of personnel available at the right time at the right place and abovelall he will be en
in doing right jobs. From this study, the reseatelsiowed 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 tak
account all the factors while recruiting employeaseta pnaductive 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 mess competitive busi
environment for multinational companies (MNCs). MNCs compete globally thineirggissetestitg domestic markets of different
host countries. In addition to these, FDI could also improve environmental and social conditions in therhalas;ountry by, inte
transferring ficleaner 0 t ec hmsiblé aorgadraeepolicies. he prespects foré-@Al dlaws tg Chine mc
and India are promising, assuming that both countries want to accord FDI a role in their dev el soveneignatezssidhe
large market size and potential, the skilled letandfahe low wage cost will remain key att@iit@nsvill continue to be a
magnet of FDI f | ows Bug RQI flowsntallnde érs setad rigeghelget by @ vibrgotaloniedtio enterprise sector
and if policy reforms continuehan@dvernment is committed to the objective of attracting FDI flows téhé@éndlowntsfy FDI
into India has shown a significant iné¥fBaseinto India increases sharply from US $ 7 billion dd@irig 20 billion during
200807, on thetrengthStill FDI remain at low ebb when compared with its neighbor China, which is one of the largest emergin
economies in the world totlag.growth registered in FDI is by no means enough and major administrative and legislative initiatives
includig 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 compe
business environment for multadatiompanies (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 s
conditions in the host country by, inter alias, transfdrriegg ner 6 t echnol ogi es, thereby
corporate policies.

The Origin and Background=dfl 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 e
capital, although a. higher percentage was permitted in certain industries if the technology was sophisticated and wa
available in the country or if the venture capital was mainly export oriented. But, in recent times, telecommunications
estate, fnt and electronic media, banking, tourism and hotel industry have registered an incredible growth in the cou
This may be one of the best indications for attracting FDI into thidhvecpvamment policy is strives to maximize
the developmenipact and spin offs of FDI. While the Government encourages, and indeed, welcomes FDI in all tt
sectors where it is permitted, we are especially looking for a large inflow of FDI for in the developrenbbf for a large inf
FDI for on the developnoénnfrastructure, 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 i
investment in setting up Special Econoascaddnestablishing manufacturing units therein. Indian government has
clearly and cepneventively reviewed its FDI policy and the associated procedures. As a result, a number of rationalizat
measures were undertaken. These are essential to obtdift@pprarious governing bodies.

SectorwiseRecent 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 unde
automatic rout does not require prior approvaltatieeGovernment 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 inve:
FDI can enter India through two channels, namely automati@araud pr i or appr oval in the
which receive FDI need to inform the RBI within 30 days of the receipt of funds and issuance of shares to the fol
investor. On the other hand, for the sectors that are not coveredtomdgictieute) 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, gan
and betting railways, arms and ammua#band 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 at
During2006, government of India has reviewed they BDdl poiated the measures for rationalization/ liberalization
and simplification of procedures. These include FDI up to 100 per cent under automatic route is allowed for distillat
brewing of potable alcohol, manufacture of industries (DeRégoadnt® Act,1951, setting up Greenfield airport
projects, laying of natural gas sector and cash & carry wholesale trading and-axpert fFadirggincreased to 100
per cent and permitted under automatic route for coal &lignite nimengdiesuraption; setting up infrastructure
relating to marketing in the Petroleum & natural gas sector and exploration and mining of diamond& precious stc
Furthermore the FDI al so 6all owed up ragdatiohOuddergher c e n-
Electricity Act 2003 and processing and warehousing of coffee and rubber for the retail trade of single brand is allowe
51 per cent with the prior approval of government. In telecom sector FDI ceiling is enhaecttbffghpdOgeet.c

WhatMakes India Attractive for FDI
Among the Asian counters, India plays a dominant role in the international business due to many cases. Now it i

fourth largest economy on terms of purchasing power. India is directatongpditiesé causes are analyzed below.

These are:

1 India has the largest middle class population in the world. Which have the largest potential for companies to m:
their products. Moreover, middle class peophnédtez pace and size of theegon

1 There are more expectations for further liberalization of capital movements internationally. In India, current accol
fully convertible and is moving towards full convertibility on capital account. This is an avenue for foreign countri
investn India

1 The governmehas accorded top priorityationalize the economic policies to make the country an attractive
destination for investment.

1 Due to low cost with higfemtial skilled workers, mampanies planned to launch their plantarosdihd

I ndiads I nvestment in Abroad
The country has approved Indian direct investment in joint ventures abs wholly owned subsidiaries. By observin

investment in various countries, FDI in Russia, Sudan and other developing countries isynthahedemsh of

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

drive by market targets or by accessing technicalwksvto FDI in Bermuda Virgin islands and Meyréties t

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

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

companies atellaorating with foreign companies for getting synergetic effect.

India needs FDI for the following reasons;

1 To have very food infrastructural development,

1 To boost the industrialization process from running stage to take of stage we neednanmisrargsmdustsal
sector,

1 For want of experience and entrepreneurship may not flow into certain areas of production. Foreign capital can ¢
the way for domestic capital,

1 It will be difficult to mobilize domestic savings for the financing @it pigjeotslith needed for economic
development. In the early stages of development the capital market is itself underdeveloped. During the period in \
the capitaharket is in the process of development, foreign capital is essential as a tempadary measur

1 Foreign capital brings with it other scarce productive factors, such as teohnibaiskrens experience and
knowledge, which are equally essential for economic development.

Trends of FDI in India
The inflow of FDI has registered robust gmotlie 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 mosthettrdaifve location

the US and Russia for glRbportF®@d. i nn@i0O&OFsi namk si M Wom\
also improved to 113in 2006 from121 in the previous year.-Déyimgli2085erged as the fourth largest FDI recipient

with China and Hong Kong manning the top two positions and Sigdhpdterthkpot. Interestingly, during the year

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

survey notes that FDI inflows to South Asia soared by 126 per cent taUts Z0@&, lniikinly owing to the inflows

into India. 066the country received more FDI than eve

inflows to the county during the pericd52888 the report said whole noting tihgbridneed investor confidence was
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owing to | ndi a 6BoreignaDiréctdnvestmennim Indiaéncrepsed to 4772 USD Million in May of 2014

from 2001 USD Million in April of 2014. Foreign Direct Investment in India averaged 99iont 1995 Witiion

2014, reaching an all time high of 5670 USD Million in February of 2008 and-@0rétBR Milkawf in February of

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

Why China attracts more FDI
A cofidence tracking survey in 2002 indicated that China was the top FDI destination, displacing the United State:

the first time in the investment plans of the Transn

is related todtsize of foreign direct investment flows into the country. Foreign investors have been lured to the Chine
market for three reasons:

9 Both policies and procedures have been designed to facilitate foreign investment. A 25 per cent foraign investment gi
enterprise the status of a joint venture and qualifies it for carious tax incentives. At the same timenfemsign Equity Inves
can rise all the way up to 100 per cent restrictions on the choice of sectors are minimal any prefaésendaksectoral otherw
the form of extra incentives. As a result, joint ventures have been established in sectorsteehgolggirdm high
consumer goods, services and raw materials. There is no lower or upper limit on the amount of foreigpanvestment. In larg
cities such as Shanghai, local authorities can approve foreign investment projects up to US $ 30 miliion. The limit in <
open cities is US $ 10 million while that in unopened cities is US $ 3 million can be approved by Idcalcamghorities. This au
has greatly simplified the approval procedures,

1 Employment, wage and pricing policies for joint ventures are flexible. Joint ventures are free to employ any req
personnel on a contractual basis. Employees are subject warning, wagessats Brdegisfor which prices are
set by state, joint ventures are free to set their prices both domestically and abroad. Product or service for which
fixed are of two types. The first category, prices are completely fixed and

1 China has givenrexincentives to joint ventures. As already discussed, these incentives are particular generous in tf
SEZs and open cities. Since 1986, additional preferential treatment has been availidbitetb cexport
technologically advanced projects. Thigdsdeclude.

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 tabenefits on profits reinvested in-exjgoted

A Trend of FDI in Qlai
FDI in China, also known as RFDI (renminbi foreign direct investment), has increased considerably in the last de

reaching $59.1 billion in the first six months of 204 X mrek the largest recipient of foreign direct investment and

topping the United States which had $57.4 billidn @0E®the FDI flow into Chasab@4.1 billion, resulting in a

34.7% market share of FDI into theaktfia region. By contrast, FDI out of China in 2013 was $18.97 hillion, 10.7% of

the Asidacific shareoreign Direct Investment in China increased to 633.30 USD Hundhedfikéilgix months of

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

high of 1175.86 USD Hundred Million in December of 2013 and a record low of 18.32 USD Hundyedf Million in Janu:

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

Fundamental Differences betwewtid and China for FDI Inwards

Let us the differences between these two countries as follows:

1 Basic determinants,

1 Development Strategies and Policies, and

1 Overseas Networks.

Basic Deteninants

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

f Chinad tot al and per capita GDP are higher, making

1 It higher literacy and education rates suggest that its labor is more skilled, making it more attractive to efficier
seeking investors (World Bank 2003c, p.234: UNDP 2002),

1 China has large natural resource endowments,

T China O6s physi ceadompetitivé, mpateudlarlyuic the coastali aseas fGUTS 2003, Marubeni
Corporation Economic Research Institute, 2002),

1 Ininformation and communication technology, China has become a key centre for hardware design and manufact
by such companies as AEgickson, General Electric, Hitachi Semiconductors, Hyundai, Electronics, Intel, LG
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Electronic, Microsoft, Mitdernational Corporation, Motorola, NEC, Nokia, Philips, Samsung Electronics, Sony,
Taiwan Semiconductor, Manufacturing, Toshiba aappo#hectnonics, TNCs,

1 Rapid growth in China has increased the local demand for consumer ducabbblasd sumh as home
appliances, electronics equipment, automobilesahdusisgrelhis rapid growth in local demand, as well as
competitiieusiness environment and infrastructure, has attracted-segkingrkatestors,

1 FDI attitudes, policies and procedures also explain why China does better in @tinaatihgs Fdbre
businessriented and more FDI friendly polices than Kelzar(@f2001),

T Chinaés FDI procedures ar e eCaigaihamore feexbt lalbelaws, & bettem s ¢
labor climate and better entry and exist procedures for business (BUFES2@08h of Indian Chambers of
Commercand Industry survey suggests that China has a better FDI policy framework, market growth, and lare
consumer purchasing power, rate of return, labor and tax regime thar2083p (FICCI,

Development Strategies dpolicies
The different FDI performanicthe two countries is also related to the timing, progress and content of FDI

liberalization in the two countries and the development strategies purfueg byethem.

1 China opened is its doors to FDI in 1979 and has been progressividgdyitibesaiird regime,

1 China since its opening, favored FDI, especialtyiexgaitFDI, rather than domestic firms (IME|2302).
polices not only attracted FDI but led ttripping through funds channeled by domestic Chinese firms into Hong
Kmg, reinvested in China to avoid regulatory restriction or obtain privileges there to foreign investors,

T Chinab6s accession to the WTO in 2001 has |l ed to the

T Further l'i neari zat i onmestment enviforemens farther ierh&ocedstamnce, €hina Chi n
allowed 100 per cent foreign equity ownership in such industries as leasing, storage and warehousing and whole
and retail trade and

1 In retail trade China has already opened and attraobed me2irly all the big name department stores and
supermarkets such as Auchan, Carrefour, Dairy Farm, Ito Yokado, Jusco, Makro, Mefleyeniceshaid| 7
Mart.

A Comparative Stata$ FDI between India and China
China and India are the giartseeadeveloping 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 bill

2002. And those to India rose from US $0.tbHiS $ US 5.5 billion during the same period. China attracted seven

ti mes more FDI than I ndia in 2002, 3.2 per cent of

performance Index China rankbdabd India 122nd. In 283921, FD has contri buted to t he
merchandise exports at an annual rate of 15 per cent betv28£1.1888ut twlurd of FDI flows to china in-2000

2001 went to manufacturing. In India, by contrast, FDI has been much ledsrimperiantio | ndi ads expo

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

only 3 per cent of | ndi a o6tsEvenxoday,rFDIds estéméd antaecouet forldsy 1 9 9 C

than 10 per cent o f Both €hina and thdianaee maod Gamdidates fornthg relecatiproaf taber.

intensive activities by Transnational Corporation (TNCs), a major factor in the growth bf fidlimelsogvgaets this

has been primarily in services, notably Information and communicatitmiezdhnalloggt all major United Sates and

European Information Technology Firms are in India, mostly irC&apgalese.such as American Exprésk, Bri

Airways, Conseco, Dell Computer and GE capital haveoffieer bpekations in In€@ther companies such as

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

companiesdontine | ndi ads cal l centre industry, whdaplospects60 per

for FDI flows to China and India are promising, assuming that both countries want to accord FDI a role in their develo
proces$ a sovergh decisioithe large market size and potential, the skilled labor force and the low wage cost will remain ke
attracton€hi na wi | | continue to be a Ba&,dDl#ows tolhdia Br®det tdriseo ws ¢
helped bywdbrant domestic enterprise sector and if policy reforms continue and the Government is committed to the objecti
attracting FDI flows to the country.

The inflow of FDI into India has shown a significantFiBtreastn India increases shaoptyUS $ 7 billion

during 20036 to 19.5 billion during 00®&n the strengtill FDI remain at low ebb when compared with its neighbor

China, which is one of the largest emerging economies in the Wueldjtoddy.registered in FDI is bgars m

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

achieve a great leap forwsrdording to the Reserve Bank of India, positive climate, progressive liberalization of the FD

policy regime and simplification of procedures are the factors, which helped India ditractdbelsedtd pace of

mergers and acquisitions in sectors such as financial services, manufacturing, banking services, information technolog
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constration are also have boosted FDI ifffftevgimp was quite significant compared with earlier figur€g:, 1n 2003
the FDI was US $ 4 billion and portfolio investment US $ 7 billion while portfolio investment waadug $ha2 billion.
newly resurgestonomies, 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. Gre
competition from new companies dato Ipeoductivity gains and greater efficiency in the host country and it has been
suggested that the application of a foreign entityo:
standards. They should be making sure thateththah@tie 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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UJ QRMG GRAGTITWHE OF TENDERING TOFFEE TO
CUSTOMER LOSES BUSINESS

Dr. K. Kishore
Assistant Professor of Commerdgorhees College, Vellore
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Popularly in retail stores located in urban and rural areatsithdest@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 exacttlaadgthdéor the produ
customer response towards the behagek&iié sampling method was used to collect the data from the customers to test the objective
of the study well structured questionnaire witbifivékert scale was posted in facebook and linkedin sites, and those who wished to
participate in theearch, they answered the questiofhaidata was downloaded from the website and analysed by using SPSS.
KeywordsTender Change, attitude, customer satisfaction, Basspashop

Introduction

In India, almost in all shopping outlets cust@reersefsggopular problem of tendering exact price for the product
they purchasé popular phrase from the-khepe p e r is AGive me Changeodo or he
compensate the money paid by the custimira problem which is facalll tyystomershis paper tries to identify
the behavior of the customers towards the shopkeeper:

Background of the Study

Millions of money is invested in the field of analyzing the customeCsatisfiaetioatisfaction alone leads to
successful businekieratures repeatedly prove that the customer is the boss, and so all the big giants in the busines
started to focus on customer satisfaction research in variBus, avigdesit comes to direct vendors like stores where
acut mer visits frequentl y Thaattieudeaf the skegpér bavomesfawkivarceto d e r i r
the customer many times customer is shouted or scolded #gdpershop not tendering exact change for the
purchased produktliterateustomer who knows that customer is the boss, never accepts the replykizepethe shop
rather he changes the store for the next pUichssshekeeper loses a customer and customer retains his pride and
status as the bosaustomer has the optibswitching easily to the next store where he gets good treatment from the
shopkeeper and gets satisfaction asButlin some cases, where, a customer needs credit facilities from the shop
keeper tolerates for some while, and switches his sterbagherebealiifficientThus, this paper tries to find out the
behavior of the customers when esyogr asks to tender exact chéitfper, shdpeeper compensates with
chocolates or other stuff to round the figure of the customer paid amount.

Reviev of Literature

Shillond(PTI), 2012Authorities in Meghalaya issued a strict warning to shopkeepers to tender exact coins and
changes instead of toffees and paper tokens to c@ststovsts are always cheated by the shopkeepers by issuing
toffees oby compensating the balance amount to be given to the Eagthigrscustomers take the toffees.
Paramiyer (2012) commented fAirrespective ofdrivevhet her
ticket counter, even restautantther party almost never has enough change & would expect you to provide as much
exact change as possible or perhaps theyAccordingndto up c o
Purohit and Kavita (2009) modern retdiliedued the sales volume of the traditional retailers and traditional retailers
should improve customer care services in the era of modeBasethdimdPurohit and Kavita this study proves that a
shopkeeper even t hou dibduty® bedpoléesamd@ake réspousiilityctd issnegcleange to thé s
customer by getting support from nearby shops by hardwds not do that, then, he has to loose the tuistomer.
inferred by Pradhan and Swapna (2010) that organizedrandduretegjawill 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 unorgarstaegdiretail store will
business only by believing the credit fatilgibgihme, that customer seek respect from the shopkeepers even if they
ask for credit facilities or else they dondt mind i
Based on the above literatures it is confirmed that a <sstisfied ionly when the attitude is positive towards the
customeShopkeepers issuing toffees and raisbrgwgdead 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 owhe 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 .Tthemspandests s t
are mostly teaching faculfies.data was collected by mailing the questionnaire thr&igipleniRahdom Sampling
method was used to collect theFttata.the qualitative survey made with a sample of 226 customers aed the literatu
study, the five factors that were derived on cust ome
Irritated, Newvezturn, Buy (No other Option), Fight & Extra PArtdtakef ten statements were derived which were

ho

used in atructured questionnaire for data colledtien. Cr onbachdés Al pha reliability
The study is based on the survey method.
Analysis and Interpretation
Based on the data collected, the study focused to analyse tkangattsdpyare, factor analysis and ANOVA.
The results are shown below with the interpretation.
Table 1Gender of the Respondents analysis waam to check and reduce the statements for
Gender Frequency Percent further analysis, below tables show the results of the factor
Male 153 67.7 analysisThe KMO measures of the sampling adequacy is
Female 73 32.3 greater than 0.7 for a very good factor analysis to proceed.
Total 226 100.0 . .
— Looking at the table 3 below, th@ Kighsure is
The table 1 shows that, majority of thedezgpon . . :
4 . . 0.704,since, the sample size above 200 is probably
are male, today men are becoming an mcreasmgl% . . L
: . dequate. Bartlett's test is another indication of the strength
common sight in supermartetegrehr &angrehr, . . .
: of the relationship among variables, from the same table, we
1986) The recent studies also show that men purchase , L
. . : I can see that the Bartlett's test of sphericity is significant That
more in shopping malls and retail 3toussit is more o . e o :
. . is, its associated probability is 0.00, the significance level is
important that the male respondatascdntributes : ) .
- : small enough to reject the null hypothesis. This means that
more insight for the retailers. ) . . : :
! correlation matrix is not an identity matrix
Table2: Age Group of the Respondents ~
TableBKMO and Bartlettds Te
Age Group | Frequency Percent : : -
KaiseMeyePlkin Measure of Sampling Ad|  .704
Below 30 49 2L.7 Approx. Clilquare 278.33
31 to 40 110 48.7 Bartlett's Test of Bp o g 25 |
41 to 50 37 16.4 Sphericity :
51 to 60 22 9.7 A Sig. 000
6110 70 7 31 With satisfied communalities, look at the Eigen
Above 70 1 A values in table Phe table 4, displaysHmgenvalues
Total 226 100.0 for each potential factor. The first three factors have
Selfpresentation ofhe shopkeeper is more eigenvaluesagter than 1,. In column 2 you have the
important in the busing$g study has tested with all  amount of variancé e x p| ai nedd by each

the age group and 48.7 percent of the respondents fallihe next column, the cumulative variance explained by
the 31 to 40 age grolipe table 2 shows that age each successive factor. In this table 4, the cumulative
group plays vital part in purchase belfadtor variance explained by the first three fact@&7%51.

Table 4Total Variance Explained

Initial Eigenvalues Extractio&igmgsof Square! Rotatiorll g;dr?nsggf Squared
Companen Total % of | Cumulative Total % of | Cumulative Total % of | Cumulative
Variance % Variance % Variance %
1 2.356| 23.5b 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 xnatiowing the loadings for each of the variables on each of the five factors on the
rotated factor matrix.
Table 5Rotated Component Matrix

Rotated Component Matrix
Component

1 2 | 3 | 4 | 5
| simply "Tender the Change" - 758
| get Irritatechen shopkeeper ask to "Ter 743 Irritated
Exact Change" '
| move out to next shop to buy .833 Nevereturn
| will not return to the shop for next purc .661
| go in search of change and then pay h .745 .
Only he has the product 734 Buy (No option)
| fight with him to give the product 787
| tell him that idont have change (Even if 576
have) ) Fight
I will buy only at this shop because he g 534
me credit facility )
| buy extra to compensate the change Extra Purchasq  .864
Extration Method: Principal Component ARaltai®n Method: Varimax with Kaiser Normalization.

a. Rotation converged in 17 iterations.

Finally based on fhaetor correlation matrix using varimax solutgmgring the plus or minus signs in frent of th
factor loadings, it can be seen that the factors correlate with dnetldacthety, both the positive and negative
correlations are so small as to be unimportant and in$igraficéset.concluded based on the above tables that,
consumersgetr ri t ated and never return t o tAndyetsahotherfindilmge n t h e
is that, less consumers buy with no other option because they are compeled because of urgent need or the shopke
gives him credit facilitiesm Table 6, itis clearthdt,er e i s r el ati ons-Réefpurhmrd welkinc h
highly correlated. The next c o rAll ethemitenmes dre mossigrifiBanty 6 an d

Table 6Correlations

Irritated | Newer-Return | Buy (No Optiory  Fight | Buy Extra

Pearson Correlatio 1 .095 .038 .022 .094
Irritated Sig. (Railed) .156 .566 .740 .158
N 226 226 226 226 226
Pearson Correlatio  .095 1 .051 .303 -.050
NeveiReturn Sig. (Railed) .156 446 .000 453
N 226 226 226 226 226
Pearson Correlatio  .038 .051 1 .208 .288
Buy (No Option Sig. (Railed) .566 446 .002 .000
N 226 226 226 226 226
Pearson Correlatio  .022 .30% .208 1 .023
Fight Sig. (Zailed) .740 .000 .002 .733
N 226 226 2256 226 226

Pearson Correlatig  .094 -.050 .288 .023 1

Buy Extra Sig. (Zailed) .158 .453 .000 .733
N 226 226 226 226 226
** Correlation is significant at the 0.01-laNed)2

Recommendation, Findings and Suggestions

It is recommendedhe shopkeepers to have a gogarestintation of themselves to the customers, the attitude of
the shopkeeper is very important, since, in todayods
two streets, it means, compesitlmecoming worse -tgglay to the shopkeepéise findings of the study is evident
that, customer is still the boss, if customer experience negative attitude form the shopkeeper, then, customer is wisel
him to shift his buying skopally, the sty, 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
spread across the digparticular area was chosen to Jtuelyphase 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 busitiest®mer has the pride to take Rs.100 to buy a product worth Re.1, it
is nowleft to the shopkeeper to decide to do business with the customer or lose Thescusiwragitude of
shopkeeper is more vital in todayo6s c ornipeehopkeeperse mar k
should stop thalit of giving toffees and candies instead of giving th&Heaikfioce, the study strongly suggest the
shopkeepers to have sufficient small denomination rupees and coins for the sake of customers, and avoid issuing toffe
candy.
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Abstract

Any business today's dynamic situation that is looking for the pace of change to slow down is likely to be sorely disappointed.
fact, businesses should embrace change. Change is very important for any organization since changes arg.undgrtaken by alterin
complex for any organizations, specifically for top management as , to get ready and direct the change imcéehavior that influe
stress of both the organization and its employees business would rationally going to lose their activectingt tangllieetunprodu
the requirements of people. It is difficult for organizations to avoid change, as new ideas promote growtlerftreterS@and their
this study approaches to examine the e mpibnoon indiddbal vkt i t ude
performancén important assumption in management is that employee attitude and reactions to organizational change are associ:
individual work performance. The attitude of employees during change process in orgéaizatiennplagsraplementation of
new ideas in the organizations. Change plays a major drawback which creates problems in all organizatsenthdt is not a surpri
resistance to change occurs and it is the foremost reason for failur@eodiaigeof 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.

Introductio

The economamd political environment of organizations is changing Gogatan#ijonal change has become a
way of life due to three reasons, viz. globalization, information technology and industry consolidation (Kanter, 2(
Organizations should adapt tdyth@mic 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 o
organizations. Change for organizations is nexessaoynter the diversities and the ever complex market situations
(Ulrich, 1998prganizational change results in significant benefits to the organization such as, improved competitivene
better financial performance, improved employees andatisstati@n and ultimately leads the organization towards
sustained improvemeBut the change process is very challenging (Robbins, 1999). Organizational changes affect
employees in many ways. Acceptance of change, opposition due to cynicsof erxistdtitted due to fear and
uncertainty, ultimately affect the individual work performance in the organization.

Organizational Change

I n todayds competitive world with change at an ex
furction is characterized by insecurity resulting from increased global competition, technological innovation and che
limited resources, deregulations and privatization (Carnall,1995). Change is an unavoidable event arising from the dyn
of environmemnd it is expected for an organization that desires to grow, achieve its mission, vision and objective
Organizations have to adapt to the environment to become competitive and stay ahead or at least keep afloat. \
processes and rules are revisedegeipments 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 stre
technology, structure and employees (Desjegtedi@gic 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 matte
enlargement, meet the requirements, improvement and ceoieg @nployees and customers, competitive
positioning and strategic goals for achieving and maintaining ready for action advantagenerlefor product
development (Armstrong, 28@@ctural change focused on reorganizing the plan and gatberemdsioé the firm.
This force engage to restore and allowed to go or adding personnel. Technological changes are mostly disturbed
automation of pressure of information and communications Téihrblagge 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. Empl
may be changed through knowledge actions such as instruction, learning and growth plan. They need new direction to
sure that ¢horganization 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 optimi
performance as it works toward its statect Organizational change happens as an effect tchangevgr
environment, an answer to a present calamity state, or is generated by a manager. Leading organizational changes
just a course of madification, but also involves adequatatiadneagimbilitie@rganizational change occurs as a
reaction to an exdranging environment or as a response to a current crisis situation. On the other side, a more positi
viewpoint is that it is generated by a progressive manager. Irgacidditonadrchange is mainly clear when the
organization has just undergone and transmits of managerial power (Haveman, Russo &faoheyéen2ad ).
Poole (1995) anticipated that the sources of organization change can be clarifiedfdijowing dficbiges:
teleological theory;difele theory, and dialectical theory. In the teleological point of view organizational change is an effc
to attain an ultimate condition during an even processttiriggdaiplementation, assessmemgsandture. Life
cycle theory stated that the organization is a being that depending on the external environment, through stages of
growth, maturation, and declination. Dialectical theory hypothesized the organizationahsacietjttivreverse
values. When one of the particular energy controls over others, a new organizational value and goal is recognized, er
in organizational change.

Attitude of Employsdowards Organizational Change

Thurstone (1931) defined attitude gmulat@nfor 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 organi:
(Elias, 2009). It is the inner state that influendealisditernative 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 t
towards some aspect of his or her enviroBuginesshould commonly focus on planned change. To overcome
resistance to change, organization should prepare a clear arrangement and change awareness among employees in
to generate well planned work surroundings and in proportion work agendaureradddageesgifiport,1935)
defined attitude as a word related to psychology, and attitude differs from person to person perception. The main foc
research on attitude concerns the nature, function of attitude and how employees mouktdeerhaelyesthe
employee attitudes can influence character to formulate the responsentplahemgtitude brings positive or
negative type of activities of employees during the
change. One aspect of employees may have a negative attitude towards organizational change and are more likely to |
to accept the change. And the other aspect of employees have a positive attitude towards organizational change are
likely to holgbuo the change.

Koslowsky and Zeev (1990) commented that employees who are reliable towards the organization have a pos
attitude regarding change. In other hand, employees who are not committed to the organization, has a negative at
towards thchangeMeyer (2002) stated that employees who are highly pleased with the organization have no reason f
reporting negative attitude without any threat in common. Contented employees themselves show greater attentic
organizational change behavémcertaining 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 resistan
change, organization should prepare a clganmararand 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 graduallynems inrtrtbtoGagbarity to
improve employees hold on organizational change. Researchers have determined on various attitudinal constructs
represent empl oyeebds attitude towards organizational
conditions from which the change appears. The history of change in the organization surely plays an important rc
determining empl oyeeds alaniCoayadEksopited employdesattitade ¢s proactmedyt i o
determined by tkavironment and their individual objective and morals. (Hechanova, 2003) said that in order to mal
change valuable, employees need to feel sufficiently skilled and knowledgeable in particularly during change supp
statement which would reduce pahioabt 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 willi
change and/or feel ttlzdnges are generally positive once theySmiahr2005) demonstrated that developing and
understanding the nature of and reasons for accepting the changes in early stages of change process will provide a
base for subsequent change and cawpefainployeéanployees 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 numbel
studies (Andersof96) (Anderson and Bateman, 1997) (Bateman et al., 1992) (Thompsoiitet atlaliefsShip
bet ween employeesd cynical attitudeal,@008). resi stance t

Fear Organizational change predominantly resulsm xi ous and f ear, which affect
negatively (Tan, 2005). (Allen et al., 2007) found that change related uncertainty mediated the relationship betv
perceived quality of change communication and acceptance of chatgd., (Badd) demonstrated that employee
participation in decisltba ki ng was negatively associ(RiForzd anwBardla, e mp |
1998) found that ineffective communication strategies failed to control uncertaiitly asgatizaddnal change

among the employees.

Individual Work Performandedividual work performance is a crucial outcome measure in studies inNtayvorkplace.
frameworks have been developed to measure the individual work performaetee. @eplanp | oyeesd react
change are reflected in their performance in the ordanerapitoyees react, it is important to distinguish their reactions and
causes behind them (Bovey and Hede, T28B1 performance, contextual perforradaptye performance and
counterproductive performance were the four factors u:

Task Performance&riterion theory distinguished task and citizenship peffaskapedormance haisg been

recognized as the core of a job and is generally used as a point of comparison in measuring citizenship perform
(Lievengt al.2008). In their study used awork e s fr amewor k used OtaskO6 as one
work prformance.

Contextual Performanc@odskoff and MacKenzie (1997) demonstrated that contextual performance can enhance
productivity through interpersonal support, interpersonal facilitation and employee compliance with organizational |
(Morrisson, 29) found that contextual performance contributed to customer(Batistaibrand MacKenzie, 1994)

found significant relationship between contextual performance and objectiviK pgsic20@hcund evidence that
employee contextual perdoice was significantly related to overall profits.

Adaptive Performanc®ulakos et al. (2000) have demonstrated the need for adaptive employees who have the
proficiency to cope with the challenges associated with the chaGiepritasthe natwf work and organizations

had increasingly become dynamic and complex, particularly in an organization which was undergoing change, the ne
adaptiveness have been emphasized by many researchers ( Burke et al., 2006) (Hesketh and Neta$l.1999) (Pulakos
2000).

Counterproductive Work BehavidAlbng with task, contextual and adaptive performances, another important criterion is

counterproductive performgBeekett and DeVore, 2001) viewed that counterproductive work behaviour consists of a
boad array of behaviours that violate the organizati ¢
information, time or resourthas, there are evidences that correlations lie in the fundamental association between
e mp | cattitade wwards organizational change and their performance during the process of orgaR@ational change.

studies had empirically examined this association indicated significance in the ast@tiAi9d19)fetmble and

Regoli, 1980).

Employe Attitudeand IndividualVork Performance towards Organizational Change

Rebeka and I ndradevi (2015) studi edDammpd collgated s &6 p e
through survey questionnaires developed by adopting the questtbimaaesus@revious studRespondents
were selected employees working in a private manuf ac

both positive and negative towards organizational change. With the aim of undezthadding the used on

managerial methods during organizational change initiatives to ensure positive attitude from employees towards ch
(Yilmaz et al., 2013) did a study in homeland security Tirenatyehg.concluded that informing the emfiloyees a

t he change, consulting them, ensuring their partici
attitude towards change and thus reduce their resistance towaidmghbngey e e s 6 per cepti on ar
training and @ngizational development was examined by (Murty and Fattiatg 2@s3)ollected from a final total

of 400 permanent workers in selected public se¢timdimgs showed that employees were positive about the training

and development practices, nature of work, interpersonal relationship, pay structure, work environment, training,
readdressal of grievances and job satisfabtion. (2011) conducted |literature se
attitude towards organizational chidmgree vi ew showed that employeesd attit
affected by situational variables, which included, readiness for change, commitment to change, openness to chang
cynicism about organizational chmgyauthor demonstratatittie constructs were susceptible to situational variables
and there were possibilities that they might change
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Empirical study was done by (Cutcher, 2009) to explore the reasons for why and how enggohiBetemedsis
change among Australian credit union employees. Data were collected from the employsasidiur@agh semi
interviewsThe survey revealed that employees resisted to organizational change because they perceived threat
discontinuity the organization and loss @fieetity as helping and caring individaslst al. (2009) investigated how
workk el ated values modifies employeesdé attitude toward
Chinese employessti 29 Chinese companies in Peking and Jinan fdroeidéesm questionnaire of weldted
values was used, which was developed by (Alas et &.n2006)( Al as and Shari fi 6s, 20 (
measure organizational leafsingp | oaftitede sowwards the process of organizational change was measured using the

15item scale developed by (Alas et al., PA@7Mesults demonstrated that betterelate®d values influenced

empl oyees6é attitude towards organizational change an
Vakol a and Ni kol aou (2005) assessed the connection
t wo most significant Dbehaviorso: occupational stress

completed the orgamizetl screening tool, ASSET, developed by (Cartwright and Codpgati@@@xrelation was

found between attitude towards organizational change and occupatidhatistressopoyees who had higher level

of stress demonstrated lower orjami¢gacommitment and higher resistance towards organizational change initiatives.
Organizational commitment was not a significant moderate of the relationship between occupational stress and at
towards organizational chamge. relative importarafetask, citizenship and counterproductive performance of
employees to job performance ratings was investigated by (Lievens, 2008gsisragrermrkk, data collected from

612 employees in three job categories: nurse, personnel recruiteepeesbstddseEhe result revealed that 37

per cent of variations were explained by task performance; citizenship performance explained 33 per cent of varianc
30 per cent of the variance was explained by counterproductive performancesgotnsatigotiesnalysis of

variance indicated that type of job significantly affects the three performanc8vemssmmemd. Wood (2006)

discussed selection of sustainability components of leadership effectiveness in organizati@uateetfarmance.
leadership effectiveness was measured with three attributes: intrinsic, extrinsic and holistic. The authors drew attent
the direct impact of relationship in organizational performance between leadership ahiceefteciyvearshide

that the sustainability of leadership effectiveness in organizational performance might be derived frondtimely, contextu
serendipitous versus skilful compdRelatsonships between employee attitudes, customer satisfaction and departmental
perfemance were examined by (&tdsit 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 \
administrative effectiveriesseasedThere was a positive relationship between employee attitude and performance
indices.

Conclusion

The above appearances on the critical review of previous studies are related to tHEhpreseiet\stwasre
helpful in understanding tmeegmi 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 ci
because of certain blind spots and emplitydesatvith the technical aspects of new ideas. Management can take
concrete steps to deal constructively with these employee attitudes. The steps include emphasizing new standare
performance and encouraging them to think in different waysyaldngellsesof 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
and a new faith in the workforce before it can approach the organgmatiooetshavianagers must exhibit a trust in
the workers to contribute to solving organizational problems, which in turn will build trust in management. The door
always be open for individuals to take an active role in improving the oogéngdtorgpath communication,
initiative, and team work in problem Sdteiisgope of task performance, contextual performance, adaptive performance,
and counterproductive work behavior involve the framework of individual work performaokewiffUtawe tesear
agree on practical maintains and practical consequence of this framework. It is hoped that this review provides a step t
reaching accord on the conceptualization and operationalization of individual work performancéveda$upisrior percept
enlarge will get better theory, explore, and put into practice in all pasture engaged with individual work performance.
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This paper entitl ed asUDEAOVWARRESHIMADNNREFOMRAEDMARASENENTAARACTICES
| NDI'A CEMENT LTD, 6 is mainly focuses on the attitodes of t
assess the emotional stress and values of the eMplaghes/e the objeativa research, the primary data was collected with the
help of questionnaire. Responses were gathered from the employees working at India Cement Ltd. A descripgigte study was conc
among the sample size of 200 that were chosen for the purpesmuoftstadstructured questionnaire. The collected data was
analyzed with the help of simple statistical tools such as percentagsqumelgSisesdhidata were analyzed and the finding and
recommendations were presented to the company, wiicplearebied 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
discovered by Joseph Aspdin an English Brick RgePortlhd 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
amount of water sets in few hours to hard Stone like Sldmetamicsas a gr eat i ngredient to
wor ks. The Per Capita consumption of cement is a p
consumption of cement in India is 60kg against the world averag€eofied2(kgustry iseoof the major
manufacturing industries in India and Influence to a great extends to space construction activity both in industrial
Residential in the country.

Growth of Industry

The ancient people developed cement from lime and chloriie exténsiedly for building throughout Europe.
Their cement had such durability that some of their
mixed slaved lime with chlorine ash called pd#elaraduced hydraulic Cemaeatdrieat 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
Layer Joseph Aspdin patented Portland cement. This type of Portland cement is Strorgjentdfut atoagesi
period of time than previously produced cement. In 1917 united state Burial of standards and the American society
testing materials established a standard formula for Portland cement. The Portland association waiformed In Chice
1916The origin of the industry dates back to 1904 when the first attempt to manufacture cement was initiated in the mc
presidency. But the reek opening was made only in October 1994, when the India Cement Company Limited establis
plant withrainstalled capacity of 1000 tones in papander in judagélthe 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 ¢
required for dry pracasd for wet process it is 330kgs. The industry faced government control in the early eighties; Lat
in February 1982, the Government introduced partial system.

Objectives of the Study

Primary Objective
To study the employee attitude towards huorae reanagement practices in India cement limited.

Secondary Objdees

1 To study the organizational set up at human resource management.

1 To study the human resource management policies and practices.

1 To study the employee attitude towards human resagereemipractices.

1 To find out the relationship between the attitude and satisfaction level with various human resource managen
practices.
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1 To find out the problems at the employees with the Human Resource Management Practices.
1 To offer the appropriatasures 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
delimited to all categories at employeé@sgifactory 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 Cen
Limited, Tirunelveli.
Research Methodology

Research Methamp} is a way to solve systematically the research problem. It explains the various steps generall
adopted in studying research problem. It is necessary for the researchers to know not only the research metho
techniques but also methodology. Thehadesign is descriptivaature ashe researchéasmadeattempts$o
describe the Characteristics as it is.
Research Design

The research design was based on the descriptive study. The descriptive research studies are those, which
concerned witlestribing the characteristics of a particular individual or d¢f ia gréamalized study serving the
following research objectives:
91 Description of phenomena or characteristics associated with a subject population (the, who, what, when, where

haw of a topic).
1 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 studi
typically the first objective.
Sampling Dégn

The basic idea of sampling is that by selecting some of the element in a population we may draw conclusion abot
entire Population. The sampling design administered for the study is a type of sampling design that falls under conver
sampling.
Full Table

Population : 411

Sample Size 200

The popul ation represents the total number of the
units.
Sample Size

Sample size refers to the number of items to be selected frone tisecOnstitise sample, an optimum sample
size is one fulfills the requirements of efficiency, representatives, reliability and flexibility. The si@0 waisdfiken to be 2
411 as per sample size formula.

N

1+ N (e)?

_ 411

© 1+411(0.0025°

_ 411

20275

=202712
Approximately Take20§ N = Total PopulatiBrn= Precision Rate
Area of the Study

The study was conducted at the India Cement Ltd., located at Sankar Nagar, Tirunelveli.
Statistical Tools

The statistal tools and test used for this study are:
1 Simple Percentage Analysis; and
1 ChiSquare Test.
Simple Percentage Analysis

Simple percentage analysis is used for analysis of the Data that is collected for research work, simple percentage
often Used in tdapresentation for the simplify, numbers, through the use of the percentages, the data are reduced
standard form with base equal To which it facilitates the relative comparisons.
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Chisquare test
The chsquare test is one of the simplest anddelgaisedonparametdests in statistical work. The quardiyata
describes the magnitude of the discrepancy between theory and observation. The stepsevieisedrsahiollow:
1 set up the null hypothesis.
1 set up the alternatiypdthesis.
1 observed frequencies oi are tabulated.
1 expected frequencies ei are tabulated.
Expected frequency for any cell can be calculated using the formula.
E=RT*CT/G.T
Where,
E =Expected frequency.
GT=Grand total.
RT=Row total.
CT=Colunn total.
The difference between the observed and expected frequency are obtained and square of differefigps are tabulated (oi
The values of {€)} is obtaining steps 6 are dividedregpleetive expected frequency and theEGtEE(@i btained
The calculated value 20 xompared with the table validarfgiven 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 tlesiaulDthgatise reject the null
hypothesis and accept the alternative hypothesis.

= = =4 =4

Data Collection
The data collected by the researcher using a Likert Scaling Method questionnaire. The source of data falls unde
categories; Primary Source and Spc&Qudece.
1 Primary data was collected with the help of questionnaire. The Questionnaire contains 17 questions.
1 Secondary data and employees the history, production, employees
1 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 fror
Furnished interview schedule (questionnaire) is given.

Limitations of the Study
It may be noted that his stuglgdrae limitations as given bélowstudy having a bearing on attitude, incomplete,
wrong informationramresponses to some questions could not be avoided; however, the researcher took at most effol
S0 as to minimize such errors.
1 The human resournanagement is a recent and last subject consisting of humber of activities the most commor
practices that are implemented in the India cements limited only where considered in this study.
1 Due to paucity at time and considering resources availapleabdirsited to 200 respondents only.

Analysis and Interpretation
Tablel: Comfortable Work in Environment

Inference
S. No. Factor No. of Respondeni Percentage From above table, it shows that 46.5% of
; itronegAgree 2‘3 ggggz;o empl oyeeds are strongly agt
3 Ng[ﬁ?al >3 14:00%(: are agree, 14% eAfmp |l oyee 6. S are neut
2 Disagree 12 6.00% emplo_yeeos ar e _d|sagreed ar
5 Strongly Bagree 0 0.00% strongly d.lsagree abthe information need to the
Total 200 100% company is a good place to work.
Table2: Employee®/ork Togethdo Solve Problems
S. No Factor No of Respondent| Percentagg Inference
1 | Strongly Agree 96 48.00% From above tabl e, it shows
2 | Agree 60 3000% | strongly agree, 30% of empl o
3 | Neutral 25 1250% | empl oyeeb6s are neutral, 6% of
4 | Disagree 12 600% | and 3.5% of empl ogabeubtbe ar e s
5 | Stronly Disagreg 7 3.50% | employees work well together to solve problems and get the
Total 200 100% job done.
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Table3: Management Hexibletowards Employees

S. No Factor No of Responden{ Percentagd Inference
1 | Strongly Agree 90 45% From above table, it shows that 45% of
2 | Agree 63 315% | employeebs are strongly agr
3 | Neutral 35 17 5% are agree, 17.5%eoinp| oyeebs are neut
4 | Disagree 9 45% employeeb6s are disagreed an
5 Strongly Disagrt 3 1.5% stromgly disagree abc_)ut the management_ is flexible
Total 200 100% 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:
1 The collected data were analysed and it wasatanodttbf 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 expectea filaity thasson
1 Majority of employees get training to do their job efficiently and effectively .and provided by the management thr
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 Managenkens.and co
1 Most of the employees feel that they were encouraged to do work in eéffiéteaf Wsgsndents are strongly
agree the employees have together to sqirabkemgs and get the job done successfully.
1 Most of employees feel that management is flexible and balancing in work and also personal life.
1 Some of employees recommend other to work for thearabalparigw of them disagree to the statement.
1 Majorit 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:
1 Some of employees not aware of HRM practices put forth by management
1 Due to this employees may not able to fulfill the Management requirements.
1 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 satisfiddamiththnedr 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
main objective is to assess the attitude of employees towards HRMI phadtivestait may be either positive or
negativelhe study was conducted for all level employees, where the overall total is 411 in which 200 samples were te
for the study. The primary data were collected through descriptierstsereaenducted at all level of department.
The statistical tools used in this studysapeackifrom this it is concluded that most of them have positive attitude toward
work. And they are free from stress, Emotion in work. But management sheniglfyaestmdiave 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, orga
and manage a particular opportunity, idea, orHoaesptepneur will often risk more, work harder and demand more
of himself or herself than any ordinary business person. The reward can be immeasuralyleuridye roeribdiok of
about fAentrepreneurshi po ar e deetshaw aspiratoa df getimg sabafied jolo n ¢ e
and are not interested to start own venture. There is general tendency that if somebody does not get job then only he
will go for some kind of business activity. Now a days the management edotatjahasfitst choice among the
student community because of the highly paid job offered by Indian and multinational companies. The role of qt
entrepreneurship education and training in identifying and nurturing the entrepreneurialhgoteatiabameny t
student. It will be helpful for creation of more number of entrepreneurs. This can results into generating employn
improving national income, dispersal of economic power &balance regionalTHevetdpepesneurial attitude
enable®ne to spend time creating life instead of wasting it making a living. Entrepreneurship education is undertaken |
countries. There are specific institutions promoting entrepreneurs. Governments of developing countries also pro
entrepreneurshipotigh education.Government of India and State Government play a significant role in entrepreneurst
development programmes. McClelland (1965) had found that formal or informal training is necessaryfor proper develo
of Entrepreneur capacities. Treeeefarmber ofprogrammers were being planned for developing entrepreneurship among
theyounger generation.Entrepreneurship as a subject has been introduced in undergraduate and postgraduate cot
Many degree programmes like B.com, B.B.M., M.ComA. aimetIMIB.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 orientatiorcduoadividnaay be in the
form of informal or formal. The inf
form of learning stresses
importance of early role models
reinforcement  patterns on
acquisition and maintenance
entrepreneurial behaviour. Role m
could be parents aep groups tha
provide socialization training
entrepreneurship. Formal educati
also positively correlated
entrepreneurship. It has also b
reported that entrepreneurs of he
units, on an average, had a higher
of education compartedthose whc
own sick units.Entrepreneurshi
education needs to gain firm ground to change the face of the economy. It is only under such a scenario that we v
witness a longer queue of job providers than job seekers. And our efforts wasilorsduvetsheand efficient youth,
par excellence. During liberalization, which started in India in 1991, India exerted greater effort to promote and nu
entrepreneurship. Attempts at various levels have taken place to directly or indirrefygmeunsiépe Over the

Enhancing entrepreneurial behavior and mindset
Bullding self confidence, self ot ca(yund
leadership

Creatr v'ry innovation, and ability to think “out of
the box™ to solve problems

Managing complexity and unpredictability

Basic business and financial skills: “business
literacy”

Opportunity identification

How to build, finance and grow ventures
Developing negotiation skil

Building relationshi ps ks

L
and social capital // Students\
and
ntrepre / o
ere

Interactive, learning centered pedagogies
Multi disciplinary programs and projects
Case st; simulations, business plan
competi

Extensive use o
Learning by doi
Experiment: rial
Projects, internships with startups
Mentoring and coaching
Interactions with entrepreneurs

igital tools, multimedia

~

E
Who \ -neurs /
- Students ~_~Formal school systems (primary, secondary and

tertiary)
At all levels

Teachers and school administrators =
Business people and leaders in other sectors
Entrepreneurs

Mentors, coaches and advisors

Policy makers

Workplace based training programs
Lifelong leaming

SourceEducating the Next Wave of Entrepreneurs, World Economic Fot
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past two decades there has been a growing debate about how well educational systems prepare young people for ad

in general and O6enterprised in the worl dr gdnthewdr k i n
words of Indira Gandhi, AEducation is a |iberating f
barriers of caste and cl ass, but inequalitiams I mpose
and helps us to set out perspectives in right irkcon.d e f i nes it as O6Entrepreneur s|

knowledge, skills and competencies and/or of monetizing a new idea, by an individual or a set of people by launchil
enerprise de novo or diversifying from an existing one (distinct from seeking self employment as in a profession or tr
thus to pursue growth while generating wealth, empl
The role of higheducation in entrepreneurship goes far beyond classroom teaching and incorporates participation
business ecosystems, partnerships and industrial alliancegetinbidtgirowth enterprises becoming a focal
point of entrepreneurshiprelateid pobties, 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 ,
Plan.
The Entrepreneurship 2020 ActiofsPiuilt on three main pillars:
1. Entrepreneurial education and training
Creation of an environment where entrepreneurs can flourish and grow, and
3. Developing role models and reaching out to specific groups whose entrepreneurial potenpiedisonivs being tap
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 tech
and notechnical institutions. These coyppesaah 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 Institt
Management (IIM), Indian Institutes of Technologryd (IbTher engineering institutes in India. Some business
management schools have introduced entrepreneurship to impart subject knowledge. Commerce departments of
universities have also introduced entrepreneurship as one of the subjectsradutiieircpostgs. Technical
institutions like polytechnics and industrial technical institutes (ITIs) are teaching ertrepprengsispip is
more than mere creation of business. It is a dynamic process of vision, change, andesreatiapplicetipuirof
energy and passion towards the creation and implementation of new ideas and creative solutions. Entrepreneurs are f
who turn dreams to reality. They supply goods and services, which increase the standard of lipinigtadrthe entire po
substantially. They are wealth creators. Themtdfwealth 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. Accorc
6Speci al Report : A Gl obal Perspective on Entreprenece
education is defined in broad terms as the building of knowledge and skills for the purpose of entrepreneurship genera
part of recognizeducation programs at primary, secondary detettiedycational institutions. An environment where
entrepreneurship can prosper and where entrepreneurs can try new ideas and empower others needs to be ens
Education needs to address the desetayrakills required to generate an entrepreneurial mindset and to prepare future
leaders for solving more complex, interlinkedchiathdiarsg problems. Education needs to come back to the top of the
priorities of governments and the private sbdterssen as the fundamental mechanism for attaining sustainable
economic development and societal progress.

n

Challenges faced by Entrepreneurship Education in India

The present entrepreneurship education in India just concentrates on couisglanttcheageseral business
courses. There is a demand for education programs sp
entrepreneurship. Entrepreneurship education in India faces cultural and financial constiagufficiong with
government capacity. The significant challenges faced by entrepreneurship education in India are given below:

Cultural barriersPeople in India are more sensitive to emotional affinity in the workplace than to work and
productivity. An eptreneur needs to work around the clock and this has kept some people away froapsheir own start
After all, compared with other countries, family life in India is more important.

Difficulties towards Staups: Starting a business in India is toslyms 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 intadestralia, in India it
as long as 89 days. What really hurts is that even in neighbours Pa&istbBahgipdesh, it takes just 24, 21, and
35 days respectively to do so. The reason for such delay is btweaenagicules and regulations, and too much
paperwork (Ashish Gupta, 2004). The absence of an appropriate entrepreneurid ofimezpeirdoeitdiastructure
facilities, and the lack of access to relevant technology hinder rapid industrial development. Most of the time, the I
entrepreneurs have to tackle electricity, transportation, water, and licensing problems.
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Incomplete Brepreneurship Educatior 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, an
knowledge in starting a legsin

Lack of a standard framewoHBatrepreneurship 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 entrepreneu
education in India.

Dependence onGovernment Higher degree of dependence on government is another challenge before
entrepreneurship education in India. Insufficieseprorgtarticipation and lack of sustainable business models in the
entrepreneurship education actreeyd o its development in India.

The entrepreneurship education in the higher education system should satisfy the need for entrepreneurshir
selecting, motivating, training and supporting budding entrepreneurs. Unfortunately, the préseradematipreneurs
in India just concentrates on related courses. Moreoveat|etieestyepreneurship courses are similar to the general
business courses. But general business management education has no significant influence on entrepreneurial prop
(Hostager and Decker 1999). The findings of a survey on business owners in India suggest that management educat
not an important driver of entrepreneurial attitudes (Gupta 1992). There is a demand for education programs speci
designedtoexmgn st udent sé6 knowl edge and experience in entre
be differentiated between entrepreneurship and traditional business courses.

Suggestions for Developing Entrepreneurship Education

Although the wave @fnpoting entrepreneurship education has started in management studies much more needs t
be done in entrepreneurship education so that it can play a significant role in the growth of Indian ecaomy. The follov
a list of proposed measures to be fakelevelopment of entrepreneurship education o lbd@st up an
entrepreneurial training for young people and adults with resources which support national job plansfgrarticularly as a t
secongthance education for those not engaged inredecgtiioyment or traifiogpromote entrepreneurial learning
modules for young people participating in National Youth Guarant€e Bopevesn education methodologies by
latest innovative delivery models, rebrandingimproving certificattonirapdsmeell as increasing flexibility of VET
with the school and higher education str€&mfiaborate with the Organisation for Economic Cooperation and
Development to establish a guidance framework to encourage the development of batispreneurial sc

To offer the youth at least one practical entrepreneurial experience before leaving compulsory education, sucl
running a micbmpany or being responsible for an entrepreneurial project for a company or a social project
The Universities sldocieate a strong network of entrepreneurs and managers thatentrepreneurs could draw on for advi
and support to the studefise Universities should take steps to encourage research in entrepreneurship
throughfellowship support and also undertedaegnich 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 bree
grounds for future entrepreneurs. They hawentia fitievelop not only winning personal qualities but also provide an
opportunity to create employment for self and for others. Entrepreampllyimeselfind enterprise creation provide
a solution to the crises of both unemployment aedployaeent. They have a definite role in enhancing
entrepreneurship by enlarging the pool of entrepreneurs in society. Therefore, the Indian government should
appropriate measures to promote and develop entrepreneurial education in India.
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Intraduction
Motivation in the context of business management can be expressed as the interest evinced by or the de
demonstrated by the employees in an organization to deliver performance to meet the set objectives of the organizatio

Literature Survey
What is Motivation?

There is a host of literature on Motivation in Work Place. A brief look at the literaf\reorelreglSHbaks
Websterbés New ,Codelfeignieast ea Dmattiivenaay fisomet hith.gdo (a ne
Motivate i n tur n, means fAto provide with a motive, 0 and
motivatiors the act or process of providing a motive that causes a person to take some action. In most cases motiva
comedrom some need that leads to betgerresulta some type of reward when the need is Guifiljext. al
refers Motivation as Deddéte aleasdasSi nmadef(ynhgi hehayVir
activities thrdughe spontaneous satisfactions inherent in effective volitional action. It is manifest in behaviors such as p
exploration, and chall enge s avellinborbg etrhvaets pehcap!| efi Moftti evra
aboutwhat&pr son wants and about his emotional state, whic

Theories of Motivation

We enumerate here some of the various theories of motivation culled out from literature on studies on motiva
The earl theory for Motivation was enunciated by AbrahamMaskbwhrough his hierarchy of neeti&r2
Alderfébui I't up on the Masl owbs hierarchy of needs and
wherein he reduced the 5 stafdlaslow to 3 stagas2003 (earlier in 1959) Herzhetlger reduced the area of
needs of motivators to two factors (and hence called the two factor theoryinfHygiebertgctor and Motivator
factorMcClellagd1961, 1975, 1985) ndted individuals acquire needs over their life time. His theory refers to three
needs Need for Achievement (nAch), Need for Affiliation (nAffil) and Need for. B&inee((Fa58) proposed
that human behavior gets motivated when their b&hasinfogee@&kinner identifies 4 types of reinforcement viz.
(1) Positive reinforcement and (2) negative reinforcement (or avoidance learning) to improve desirable behavior
(3) Punishment and (4) Extinction to reduce undesirable Addra¥#dd963) outlined in his Equity theory that
individuals get motivated when they perceive that they are getting equitable treatment from \¥meod¥ganization.
(1964) in his Expectancy Theory expounded that employees are motivated by theit freefoxpecteel autcome
(expectancy) of their behaWmrderic Winslow Tag(d911), the father of modern scientific management enunciated
that people are motivated when they are paid according to the quantity and quality Aé€¢haiinupatacks
(1979), people are motivated to achieve set goals wh
Setti ntAcThedrn yndg 4{1960) MheoB/rokThenry X @ind Theory Y, managers can be classified to be
working uter Theory Xconcentrating on Herzbergbdés Hygiene fact
concentrating on the motivator faOtoeHP (1981) in his Theory Z says that people who are committed to the
organization will be motivated for work.
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Motvating FactorsAccording to Shanks the motivating factors are:
Extrinsic Money in the form of Pay, Bonus etc., Benefits like Health Insurance, vacation, Sick leave, Flexible schedule
Job responsibilities and duties, Promotions, Change in stasisn $tjpghers, 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 &i¢p01L4), the factors that influence employee motivation are:
Extrinsic

Monetary Compensation/Salary Structure, Leadership Style, Job Enrichment, Organizational Information Manage!
Quality of the Work Environment, Effective Disseminationaof, [Bfopltadanagement Relationship, Availability
of Promotion OpportunitiedV@ders Influence, Nature of Job,
Intrinsic

Appreciation by the Organization, Skill Requirement, Influence of the Employee View, Trust Exhibited at the Workg
Feedbackn Employee Performance, Employee Responsibilities, Fairness in Treatment, Perception on Skill Developm
Perception about Contributing to Firmds Growt h, Emp o

Other Factors

Accessibility to incentives, Availability of tramitugpitips and employer benefitscover, Confidentiality of employee
information, Delegation of jobs, Dynamic organization with an opportunity to grow, Fairness and equity, Fairness i
promotion, Flexible work approach, Fringe benefits, Harmatieatimeesf Integration of activities, Job rotation,
Opportunity for growth, Recognition of contribution, Respect and involvement in decision making, Reward the
performing employee with cash, Team work and spirit, Competitiveness of the aogdopotbnextbenaland
internalAccording to SafiulfgR015), the factors that influence motivati@alarg: and other financial incentives,
Careergrowth and development, Team spirit andcooperation,Appreciation / FormalieengGitiakhgiRtexand
interestingTask, Job security, Good working envidolukemt(2016) in her studies identifies the following factors as
influencing motivatiB@cognition by the organization, opinion on how their work is valued and appreciated, sense c
owneship 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 motivayieesottieenalithors have identified 14 factors
viz. Job satisfaction, promotion / expectation of promotion, Good Salary, the management style, team spirit, good w«
conditions, working hours, achievement, the work content, advancement iretpensahadyelation, supervision,
policy and personal lifeaddition a set of financial anfinaosial rewards are identified for testing, as follows:
Monetary Rewards: Incentives, Loans, Increment aridomonstary Rewards: Performance app&tesf
Development, Accommodation and-GaiganceSatisfaction 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. Identificationthie highest rated motivation factor.
2. To test if there is any significant difference on account of age, experience and education qualification in -
identification of the highest rated motivation factor.
3. To identify the key motivation factors fromftheolistation factors selected for the Study.
4. To study if there is any significant difference between finandilshiacidlmemards in motivating employees
and to identify the top rated financial divwhnoial motivation factor.
5. To test if theis any significant difference on account of age, experience and education qualification in the
identification of the highest rated financiaHamahieai motivation factors.
6. To identify the highest rated motivation factor expected from tlamdupervisor
7. To test if there is any significant difference on account of age, experience and education qualification in |
identification of the highest rated motivation factor expected from the supervisor.
Research Methodology
To achieve the Research Objeatiygestionnaire was prepared with a 5 point Liker Scale seeking the response of
the interviewees who are employees in an |Industrial
AHIi ghly Di ssat i s ffithepmanagementdf thenxcongpény, giving respecyta thedr tequest and to
protect the privacy of the organization, the name of the organization is not revealed in the Study except to say that the
manufacturer of automotive components.
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Using randosampling method a sample of 110 employees have been selected foh¢hem&hatjology,
involved, distributing the questionnaire to the respondent and retrieving the filled inTTberafhalysithésndone

using simple statistical tools ikepent ages, Studentod6s t test and Chi Squ

to tabulate the response and carry @utttees mpl e st at i sti cal cal cul.bdngons. T

the opesource software R, exploratory factor analysis has been carried out.

Findings

1. Job Satisfaction is rated the most motivating factor. 96% of the respoardedstiiavgarameter as the top
parameter.

2. ltis seen that 96% of the respondents whose age is below 40 and 97% of the respondents whose age is more the
have rated AJob Satisfactiond as the highest moti ve

3. The sample was divided it@ants respondents of age 40 and below 40 and above 40 and it is hypothesized that
there is no significant difference between these 1t
motivation factor. The tests(} shows thdiett 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 groug
the older age group in respect of the perception of "Job"Saispttiermost important motivating factor.

4. Itis seen that 97% of the respondents whose experience is less than 10 yedne aespdbteofs whose
experience is more than 10 years have rated fAJob Sc¢

5. We hypothesize that there is no significant difference in the perception of 'Job Satisfaction' as the most impor
motivating factor between the employees with lesser experience in the organization and those with longer experie
To test this hypothesés have divided the sample into two -ggoogs | consisting of employees with 10 or less
than 10 years of experience in the company and group Il consisting of members with more than 10 years of experi
The test of hypothesis using Student@ivdsst 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 lor
experience and those with shorter experience in ratingciioin'sasishe most important motivating factor.

6. Itis seen that 99% of the respondents who have higher educational qualification and 93% of the respondents who
|l esser educational qualificati ofacttrave rated AJob S

7. We hypothesize that there is no significant di ffer
motivating factor between the employees with higher education qualification (graduate degree / post graduate de
in the orgéaration and those with other educational qualification. To test this hypothesis we have divided the samj
into two groupsgroup | consisting of employees with graduate or post graduate educational qualification in the
company and group Il consistimgewibers 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 worc
conclude that there is no significant difference beterepioyees 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 factereekgtaodents are management style
(78% of the employees), Advancement in technology (75% of the employees) and working hours (by 73% of
employees)

9. Exploratory factor analysis shows that there are three major factors-dheyosikatioa managmt culture
(consisting of the management style and the policy), the personal life and employee contentment with the
(consisting of job satisfaction, the working hours and advances in the technology of the job undertaken by
employee). Thesetifreect or s expl ain 46% of the AJob Satisfacti

10. It was hypothesized that there is no difference between monetagnatatynamotivating factors, Chi Square
tests gave a value of 1.25 against the threshold value of 3,84 which means that Wégmutbesitbehal is
there is no difference between monetary motivating factoraomedarpomotivating factors influencing the
motivation level of the employees.

11. It is also found that promotion expectation, salary, team spirit working deweitiens, \&ork itself,
interpersonal relationship and supervision are discarded by the researcher as not contributing to the emplo
motivation.

12. Financial incentives is rated as the best financial motivator (by 91% of the employees) folleyvézhby car (vehic
(rated as second best by 93% of the employees).

13. Performance appraisal is rated as the-fim@ancial motivator ( rated by 90% of the employees)

14. ltis seen that 92% of the respondents whose age is below 40 and 89% of the resporidentsenthaseddge
have rated filncentiveso as the highest rated finan:

15. The sample was divided into two pespondents of age 40 and below 40 and above 40 and it was hypothesized
that there is no difference between these twéngmating the 'Incentives' parameter as the best rated financial
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motivation factor. The tests{} 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 ndiffigneificarttetween the younger age group and

the older age group in respect of the perception of "financial incentive” being the most important financial motiv:
factor.

It is seen that 90% of the respondents whose experience is less than BYyeathenespondents whose
experience is more than 10 years have rated Al ncent
We hypothesize that there is no significant difference in the perception of 'Incentives’ as the molst important fina
motivating factor between the employees with lesser experience in the organization and those with longer experie
To test this hypothesis we have divided the sample into tgoogmupsnsisting of employees with 10 or less

than 10 years of expnce in the company and group Il consisting of members with more than 10 years of experienc
The test of hypothesis using Student's t test gives a t probability of 0.8815, which means that we do not reject the
hypothesis. In other words we certtlatdthere is no significant difference between the employees with longer
experience and those with shorter experience in rating ‘financial incentive' as the most important financial motiv
factor.

It is seen that 93% of the respondents who lkeawslbggttional qualification and 88% of the respondents who other

|l esser educational qualification have rated Al ncent
We hypothesize that there is no significant difference in the percefities" @slttmost important financial
motivating factor between the employees with higher education qualification (graduate degree / post graduate de
in the organization and those with other educational qualification. To test this hypditridsis thhe bangle

into two groupsgroup | consisting of employees with graduate or post graduate educational qualification in the
company and group Il consisting of members with other educational qualification. The test of hypothesis us
Student's ést gives a t probability of 0.1379, which means that we do not reject the null hypothesis. In other words
conclude that there is no significant difference between the employees with higher educational qualification and t
with other educationalification in rating ‘financial incentive' as the most important financial motivating factor.

It is seen that 89% of the respondents whose age is below 40 and 92% of the respondents whose age is more the
have rated dPer f or tratedoadcfinarcCipl pnotigating fadtod. as t he hi ghes

The sample was divided into two psendents 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 Appratbal eestarattér as
nonfinancial motivation factor. Thetest) @hows 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
group and the older age group in respect of the perception of "Performance Appraisal" being the most important
financial motivating factor.

It is seen that 90% of the respondents whose experience is less than 10 years and 90% of the respondents wi
experience is more than 10 year s hav-fnancia maidtingi Per f o
factor.

We hypothesize that there is no significant difference in the perception of 'Performance Appraisal' as the
important ndimanciemotivating factor between the employees with lesser experience in the organization and thost
with longer experience. To test this hypothesis we have divided the sample ingrawm Igconpssting of

employees with 10 or less than 10 yeamrigihegrpin the company and group |l 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 m
that we do not reject the null hypothesis. In other wordsesmbatotieleelis no significant difference between the
employees with longer experience and those with shorter experience in rating 'Performance Appraisal' as the 1
important ndimancial motivating factor.

It is seen that 90% of the respondentswelinigh&r educational qualification and 90% of the respondents who other

|l esser educational qualification have rated APerfor
We hypothesize that there is no significant differencerdaptien pf 'Performance Appraisal' as the most
important ndmancial motivating factor between the employees with higher education qualification (graduate degre
post graduate degrgejhe organization and those with other educational quedifiestidhis hypothesis we

have divided the sample into two ggropg | consisting of employees with graduate or post graduate educational
qualification in the company and group Il consisting of members with other educational quabfication. The tes
hypothesis using Student's t test gives a t probability of 0.9387, which means that we do not reject the null hypott
In other words we conclude that there is no significant difference between the employees with higher educati
qualification atftbse with other educational qualification in rating 'Performance Appraisal' as the most important no
financial motivating factor.

Overall it is seen that 94% are satisfied with financial rewards and 90% are sétisfiethivitwaods.
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It is sen that 76% of the sample are satisfied with both finanéfiamleanuibhoewards.

Highest level of satisfaction is seen by the employees as the ‘appreciation’ from the supervisor. 86% of the emplc
rate this as the only positive parameter.

The sanip was divided into two pagspondents 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
rated motivation factor from grengsor. The teste@t) 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
younger age group and the older age group tiroféspguerception of "supervisor's appreciation” being the most
important motivating factor from the supervisor.

It is seen that 86% of the respondents whose age is below 40 and 86% of the respondents whose age is more the
have ratedpfiSaopetvoeaoréas fape highest rated motivati
Similarly we hypothesized that there is no significant difference in the perception of 'supervisor's appreciation' a
most important motivating factor from the supervisohbaetmptoyees with lesser experience in the organization

and those with longer experience. To test this hypothesis we have divided the sample- igtoupvd groups
consisting of employees with 10 or less than 10 years of experience in the coumppHngoasistony of

members with more than 10 years of experience. The test of hypothesis using Student's t test gives a t probabili
0.6922, which means that we do not reject the null hypothesis. In other words we conclude that there is no signif
difference between the employees with longer experience and those with shorter experience in rating 'supervi
appreciation' as the most important motivating factor from the supervisor.

It is seen that 87% of the respondents whose experietitanisleygars and 86% of the respondents whose
experience is more than 10 years have rated ASuper\
Supervisor.

Similarly we hypothesized that there is no significant differencepiiothefgsupervisor's appreciation' as the

most important motivating factor from the supervisor between the employees with higher education qualifica
(graduate degree / post graduate degteeprganization and those with other educatfa@icqudld test this

hypothesis we have divided the sample into twe gyauypd consisting of employees with graduate or post
graduate educational qualification in the company and group Il consisting of members with other educatic
qualificatiomhe test of hypothesis using Student's t test gives a t probability of 0.1037, which means that we do r
reject the null hypothesis. In other words we conclude that there is no significant difference between the emplo
with higher educational qutbficand those with other educational qualification in rating 'supervisor's appreciation'
as the most important motivating factor from the supervisor.

It is seen that 90% of the respondents who have higher educational qualification and 8e@¥tsofvtiee respond
other | esser educational qualification have rated |
the Supervisor.

Conclusion

From the Study the authors find that:

1 Job Satisfaction is the highest rated motivating factor

1 There is no significant difference in the perception of the employees fiedweiaharwhfinancial rewards

T The fAAppreciation earned from the Supervisor is |il
Recommendation

Considering the fact that employees are ebthikedappreciation of their supervisors, it is suggested that

supervisors may be sensitized and trained to appreciate the work done by theiCeutidatingtebat job
satisfaction is the highest rated motivation factor, management shslylevodaselenrich the job content so that the
employees are havihg maximum job satisfadfionsidering that the employees are almost equally motivated by the
financial and néinancial rewards, the management can judiciously balance thercofripeirsatnployees between

these two factoBy employing these tactics the authors are confident that the management caroetesussia well
happy and productive employees on their rolls.
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INTELLIGENT INNOVATION IN THE CONSUMER PACKAGED GOODS (CPG)

Dr. S. Sasikumar
HOD, Department of Management Studies,
Sacred Heart College (Autonomous), Tirupattur
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Introduction

The consumer packaged goods (CPG) industry is undergoing a major transition as the shopper becomes a major
of innovation througtoenmerce, Omni channelingiaand 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 opere
costs in order to remain competitive and address stockholderTlbenkeyngo creating an innowhtiam
organization is to build upon a new, more collaborative business model. This allows organizations to engage powerfull
the consumer, integrate processes and ideation across the value chain, andicupporteexpaisg markets. By
streamlining operations and shortening time to market, manufacturers, wholesalers, distributors, and retailers are al
manage risk while bringing innovative products that serve a larger market base.

Innovation in the CRGdustry

Continuous product innovation is the lifeblood of the CPG industry, keeping the brand alive and the shopper enge
In an environment where one in five state that they are always looking for new products, innovative merchandise is the
forgrowth. New products extend the life of core brands, and targeted sub brands help to make the company more profi
Todayds gl obal mar ket pl ace makes continuous innovati
localize them fagional tastes and cultural expectations. CPG organizations are playing in a larger field of competito
with products and associated services becoming an integral part of corporate strategy. Companies need to create
effectively manage an integmaedation culture that supports extended global R&D teams to capture new ideas, speed
timetomarket, and provide customer sérvités economic environment, however, investments, even in new product
innovations, are highly scrutinized by mandge2®dfx. 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
million.2 even these numbers are more conservative thaart88/@mpent of food and 92 percent of nonfood new
products are line extensions, as opposed to original new merchandise. By splitting off sub brand offerings, companie
increasing profitability by executing based on specific products, stodkgoalsagemerket interactions.3 despite
rising commodity costs, the industry is now beginning to recover. Companies are focusing on growth in emerging martk
augment both the top and bottom lines. The value of shipments in the CPG indestryoratadsp®i24 billion in
2010 as compared with the previous year, while the manufacturing sector achieved shareholder returns of 15 percer
build on this success, CPG organizations must support true innovation to remain competitile chadiengingas
global marketplace. Currently, only about half of all companies feel that they have a culture that supports innov:
strategies, or that their innovation and corporate strategies are fully aligned. Such companies routieely underperform
more creative competitors. By comparison, organizations with highly aligned cultures and innovation strategies ha
average of 30 percent higher enterprise value growth and 17 percent higher profit growth.5 To achieve completely al
innovatiostrategies, CPG companies need to reconsider three corporate infrastructure priorities:

Shoppedriven: Social media encourages and enables cemgyinaed, interactive content devoted to issues
relevant to CPG brand categories.

Integrated innovatiocToday ds <col |l aboration solutions that al | c
owned solely by R&D and apply them across the company to develop ideas, resolve problems, and discover
opportunities
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Flexible operation®pen, multi device imvments that use information sharing and exchange to support business
operations in multiple and developing countries7

ShoppeiDriven Innovation

The key driver of shogjseen innovation is the acute observation of spontaneous, unstructireldbsimtomer
and needs. By inviting the shopper into the process, companies build their knowledge of product user expectations
desires, which translates into innovation insights. Based on the networked CPG environment, companies have the abil
I Creat atotal customer experience along with the product
T Understand the customerdés behavior, media consumpti
1 Create a flexible platform for interaction between customers and employees

This provides CPG companies with deeper anduraieeraarket segmentation. Input and feedback may emerge
from Twitter feeds, Face book walls, blogs, chat rooms, podcasts, personal videos, advisory and focus groups, sy
events for network members, and Zitheespecialist and advisory comrmmigais, in turn, provides the opportunity
to discover previously unknown niche markets, the creation of new niche markets, and extension of existing prc
lifecycles. The acquisition of hew behavioral insights helps drive early identifastjoowifghevgrkets and new
category opportunities.
Integrated Innovation

Traditionally, new product development has been the sole responsibility of R&D teams. Idea development and pr
portfolio management have been handled by engineering sjtbcistiss teams becoming engaged later in the
devel opment process. However, todaydés power ful net wo
business strategy, including:
1 Combining resources across traditional functiomal slih as marketing, IT, and manufacturing
1 Support for more radical and disruptive innovation to stay ahead of the competitiesperdatidddiigh

product development
1 Improving the understanding of innovation tools and technitheesaopzssy

This approach blurs the lines between product and service, encouraging customer infadtvement, extra
development, and increased responsiveness. It may also imp&Rdmzisgo Systems, Inc. All rights reserved.
This document is @igeublic Information. Intelligent Innovation in the Consumer Packaged White Paper Goods (CPC
Industry: Faster, Cheaper, Local organization in order to manage and assimilate a rapidly growing portfolio of product
services. Networked informationgshadrcollaboration becomes critical to building closer relationships up and down the
supply chain.
Flexible Operations

Todayds rapidly deployed; mul ti device networking
requiring a new apgeh to the CPG corporate infrastructure. Companies can:
1 Use more integrated approaches to managing global supply chains to penetrate emerging markets
1 Integrate multiple technologies, enterprise systems such as product lifecycle managemest @ilivipresd partn

to support the supply chain
1 Lower the cost of innovation in emerging markets with rapid local network deployment

Converged networking helps to adapt to a range of market environments, supporting the overall company stra
while remainingilagto meet changing needs. This supports innovation in emerging markets and across global supp
chains, allowing CPG companies to remain flexible and accommodating within a rapidly shifting infrastructure.
Facing the Challenges of True Innovation

In cotrast to other industries, increased research and development spending for CPG products does not appea
correlate with growth. In fact, there has been no statistically significant relationship between financial performance
spending on R&D for séwerars. Understanding this is particularly important as innovation spending rises: After a drop il
2009 of 3.5 percent in global innovation spending, R&D outlays surged to 9.3 percent in 2010 as companies ga
confidence in the worldwide economicyeCovepanies therefore face the challenge of how to achieve profitability when
simply investing ifhouse product development may not be the best choice. Complicating matters is a new technologic
innovation that is dramatically transforming thiei€Et@&iva the smart phone.
Embracing the Challenge of Mobiktyc c or di ng t o a GS1 study, 62 percent
device to purchase goods, while 42 percent of shoppers have used one to access product informate.from within the
From their phones, these shoppers compare prices, read product reviews, check availability of other brands, and 1
decisions based on outside and largely uncontrollable sources of informatthanghig gecheology has made it
critical famanufacturers, distributors, wholesalers, and retailers to find new ways to improve market share and profitab
As shoppers become more mobile andrnfawnalent, increased pressure is being placed on the supply chain to deliver
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innovative new progufaster and at a more competitive price. Analysts predict $163 billion in worldwide mobile sales |
2015, while projections estimate that $38 billion will be spent on mobile ads in the United States and Canada durin
same timeframe.12 However,dh#itsnparadigm 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 analyz
information, companies are able to feed déiabstciigo 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 ¢
engineers become better and more responsive innovators. Atrecsanpanies can trim operating expenses and
reduce risk by using mobility internally to improve worker productivity. Smart phones and tablets give employees ir
access to information in corporate and manufacturing facilities, and inpgpertidigttibigion and sales. Building
mobility into corporate workflows promises to have a significant impact on the CPG operational costs over the nex
years.
Managing the Innovation Process

Innovation is a complex process, involving manytpamidipsany 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
must research, brainstorm, prototype, and test products, while atigraimemg) ivith corporate branding and goals.
White Pape® 2012 Cisco Systems, Inc. All rights reserved. This document is Cisco Public Information. Intellige
l nnovation in the Consumer Packaged Go edlakoraters) I nd
capabilities help to foster this process, driving creativity and new insights across geographic borders and time zc
Distributed, heterogeneous R&D and extended teams are able to work together using advanced conferencing and re
whieboard systems to devel op, manage, and mature each
capabilities also allow remote experts and team members to oversee the prototype production line, resolve design is
and monitor consunestihg. The result is a product that can be:
1 Brought to market more quickly and efficiently
1 Designed to be responsive to expert, consumer, and testing feedback
1 Marketed in high volume via-mtaghg supply chain to multiple channels
Innovative Ways tceBRch the Consumer

Mobility has also opened the door to new technology capabilities that give companies direct access to consun
Kiosks, shelf help, and other examples of So Lo Mo (social local mobile) technologiesosizaiphe dgeling. So
Lo Mo offers a molkidatric way to find product information on demand: Through a kiosk or tablet loesteekin a mall, in
ishelf help, 6 and in train stations or otherandbubl i c
download information onto their phones. They may interact with the system using touch screens, cameras, spea
microphones, or credit card scanners.
Conclusion

Social media and new collaborative technologies offer many opportunities for mheoCiPahsfutostits
business processes. With a lean, collaborative, raffexta@storganization, companies are able to become more
focused on providing outstanding products and a new integrated consumer experience. At the same time, firms may
takeadvantage of their new capabilities to expand into new global markets, niche marketkiagad Harvmaid.
They can expose their products to new demographics, move more rapidly to expand manufacturing facilities, and
items to meet cultueduirements. Based on continuous consumer feedback, more efficient innovation practices, an
improved operations, CPG companies are now in position to build their companies to support sustained growth
competitiveness.
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Abstract

Leadership is comprised of everything a leader does that affects the achievement of objebéires cirehtpioyedis and
the organization. This study was motivated by sketlpemd 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 towhards improving sc
management. This academic evaluation exereimesheoretical 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 reséahT igeory, and prac
is followed by an examination of tmeshef 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 certaihefldsalamglipation of
styles, primidies and methods is properly and fully applied in school management because quality educational leadership tradition o
great opportunity to further refine educational leadership and management policies and practices by adeefdia®y and utilizing t
principles and styles of educational leadership.
KeywordsEducation, Leadership, Theories, Styles, Principles, Methods, Management, Policies and Practices.
Introduction

To many, leaders are not born, but made. It is increasingly acceptbédt owalearto be a good leader, one
must have the experience, knowledge, commitment, patience, and most importantly the skill to negotiate and work
others to achieve goals. Good leaders are thus made, not born. Good leadership is devalmpmrdetidimggh
process of salfudy, education, training, and the accumulation of relevant experience (Bass & Bass, 2008). According
Boul di ng (Th® Bnége: Knowledgpearo Lkfe aiid &qcietyout | i ned t he gener al t
knowledge and human, social, and organizational behaviour. He stated that the basis of a good leadership is st
character and selfless devotion to an organization (Jenkins, 2013). Despite the many diverse styles of leadership, a g
effective leaderspires, motivates, and directs activities to help achieve group or organizational goals. Conversely,
ineffective leader does not contribute to organizational progress and can, in fact, detract from organizational |
accomplishment. According torNagR9), effective leadership is a product of the heart and an effective leader must be
visionary, passionate, creative, flexible, inspiring, innovative, courageous, imaginative, experimental, and initi
change.This study was enthused by the pratnmeenation 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 theor
research conducted on the need for African.

Theories of Ladership

There are as many different views of leadership as there are characteristic that distinguisheladéelexrs from non
While most research today has shifted from traditional trait chasesitteddyies to a situation theory, whiek dictat
that the situation in which leadership is exercised is determined by the leadership skills and characteristics of the e
(Avolio, Walumbwa, & Weber, 2009), all contemporary theories can fall under one of the following three perspect
leaderships a process or relationship, leadership as a combination of traits or personality characteristics, or leadershi
certain behaviours or, as they are more commonly referred to, leabietshimskélslominant theories of leadership,
there existhe notion that, at least to some degree, leadembipesthat involvaafluencevith agroupof people
toward the realizationgoéls(Wolinski, 2010). Charry (2012), noting that scholarly interest in leadership increased
significantly during tharly part of the twentieth century, identified eight major leadership theories. While the earlier ¢
these focused on the qualities that distinguish leaders from followers, later theories looked at other variables inclt
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situational factors and kikls. Although new theories are emerging all of the time, most can be classified as one of
Charrydéds eight major types:
"Great Man" Theory

Great man theories assume that the capacity for leadership is inherent, that great leaders aredectimeo@snade. Th
often portray leaders as heroic, mythic and destined to rise to leadership when needed. The term great na&n was used bec:
the time, leadership was thought of primarily as a male quality, especially military leadershi2(88% also, Ololube,
Trait Theory

Similar in some ways to great man theories, the trait theory assumes that people inherit certain qualities or traits I
them better suited to leadership. Trait theories often identify particular personality or behsticsutzdtchsracter
shared by leaders. Many have begun to ask of this theory, however, if particular traits are key features of leaders
leadership, how do we explain people who possess those qualities but are not leaders? Inconsistenpies in the relatic
between leadership traits and leadership effectiveness eventually led scholars to shift paradigms in search of
explanations for effective leadership.
Contingency Theories

Contingency theories of leadership focus on particular variablée refatiedrimént that might determine which
style of leadership is best suited for a particular work situation. According to this theory, no single leadership sty
appropriate in all situations. Success depends upon a number of variables rahgtusivig,|epddities of followers
and situational features (Charry, 2012).
Situdional Theory

Situational theory proposes that leaders choose the best course of action based upon situational conditions
circumstances. Different styles of leadexghie more appropriate for different types ofrdakisipnFor example,
in a situation where the leader is expected to be the most knowledgeable and experienced member of a group
authoritarian style of leadership might be most appropriatstdanatberhere 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, nshlpthediyis leade
focuses on the actions of leaders not on intellectual qualities or internal states. According to the behavioural theory,
canlearnto become leaders through training and observation. Naylor (1999) notes that interest itetiel®ehaviour of
has been stimulated by a systematic comparison of autocratic and democratic leadership styles. It has been observe
groups under these types of leadership perform differently:
1 Autocratically led groups will work well so long as thpressgr Sroup members, however, tend to be unhappy

with the leadership style and express hostility.
1 Democratically led groups do nearly as well as the autocratic group. Group members have more positive feeli

however, and no hostility. Most imgpttenéfforts of group members continue even when the leader is absent.
Particimtive Theory

Participative leadership theories suggest that the ideal leadership style is one that takes the input of others
account. Participative leaders encourdgjpatamn and contributions from group members and help group members to
feel relevant and committed to the dewkiog process. A manager who uses participative leadership, rather than
making all the decisions, seeks to involve other peoplepuingsdompmitment 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 ralecofjanigatiosi@and group
performance and the exchanges that take place between leaders and followers. These theories base leadership
system of rewards and punishments (Charry, 2012). When employees are successful, they are rewarded and when th
they are reprimanded or punished (Charry, 2012).
Relationship/Transformational Theory

Relationship theories, also known as transformational theories, focus on the connections formed between leader:
followers. In these theories, leadership isct®s by which a persogagesvi t h ot hers and i s a
connectiondo that result in increased motivation and
performance of group members, but also on each péisanhis fotfher 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 effe
leaeership. Skills theory by no means refuses to acknowledge the connection between inherited traits and the capac
lead effectively, but argues that learned skills, a developed style, and acquired knowledge, are the real keys to leade
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performance.strong belief in skills theory often demands that considerable effort and resources be devoted to leaders
training and development (Wolinski, 2010).
SourceNaylor, (1999, p. 524)
Leadership Styles

Leadership styles are the approaches used toenotivao | | ower s . Leadership is not
Leadership styles should be selected and adapted to fit organizations, situations, groups, and individoals. It is thus us
possess a thorough understanding of the different stylésmawiedge 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, wheredsaplets pawer over staff.
Staff and team members have little opportunity to make suggestions, even if these are in the best interest of the tes
organization. The benefit of autocratic leadership is that it is incredibly efficient. Deeggiokly ,saadthd work to
implement those decisions can begin immediately. In terms of disadvantages, most staff resent being dealt with in this
Autocratic leadership is often best used in crises situation, when decisions must be madegisskénand wit
Bureaucratic Leadership Style

Bureaucratic leaders follow rules rigorously, and ensure that their staff also follows procedures precisely. This i
appropriate leadership style for work involving serious safety risks (suchhamaahikiewy witith toxic substances,
or at dangerous heights) or where large sums of money are involved. Bureaucratic leadership is also useful in organiz
where employees do routine tasks (Shaefer, 2005). The drawback of this type oftlgadendfipdsvinin 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. Qimism@atic leaders
leadership style that is identifiable but may be perceived with less tangibility than other leadership ftghes (Bell, 2013).
called a transformational leadership style, charismatic leaders inspire eagerness in their teams and are energet
motivating employees to move forward. Additionally, a charismatic leader may come to believe that s/he can do no v
even when others are warning him or her about the path s/he is on; feelings of invincibility can ruin a team or
organization.
Democatic/Participative Leadership Style

Democratic leaders make the final decisions, but include team members imakmglerizomss. They
encourage creativity, and team members are often highly engaged in projects and decisions. Tligseofire many bene
democratic leadership. Team members tend to have high job satisfaction and are productive because they are 1
involved. This style also helps develop employeesd s
so are motited to by more than just a financial reward. The danger of democratic leadership is that it can falter
situations where speed or efficiency is essential. During a crisis, for instance, a team can waste valuable time gath
input. Another potentialgga is team members without the knowledge or expertise to provide high quality input.
Laissez-aire Leadership Style

Laissedaire leadership may be the best or the worst of leadership styles (Goodnightfa2(], hi &issezh
phrase forbBl é& when applied to | eadership dfaerecri bes
leaders abdicate responsibilities and avoid making decisions, they may give teams complete freedom to do their wor
set their own deadlinesseafaire 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 ove
staff (Ololube, 2013).
Transactionaléadership Style

This leadership style starts with the idea that team members agree to obey their leader when they accept a job.
transaction usually involves the organization paying team members in return for their effort and comgiance. The lead
a right to punish team members if their work doesn't meet an appropriate standard. The minimalistic working relatior
that result (between staff and managers or leaders) are based on this transaction (effort for pay).
Factors that Determine Leadé@usBtyle

There are a number of factors that can help to determine which type of leadership style is most effective and/or wh
draw on a different or combination of leadership styles. Listed below are a number of these factors as outlined by
(2QL0, pp. +6):
Size of an Institution/Organization

Many organizations have the tendency to grow, and as they grow, to divide into subgroups where the real dec
making power lies. As institutions or organization grow, problems arise whicmonadiffendin® address at a
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macro or senior management level. At the same time, as institutions and organizations grow larger and become |

multifaceted, there is a propensity for decision making to be centralized (Naylor, 1999).

Degree of Interaoti/CommunicatiorOrganizational 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

(Ololube, 2012). The quantity @adiyqof 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. Organizatior

operate as open or closed systems. An openexyestas information, which it uses to interact dynamically with its
environment. Organizations are open systems. Openness increases the likelihood of better communication and in tu

functioning and survival of organizations (Ololube, 2012)

Personaty of MembersThe personality attributes of employees and other managers/leaders can influence the leadershi

style of an organization. Some people tend to react more to certain styles of leadership than others. Individuals who |

depend on othersgeally do not like to participate in organizational affairs since their need for security and direction
better served by a rigid organizational structure. Leaders should adapt to such situations by providing opportunitie
participation to those absire them and directing those who find it more difficult to participate in organizational decisior

making (Ibara, 2010).

Goal Congruenciyhe term goal congruence is applied to an organization that ensures that all its operations and activiti

supporthe achievement of its goals. Organizations with high goal congruence review their operations and activitie:

ensure that none of these limit or inhibit the ability to achieve organizational goals. In a situationufikg tiis, there is a

directioras everybody (individuals, departments and divisions) is working towards the attainment of a common g

Different leadership styles may be called for depending on the degree of existing goal congruence in an organization.

Educational Leadership and lbgement Processe$eadership 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 influe

the behaviours, thoughts, and feelings of thiosewittiik 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 numr
obstacles which they must manage and contain in order.tdVsmeredibennis in Anyamele (2004) argued that

leadership is a creative enterprise, involving all in innovating and initiating. Leadership looks at the diorizon and not j

the bottodine. A leader makes good decisions which imply a goal, andifgetitime, a vision, a dream, a path, and

a reach. According to Bennis, a leader does the following:

1 Creates a compelling visidreadership has to get people in the organisation to buy into a shared vision and then
translate that vision into relafifders 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.

1 Creates a climate of trukeaders must know how to generatasaaih $rust. 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 mus
competent so that others in the ¢ob gaameate taustiateaderc an r
must behave with integrity. Finally, to generate trust (and be an effective leader) a leader must achieve congru
between what he or she does and says and what his or her vision is.

1 Creates meaningh leader creates meatfipgmaintaining 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 organi

towards goals. Leaders are people who can eloquentlyousgpressishte collective goals of the organisation.

CreatessuccesgEf f ecti ve | eader s p eirtheeaembrace aror dnd Yow to thdrrefrondif ai | ut

Creates a healthy and empowering environnidfective leadership empowersvtinkforce to generate

commitment, and developed the feeling that organisation members are learning, and that they are competent. C

leaders make people feel that they are at the very heart of things, not on the periphery.

1 Creates flat, adaptive, decalised systems and organisatiorBureaucracy does not create leaders,
bureaucracy creates managers and bureaucrats. Managing change is perhaps the ultimate leadership challel
Strong leadership can often be seen in organisations based on datemettkhmrdrchy matleh more
centralised model where the key words are acknowledge, create and empower. On the whole, vision and constan
purpose are central concerns of leaders in educational management and planning. They seeksto establish the
educational policies and strategies, which involves the improvement of educational programmes and administr;
services aimed at creating competent graduates capable of entering significant positions in society and, in t
improving educational tires and procedures (Ololube, 2013).

= =

Educational Management Processes

Educational management processes involve the arrangement and deployment of systems that ensure |
implementation of policies, strategies, and action plans throughout grased pfdatiees in order to achieve
educational goals. Process performance can only be optimised through a clear understanding of how different units o
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fit into the whole. Process performance ensures that a fit for purpose managementsyatiem isfdbeetoped,

implemented and constantly improved. It looks at how management gathers information to inform educational polic

strategy and involves the application of systems standards covering quality management systems (Lewis, Goodm

Fardt, 1995). Process performance, when documented and analysed scientifically and compared with desirable outcc

generates facts on the basis of which the processes in question can be effectively managed and continuously impr

This factual informatsupports decisions at all levels that in turn improve educational process performance furthel

(Schoderbek, Cosier & Aplin, X988lity management indicators involve the ways in which educational leaders ensure

that academic and sacademic staff antinually trained to operate in the innovative-eimahgirey educational

process and that they are building professional learning communities (Harris & Muijs, 2005; Ololube, Dudafa, Uriah & /

2013).

EffectiveLeadershigprovides a number of kelgaracteristics which have beeoyen to be of momentous worth

9 Effective educational leadership provides educational institutions with a holistic approach to coherently run the affe
school management;

1 Effective educational leadership styles rhasedben objective criteria. However, the methods can be defined to
suit the circumstances of the particular school.

9 Effective educational leadership styles should be able to provide a framework through which the essential part o
school managemerd @entified and improved upon on a frequent basis.

i Effective educational leadership provides should be able to offer benchmarking opportunities with others both w
and outside of a school system.

1 Effective educational leadership and managenuhimolsf cseate 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 wak

call fom better model that has applicability to the Indian education contexts. By examining the circumstances surroun

quality educational leadership in relation to school management, this article could conclude that success is certain
application dfig¢ leadership styles, principles and methods is properly and fully applied in school management. Qua
educational leadership tradition offers great opportunity to further refine educational leadership and management pc
and practices by acceptitjuilizing the basic principles and styles. Educational managers know that leadership require

a number of judgments each day that requires sensitivity and understanding of various leadership strategies. Thus, br

the gap between theory and prabtioéd 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 appro|
leadership strategy or a combination gfiestréitat 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 |
effective educational leadership style appliaetiofeasible for a number of purposes, which include improve
administrative performancee#ding, and enhanced individual and school innovation in teaching and learning.
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The government of India has introduced rtrafigegeacheme for rural poor. In 2006, the government has launched the National
Rural Employment Guarantee Scheme. This scheme officially guarantees 100 days of employherdezhvgorker fonenery
rural household in a nation of over 1 Diillssicheme haseen able tprovideightshasedsocial protection throgghranteed
employmeformarginalizegtoupsparticulari$C,STand women. The Indian banking system is more affordable to the middle income
group, upper middle and high éngmup. 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 EmploymédRaral women, bankitdd BNREGS

Introduction

The Indian women have passed through various phases of civilization as women in other countries. India has |
symbolized as mother India keeping in view the exemplary qualities of women, urapetidove, sgchpathy and
generosity. During the early Vedic period a woman enjoyed a high status as she was considered a goddess and
respected and shared equal rights and responsibilities with her husband in the family. Woman haibleeien getting indivis
ever religious function. In nineteenth century the Integrated Rural development programme (IRDP) is one of the pione
programme and it should be considered as a holistic development programme for rural poor and this programme cr
bridge beteen bank and rural poor. Through the IRDP many of them were come to know that the nationalized banks
also ready to serve the rural poor, especially the landless agricultural labourers. However that particular programme
creating much awarenasdank linkages. In this situatiohdatietma Gandhi National Rural Employment guarantee
Scheme which is providing the better bank linkages to the rural poor.

Statement of theroblem

After 60 years of planning, India is still one among theofast dexeitry 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 des
people should get recognisation from the society through government funded pitbgranivagza#fon there is a
huge employment opportunity in and around the rural areas but not in the people living in their own villages as a rest
capacity earnings may be differ from person to person, at the same time the bank litdkages diffaisnce
among the people. However the government of India and state government had been creating the opportunity throug
Hel p Group, however the | eaders of the self amkel p gro
such kind of familiarity. Most of them are depends an agriculture, the income of the agriculture is only based on the se
rest of the time they migrated to Bangalore and Chennai for construction work. In this situation how the MGNREGS
fulfillhe gaps in bank linkages in the present scenario.

Significance of thBtudy

Sometime the employers, the rich, the officials and even the government look down upon the poor. They
considered lethargic, inefficient and a burden on the societgpi@siegtesh 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
collective power and whenever they make an effort to unite at the locdl agaimstahlevgolitically, economically
and socially stronger sections of the society they aré\ongnetbday are demanding their position in the society. An
increasing number of women become providers of family survival, while men searcmndgenipbgwver the family and
money, where women have no control oveBaminkykages through MGNREGS some of the variables on which the poor
differ from other degree of participation in benefits from the bank, schemes of bank, baeko$émnvivededdegof
the large society, political awareness, awareness of social and economic rights and value orientationdn politics, religic
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social customs maintain that the poor are different and this research brings out a mind labwimgedelaaiak rur

linkage activities.

Objectives of th8tudy

1. To Study the socio economic status of the women through MGNREGS.

2. To study the womends access to banking Transacti on:¢
Hypotheses Tested

1. There is no significant relationship beteseaconomic 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, agricultu
unemfyment, cyclical unemployment, industrial unemployment, technological unemployment, educational unemployn
Some of the economist explained unemployment in terms of lack of capital and lack of investment, and high produ
Some believe that unemm@ayras 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 per
disorganization, family disorganizaticso@ald disorganizatitiomen have become increasingly aware of sexual
inequalities in every aspect of them. The word women empowerment essentially means that the women have pow
capability to regulate theitadaty in the socio, economic anatgigliower which enables them to move from the
periphery the higher position. However the Panchayath Raj System provides the women empowerment through reser
especially the representation from SC/ST inclusively from the women and the waonehas pessematde very
easily.Most of the time the women representative are not free from male domination in village level administration (Vi
Panchayath), if the women have knowledge in the socio economic and political aspect butdley suk all treate
standard decision makers.

The MGNREGS is the largest rural employment scheme in Asian countries at the same time it also focused at gl
level achievements of India. This programmes developed in response to the constant elevatiegoélggverty and
Mukundan, (2009) stated that the Governmentasf dandghtsased,demanddriven, se#felecting, bottarp
schemeén additioto providing ruteduseholdsithsupplementagmploymenilanning Commission (2011) revealed
that MGNREG&8soseeksto encouragand facilitatthe empowermenit women throu@inancial inclusion and
independencstrengthedivic participation, as well as intheugrdandscape.

Ruparelia (2013), we arthag¢the extento which thesgghtscan beguaranteed is continggmneffective
governancstructureshatcan overcome socjajiticabndeconomibarrierghatbothacceptandreinforcaleeply
entrenchehequalitielsetween citizeshreyaet al. (2014) foutlditin Indiagverallpnlyy 10%of the householidiat
useMGNREGwereableto get100daysofworkandthe majorityf users were mémberandPapp2015have been
stated that an aggregatzeasén casualabouwageof 4.2%andan aggregatéecreasén privatsector warof
1.8%. Ombalancehowevemuranalysisuggestshat,althougltheremaybe some incorbenefitén theshortterm,
marginalizezitizen#nthelndiarcontexare unliketp experiencgignificaongtermbenefitsluetoMGNREGS.

Methodology

The population of the study covers women those who are working under the MGNREGS Tirupattur block of Vel
district This block thickly populated with Other Backward Communities and Scheduled Caste and Scheduled Tribes.
study focuses on descriptivigglesmd 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 participantsnismitalesearch 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 atckground then th
collected will be more accurate and madee Thiafollowing table shows the educational qualification of the respondents
Table 1Educational Qualification of the Respondents

The above table clearly shows that three fifth

Educational Qualificatio] No. of Respondeni Percentage (60%) of the respondents have no educational
::I)Ilyerate ;g gg background and the very least (12%) of them are
Sggiré’ary 15 12 completed the Secondary School Leaving

Total 125 10 Certificate. The MGNREGS gives more employment

opportunities only forililterate people.
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Family Membeis the Respondents

Family

size 1is

an i

mportant

Interventions

variable as it helps t

the number of family members, more struggles a worker faces todn@éthisedeeendents. If he is unable to meet
such needs, the person easily get frustrated. The following table shows the family members of the respondents
Table 2Family Members of the Respondents

Family member| No. of Respondeni Percentage Above table reveals that more than half (64%) of the
12 80 64 respondents have 1 to 2 children. More than one fifth of the
34 18 14 respondents have 3 to 4 children and one fifth (22%) of the
56 27 22 respondents have 5 to 6 chillireaulde interpreted that
Total 125 100 more number of employees has one or two children.

Satisfactory evelof Banking Transaction
Every banking company has to strengthen their customers through various schemes and benefits. Through the MGN
most of the respondentbaving a separate saving bank account with zero balance schemes or with minimum balance

Table 3
Level of Satisfactio| No. of Responden{ Percentage The above table _ShOW_S that hearly_ tw@%t)ho{3 .
Low 32 26 the respondents having high satisfaction of the banking
Moderate 45 36 service and one fourth (26%) of the respondents have low
High 48 38 satisfaction. It shows that even though they provide quality
Total 125 100 of service to the respondent
satisfaction ligw.

Table 4RelationshiBetween Socio Economic Status and MGNREGS

Level of socio economic status

Women Respondents Total| Chi-Square Test

Low Moderate High ChiSquare| Degrees o] Level of
Other Backwa| 15 26 28 69 Value Freedom | significance
Schedule cast| 7 8 31 | 46 1.352 4 0.835
Schedule tribe| 2 6 2 10 Chisquare test has been done to find out the
Total 24 50 61 | 125 | statistical association between the women category

and level of socio economic sg&itce the level of
significarecis more than 0.0biglaccepted 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 avtdsafpriadidled 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 functi
banking is not yet reached to the rural poor. MGNREGS providesratjagLalager&force to rural women, how the
bank is maintaining their bank pass book and play vital role in social audit, participation in management. Finally MGNI
to provide widows and single women can get the employment and this researdcibtfiraimgsviauthe policy
maker and the implementing agency.
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Pi oneering economist John R. Commons wused the term AHumar
further build uponTithe t er m fi Hu man tlyeususewuringethie 194Gs and 49205 saveps! thennotion that workers
could be seen as a kind of capital Assmig scholattse first use of human resource in its modern form was in a 1958 report by
economic E. Widbdkke The term began to become neselapedn the 19 century due to misunderstandings between the
employers and employées. i s necessary to understand the term 6Managen
Management 6 Management i s nceafplancirg, otganisingodirectemliraeg andvdoritrlling, he p e
which, in fact, are its main fundflamagement is also regarded as the art of getting things done thtasigtuatpessible for
any individual to do all the work himself.

Keywords Policies, Employee Welfare, Compensation, Motivation, Promotion.

Introduction

Marketing is defined by the Ameri can beasrfddadatingppg As s
communicatindelivering and exchanging offe gs t hat have value for customer s
The term developed from the original meaning which referred literally to going to a market to buy or sell goods or ser
Among the various factors of production, wheeld aneam organisation, human resource management is the most
importanfThis is because the efficient use of physical resources ( EX .land, machinery, materials) ultimately depends
how the human factor is put to good use on various dperatiosificient Machinery in the world will not produce at
an optimum level unless the people who operate the machinery know how to make it paafmrmastits best
importantly, are motivated to make their equipment produce efficiently.

Functions of HumaResource Management
Managerial

Planning- In this function of HRM, the number and type of employees needed to accomplish organisational goals
determinedresearch is an important part of this function, information is collected and analgseernb adentif
future human resource needs and to forecast changing values, attitude, and behaviour of employees and their impe
organisation.
integrated towards a common obj&wiaBonships are established among the employees so that they can collectively
contribute to the attainment of organisatioridigeals. of work among employees Delegation of authority (transfer of
official rights by a superior tsuflisrdinate)

Directing Activating employees at different level and making them contribute maximum to the organisation is possi
through proper direction and motiVaiimg the maximum potentialities of theeesigl@pssible througttivation
and commanBy performing the directing function, the human resource manager will also be abléheagetithe whole
support and -©perations of all hissubordinate staff.

Controlling- Afterplanning, organisingl airecting, the actual performance of employees is checked, verified, and
compared with plaifishe actual performance is found deviated from the plan, control measures are required to be taken.
1 Establishing standards
1 Measuring actual performance
1 Compang the actual performance with the standards laid down already
1 Measuring deviations and
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1 Taking corrective actions
Controlling, in the context of human resource management, is performed by means of direct observation, supervi
reports and audit.

HRM Policies

Human Resource Management policies guide fbhagtifier the general standards or parameters based on
which decisions are reaclibdy serve as guide for managers on the issues like staffing (physically challenged only),
selection (bad@n merit), promotion (leads to promotion) & compensation.

It is generally derived from the personal objectives of an olganisatiaises past experience in the form of
useful guidelines that help managers tagpghedecisiomaking process a guide to executive thinkipgrmits
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 leve
Appealed These @ formulated to meet the requirement of certain peculiar situations which have not been covered by t
earlier policies.
Imposed They formed under pressure from external agencies such as government, trade associations and unions.
General They reflethe basic philosophy pndrities of the top management if formulating the broad plan for mapping
outthe r g a n igevetit chab. n & s
Specifici These polies cover specific issues such as hiring, rewarding an8leargaitidas, however, shouid be
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
customer, not angry at work etc.,)

Relationship with HRM

Hedth and safetyManagers at all levels are expected to know and enforce safety and health standards throughot
the organisatiomhey must ensure a work environment that protects employees from physical hazards, unhealth
conditions and unsafe acts ef pdrsonndtmployee Welfar&mployee welfare includes the services, amenities and
facilities offered to employees from physical, psychological aduegagial well
Environment of HRM
1 Work force Diversity
1 Economic and technological change
1 Globalizatn
1 Organisational Restructuring
1 Changing Nature of Work
HRDevelopment

Human resource play an important part of developing and making a company or organization at the beginnin
making a success at the end, due to the labour provided byrunptoyessurce is intended to show how to have
better employment relations in the workfarpe 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 exadutidull international expatriates (usually for executives) or locapptkageartial
expatriates), from-preve informative guide, terpogse export management program.

Compensation Design and manage compensation programs related tanjjabansaés, and stock plans.
Evaluation of positing of salary structures, bonus plans and stock plans for clienfpecalisatiomare often
based on employee typ&r&cutive compensation consultants and sales compensation consultants.
Tradtional HRM

The governance of manpower of the organisation in a thorough and structure manner is called Human Resol
Management or HRM. manager i al function which implies framing
efforts towards theats if an organisation is known as BitRibcess of HRM is reactive in @atuhe other hand.
SHRM is a proactive management functioman resource management, the responsibility of manpower lies with the
staff specialists, whereas in stréiegian resources management, the task of managing the work force, is vested in the
line managetdRM supports sHerm business goals and outcomes, but SHRM sugieontsgoals and results of
business.
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Benefits of HRM

1 HRM helps in Hiring anchifigithe Workforce

1 HRM takes care of the Performance Management System

1 HR helps in building culture and values in the organization

1 Conflict Management is also an important respohibility of

1 HRis responsible for developing good relations
Skill and Capalities required

The performance of any job requires certain skills and capabilities on the part dfadhexampbeee person
who is engaged in such operations as lifting, loading, unloading etc., is supposed to have goodAphysical stamin
sdesman is expected to have good communication ability.
Motivation

Motivatiois a general inspirational process which gets the members of the team to pull weight effectively to give tt
loyalty to the group to carry out properly the tasks thaptdebwreadaenerally to play an effective part in the job that
the group has undertaken.
Promotion

Promotion may be defined as an upwaAndempiogee ehodast o f
been promoted moves to a higher levelgokethiaigher salary, greater authority and accountabifsoasoteti.is
also necessary to keep the level of job satisfaction and morale of the emmpyegsdygk, obviously, will have a
higher level of job satisfaction and moraleedslas#signed a job commensurate with his qualification and experience.
Objectives of HRM

There is often a clash between individual goal and organisatiildl @oas. at integrating personal and
organisational goals by guiding the employeesvithvaoskense of involvement, commitment and loyalty towards the
enterpriseddlRM ensures a higher level of job satisfaction among employees by providing them the assured of equita
remuneraticend social security benefits like provident foundjngtataniye et@he employees re involved in the
process of decisimaking. The decisions binding on employees are made with their Ipadibgratiamrds, the
management does not take unilateral de&siem@loyees are involved in devialdg they extettieir support to
the implementation of the implementation of any decision and do not show resistance in Human Resource Managemel
Conclusion

The employeebs are needs of staff arRdeuittasddrainttieempor ar
best employees Supervise the work and manage employee relations, unions and collective to the HRM prepare emp
record and personal policies employees are needdaatidrs&tiRMttnvery business to using deptiRM in
employeoriented itvery importance business woddrhan Resource Management.
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Abstract

This paper dissses about the benefitsi ofaketing and the development plans to build the relationship with our customer
through internet marketing. al so di scusses about the planning, tactics |
requiremas. We gave out the developing modetasketing and simply analyzed the model and its functions. From this paper we
obtained thatnearketing advantages and the planning to identify the customer legal requirements relating with digal marketing like ¢
marketing.-Barketing means using digital technologies such as websites, mobile devices and social networking to help reach y
customer base to create an awareness of your brand and sell your goods or services. These technologies arah be used cheapl
effectively for your company or your business model.
Kewvords: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
customer base, create awareness of your brand and sell your goods or services. These technologies can be used cheaj
effectively, whatever the size of your company or your busifbsshemidglof marketing remain the ssrating a
strategyot deliver the right messages to the right people. Though businesses will continue to make use of traditional mark
methods, such as advertising, direct mail anthfkBtirg adds a whole new element to the marketing mix. Its flexible and
costeffedive nature makes it particularly suitable for small bUkinagside. describes the benefitaasketing, what the
stages are for developingraar&eting plan and also outlines some of legal issues that you will need to consider. The guide al
provides a basier@rketing plan template that you can download and use for your own business.

The benefits of-Bharketing
E-marketing gives businesses of any size access to the mass market at an affordable price and, unlike TV or |

advertising, il@awvs truly personalized marketing. Specific bemefitkeiing include:

1 Global reacha website allows you to find new markets and trade globally for only a small investment.

1 Lower cost a properly planned and effectively targetekieng caniga can reach the right customers at a
much lower cost than traditional marketing methods.

1 Trackable, measurable resultgeb analytics and other online metric tools make it easier to establish how effective
your campaign has been. You can obtain idétaitedion about how customers use your website or respond to
your advertising. See our guideasuring your online marketing

9 Personalizationif your customer database is linked to your website, then whenever someone visits the site, you can greet tl
with targeted offers. The more they buy from you, the mrefanggwaoacustomer profile and market effectively to them.

1 Openness by having a social media presence and managing it carefully, you can build customer loyalty and creat
reputation for being easy to engage with. See oupglingeboisiness networking and social networking

9 Social currencye-marketing lets you creatgaging campaigns using different types of rich media. On the internet
these campaigns can gain social cufpeimgy passed from user to user and becoming viral.

1 Improved conversion ratesf you have a website, then your customers are only eslarks &evay from
completing a purchase. Unlike other media which require people to get up and make a phone call, or go to a sho
marketing can be seamless and immediate.

Together, all of these aspectmafleeting have the potential to add up salesre

Stages in developing youmarketing plan
It is important to recognize that planninghddkeing does not mean starting from scratch. Any online e

communication must be consistent and work with the overall marketing goals andjeffoety ofigdetibusiness.

The main components of amarketing plan will typitainclude the following stages

1 Identify your target audiened you identify multiple targets, rank them in order of importance so that you can
allocate resources acoofgli 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.
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1 Understand your competitorprofile your competitors and the market in whpgrateu What types of online
marketing do your competitors use and how well do they perform? This type of benchmarking will help you under:
the environment in which you are operating. See the page in fiienguigsioration analysis

1 Set your objectivespossible objectives could includey raigareness of your brand, improving sales or online
registrations, improving customer retention, providing greater internal efficiencies such as decreased marketing ¢
and reduced ordaking and fulfillment costs. The objectives that you chdose gepebusiness needs. For
more information see the page in this qui@enorg objectives and strategy

1 Plan your tacticsonce you have a-tepel strategy including your overall objectives, you need to identify the tactics
that you want to use. The plan can also cover any-ioteemetarketing activities that are being undertaken.
Think about how you will measure your sbedesis feedback mechanisms and regular reviews to enable you to
assess the performance of ymarleeting activities and identify areas for improvemenat.ifformation, see
the page in this guidelamningtactics

1 Agree a budgetcareful budgeting allows you to prevent costs spiraling out of control. Identify the returns you expe
to make from your investmenmarleeting activities and compare these with the costs in order to develop a
cost/benefit analysis. For more information, see the page in thisnginggodget

Planning Executive Summary

The executive summary of ymarlkeeting plan should provide a short synopsis of yeuaggtiegestrategy. It
should include highlights from each section obfheedvcumeiithe role of the executive summary is to provide
enough detail to interest busy senior executives and encourage them to bogrketiogh#ae and how it can
benefit the busineléshould be concisdeally a page in lenghisy 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 ytoum aitadysis

The key objectives of yauagketing plan

The strategies and tactics to be used

The projected outcomes and expected return on investment

= =4 =4 =4 =4

Planning Situation Analysis

The situation analysis section ofryauketing plan needs to dedté context in which ymarketing will take place. It
should include an analysis of your business' internal (micro) and external (madmeemalicrmigieisations include:
1 Customers

1 Market, and any trends in this
1  Current online propositi
1 Competitors
External considerations include:
1 Social how changing consumer attitudes could affect your approach
1 Legal i.e., complying witmarketing laws, such as data protection
1 Environmentiak.g., making sure your approach is ethical amabbeista
1 Politicalhow local or national government could impact on your plan
1 Technologicahow advances in technology could affect your marketplace

Planning Objectives and Strategy

The objectives you decide on for-garketing need to be SMAR&cffic, Measurable, Attainable, Relevant and
Timely). For more information on SMART, see theypagenarketing objectivesur guide on howwidite a
marleting planWhen defining youmarketing objectives, you should think about how they will align with your overall
business' goals and your key performance indaasirsuld also consider what the return on your investment will be
this is likelp be financial, but could also include, for example:
1 Animproved conversion rate
1 Greater brand awareness
1 Anincrease in visits to your website
1 A greater market share

How you measure the success of your plan will depend on your general busimgg®bjedtmeskéthis will
differ from business to busiiYess. plan needs to look at the whole customer j@urmeyw a customer will become
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aware of your brand, why they will then want to visit your website and finally how easiltowilakees parabbese
or register once on your site. This can be summarized simply as awareness, acquisition and conversion. Different c
tactics will support different parts of this customer journey.
Strategy

Once you have defined your objectiveBpytaliprovide a summary of your strategy, showing how you are going to
use emarketing to meet your goals. This should summarize the 'big picture' and lead naturally into the next section of
plan, in which you will define the tactics that youseiant to

Planning Tactics
The tactics section of yenragketing 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 eachtésciicybow this rela
main objectives, and how you will measure your peifaumaacics should include:
A summary of your digital marketingmaixchannels will you use?
The reasons why you have chosen each channel and details of implementation
The custoen 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

= =4 =4 -4 4

DigitalMarketing Channels Availafor you to use

Email great for building relationships and keeping your customers up to date with offers, and is less intrusive tt
telephone marketing. However, growing concerns about spam mean you need to make sure you adhere to govern
reguldbns. For more information, see the page in thidegatiearsiderations-marketing

SMS (short messaging serddejost 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.

Webdes- a hugely flexible option to meet any marketing need. However, with so many other websites, you neec
strategy for getting yours noticed and used.

Presenting your tactics in a table will help make your summary easier to read. It maygataapbtactsesinto
awareness, acquisition and conversion activities. If you are employing an agency to carry out specific parts of yo
marketing, they should feed into this section.

Legal considerations irnearketing
There are a number of regafathat relate specificallyntarketing. You need to keep abreast of developments in
this area to ensure that you are complying with the various rules.

Email and SMS marketirggulations

There are rules covering marketing emails and SMS miggbeigesis.

The Privacy and Electronic Communications Regulations introdircedresentpprocedure for commercial
emails which means you can only target people who have agreed to be contacted.

The rules only apply to new customers. Yoticae ow@rketing to existing customers provided theytah opt
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 caating 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, dineatketaigand PR, e
adds a whole new element to the marketing mix. Its flexibility, wider coveféertiantanse make it suitable for
all nature and type of businesses including small businesses.
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The present study investigated the teaching facultiesbehaviour of tipping in the general context. The methodology invo
interviews with the teaching facuieis ng r andom sampling technique. Tipping is s
service received or situation or exped@igpomy has become an income generating business in India, which is not regulated properly.
Tipping is alsowied as unethical behaviour, since, it is one of a bribind lategamy.was conducted with hundred and seven
teaching faculties working in Vellore city by using random samplidgéedhomue, Experience and Perception of Tipping are
dependenvariables; Stimulation and Tipping Size are the independeactoiabieslysis, €huare and SEM were used to
analysis the data and found that there is significance between tipping behaviour and age, experience & income.

Keywords Tipping, sace, dress, social horms.

Introduction

Earlier in India, tipping behaviour is unethical, but today, it is very prevalent in the country and most popular in c
Tipping is very familiar in hotel industry and ofcourse, there are other pleices aieerersigred are more prone to
tipping, examples parking, hospitals, lodgedtandens, servants, driversTigiaing is exchange of benefits between
the consumer and the person who provides theTbenbebaviour of the consumer hdaime in the industry
either positive or negafive.er e are no f or mal rul es a mmsms@lsotalioam of o n' s u m
bribing, if then, what motivates the consumer to tip? is the question which should be ansWeésedaperldwide.
discusses the behaviour of the teaching community in Meltoes ¢ayexhibit 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 Literate

Tips haveignificance with food portion, beverage portion, gender, alcohol consumption and friendliness of sen
(Cho, 2014yipping proves to be significant with the factors researched by Cho, the same findings are found in the Inc
context asell and this study also proves that gender and friendliness has more impact on tigioddositbwidur.
the results based on the study among the student community who are not salaried, therefore, his findings cannc
generalised.he present stucesults can be generalidgdlrod (1984) in his research found that, relationship between
service and tipping should be stronger for regular customers than irreguzustosteragithey want to avail the
best service regularly then thewp tip en, if a customer is not going to ret|
matterMelville (2014) conducted a study during the National arts festival at South Africa and found that farmers tip mc
the service is godd. India, thigppiing behaviour is not found among the farmers but teaching community showed
significance in IndietaAnalysis conducted by Lynn & McCall (1997) shows that bill size is the largest predictor of tip siz
followed by server attractiveness, servandastaatid customer mood. This present study also supports the work of Lynn
and McCalorms clearly influences the human behavemiorddd by internalized feelings of guilt an@Cshrdime
Lynn, & O'Donoghue, 2008hsumers think that, tips iss o c i a l nor m, if they dondt
The study conductedPiayrett (2006) found thaih tipped an average of 20%, compared with women who tipped an
average of only 18.87%, the present study also proved to be signifieatdahiong community.

Obijectives of the Study

1 To find out the perception of tips among the teaching faculties.
1 To find out the stimulating factors among the teaching faculties.
1 To find out the tipping behaviour among the teaching faculties.
1 To find duhe tipping habit among the teaching faculties.

Shanlax International Journ al of Management 71



International Conference on
Augmented Contemporary ldeas and Innovation in Business Interventions

Research Methodology

The study was conducted among the teaching faculties those who are working in the arts and science college
Vellore cityzour colleges are situated in the city limits andétienpepiihit&imple Random Sampling method was
chosen to collect the data by using structured queskidmeairer el i abi | ity test showed t
0.754Data was collected from 110 faculties and from that 107 was usedTlmeangyestonnaires were not fit
since they were incomphROVA, Chuare 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 82ngednsuemedfe is 58 years, the
mean age of the study is 39 years and it represents the enfirateadidhgvipuy is Vellore city.

Table 1Age Group of the Respondents

Age Group Frequency Percent The table 1 shows that the majority of the
Below 25 years 22 20.6 respondents belong to the age group of 25 years to
25 to 35 years 38 35.5 35 years, and the data represents a significant impact
36 years to 45 yea 35 327 of young teachers, they form 35.5 tpefrties total
Above 45 years 12 11.2 sample.

107 100.0
Table 2Gender of the Respondents
Gendel Frequency Percen
Male 62 57.9 From the table 2, the study has a clear classification and representation of both
Femalé 45 42 1 | male and female, 58 percent are miad@ @ercent are female.
Total 107 100.0

Table 3Employment Type

Type | Frequency Percen
Aided 55 51.4 The study has almost equal number of government and management teachers, it
Unaide 52 48.6 | was very helpful for the study to analyses bé#sed imcome and type of the
Total 107 100.0| employment (Table 3).
Table 4Tipping Habit
Habit | Frequency Percen
YES 68 63.6 The study found that 63.6 percent ha
NO 9 84 the habifind 28 percent of the teathpesometimes (Table 4).
Sometimeg 30 28.0
Total 107 100.0
Table 5Tips Means
Type |Frequency Percen It is found out that 51.4 percent of the teaching facilMéethpetiEs means a
Gift 55 51.4 | 9ift, 20.2 percent perceive as reward, 19.6 percent as social norm and only 2.8 percent
R d 8 26'2 perceive it as obligati&timulators of tipping and Behavioral are the two variables with
ev.var. . 11 variable in stimulating factor and 6 varidpf@agrbéhavior were uSde
Obligation 3 2.8 | variables were analysed using Structural Equation Model wéthftiwiSREInd
Social Nor 21 196 | found that it doesnodt fit well since th
Total 107 100.0| none of the factors shoed the score above 0.95timWatings 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
since, majority of the teachers has the habigofipng is an income generating service industry. It is suggested to all
the service industry managers to formulate or train
consumers to dress well and increase their adisadtivearn more tips. It is found that, teaching faculties perceive that
ti pping is a gift and they donét think it as wunethic.
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Table 6Pearson CHsquare

Variables and Factor Significance
Age and Sece Quality 0.037
Age and Dress 0.187
Income and Service Quality| 0.267
Income and Dress 0.069
Experience and Service Qu 0.006
Experience and Dress 0.108

It is found out from the study that Age and Service
has significance among the teachires$atipping
behavior (0.037), as such, Experience and Service also
has significant in the tipping behavior (0.006).

1.08 T6

Limitations of the Study

The study was conducted only in Vellore city and only
among the teaching faculties who work in four aithemadlegeBherefore, to generalize the findings, the future
researchers can attempt to study at bigger sample covering a district or state.

Chi-Square=368.83, df=118, P-value=0.00000, RMSEA=0.142

Conclusion

It can be concluded that, tipping industry is a huge income generating industry veictyisrghosliingeed
to be organized with different views, i.e. tipping as unethical behavior and another is tipping &histisicalybehavior.
attempted to prove that according t o torethecsharvice theyf acul t
receive and the how the service providerheoksare yet more questions to becresiaince many organizations
does not allow their employees to deintly, tipping is widespread in the world and it keeps growing.
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GERIC o0

The main objective of this article is to describe the importance of relationship of various components aftpintingg methods for
competitive advantage in market. Pricing methods comprise of Product pricing methods and Service pricindienethods. General
Product pricing methods consist of product, price, place and promotion and it is generally used forgmiiiolg goettheds of t
However Service pricing methods are related to three different variables for example people, process and physical evidence .|
economy; price influences the allocation of resources. In companies, price is one significagthi@attonankattainare. Main
pricing objectives are, profit maximization, high market share, to attain status quo by stable price andimtbetimgud@npetition
There are four major methods for price determination, i.e. (1) Cost basedakitieg, CnBept (3) Demand based pricing and
4) Pricing related to market. Price setting is influenced by market conditions. The pricing methods invialtess ttihevdietisions re
the products will be made available at a particular price feneyt Ipeichf 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.
KeywordsPricing Methods, Mask@tnming priciddaketpenetration prigi Pric€ompetition.

Introduction

A productbés price influences wages, interest, rent
allocation of the factors of production. Pricing methods are the combination ofirtifféeertionavkeiables being
used by the firm to market its goods and servicegvarbpait is that quantity of output at which total revenue equals
to total costs, assuming a certain selling price. Another method of pricing is margitataicalgsts ddmand as
well as costs to determine the suitable price of théfeoddentifying the market and gathering the basic information
about it, the next step is the direction of market programming, is to decide upon the instinategytscame: &b the
needs of the customers and the challenge of the competitors. It offers an optimum combination of all marketing ingre|
so that companies can realise goals for example profit, sales volume, market share, return nrinvestment dics
price is an important factor in determining its market demand [1]. Some firms use higher prices to transmit an ima
superior quality and it is most likely to work well in the case of services and certain goods for which consumers |
difficlty in judging quality. Pricing should be aimed toward a goal. Basically pricing objectives are to achieve a targ
return, to profit maximization, to increase market shares, to stabilize prices and to meeT ligerncarkpttiton.
managerhastwsk e i nt o account the i mpact of di fferent fact
methods for a product. The pricing method or strategy means the route taken by the firm in fixing the price. Apparentl
method must be appropf@tachieving 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 &
categories as shown in the aboveltabliethese elements are very significant and they share a common orientation

Tablel: Important Methods of Price Determination

> N Markup priqiqg
®) Cost Based Pricing Full cost pricing
';: Marginal cost pricing
Z 8 Break Even Qmepts Determination of br&aden point
w & Q | Demand Based Pricing Skimming pricing
O ||.|_J = Penetration pricing
o W W Pricing as er Competition Pricing to meet competition
0= 9 P Pricing below & above competitic
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Important Methods of Price Determination

Always thererea 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
customer as there is a frameworksubgsts 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 firtnthrice is the amot
consumer must exchange to receiféetfieg [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 fa
pricing is the deciding the cost of thetpstidiiegy 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 varialjpeigitigen generally the
of the product may vary accordinghg Btriprevailing 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 abetitotise levels of comp
Pricing

Price refers to a phgbproduct 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.
intangible products like services ahaged 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 gre
strategy for attaining competitive advantage for amy dwstoer 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 demanc
highly necessary to plan and implement appropriate Pricing méth®ds inodP competi ti ve adv
management is about placing the right product, at the right price, at the right place, at the right time. Following ar
met hods for pricing methods by 4pb6s for competitive

Pricing Methods

Cost BasedPricing
The following approaches are commonly used under cost based pricing.

1 MARKUP PRICING (COST PLUS PRIGiNM&¥kip pricing the selling price of the product is fixed by adding a particular
margin or mark up to its cost. Generally, distidleutind tarketing firms, who do not have any manufacturing of their own,
prefer this method. The slower the turnaround of the product, the langelaisdvicassk.

1 FULL COST PRICING (ABSORPTION COST PRIQINGst pricing is the pricetbad that many among the
manufacturer firms adopt. It is based on the estimated unit cost of the product with the normal level of production
sales. A profit margin is added to this unit cost. This method uses standard costing technigiks and works out
variable cost and fixed costs involved in manufacturing, selling and administering the product. The selling price ¢
product is decided by adding the required margin towards profit to such total costs.

1 MARGINAL COST PRICM&qginal cost pridagets 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 réalisefl and also a pol
fixed cost is also realised. The major diffefalhcost 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 flexibsihate aécover a large
the fixed costs from certatomers, or certain segment of the business and smaller share from the others.

Break Even Analysis
Breaki even concept is essential for correctly understanding mosthas#temettod of pricing. In producing

and selling a certain volume of @ahycprcertain 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 bas

concerned with the total of the variableedrabdis incurred

¥ =’ for the particular volutitee brealeven concept is aimed at a

level where the total costs exactly equal to the total revenues,
TC the result is zero profit and zero loss. At a level where the

B Variabie Coxt [ Ta1ommen]  fEVENUES exceed the costs, profits are arzingtdthe other

TC-Total Cost level, losses are incurredVhen more units of the begehk

Pt o | level are produced and sold at the given price, the profits go up.

———  The graph in fig. 2 shows the-bveakconcept. Many firms

use the breadven concept in their pricingoaetfihey not

only use the concept for price fixation but also to determine the

level of production which is required for achieving the desired

o X profits.

Price, cost

A FC

Fig. 2: Breakven Concept
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Demand Based on Pricing

The following approaches are commonly esedsirthsed pricing.

SKIMMING PRICING1e of the most commonly used strategies is the skimming strategy. This strategy refers to ¢
firmés desire to skim the market by sellingncat a pro«
through high price and then settles down for a lower price. This means that at high price high profitagethe introduction
of the product. This method is especially useful in the pricing of new products of luxury. It also hadeehe firm to get th
of the demand of the product and then make appropriate changes in the pricing strategy.

PENETRATION PRICIN&Dpposed to the skimming strategy, the objective of penetration price strategy is to gain
foothold in highly competitive market. Tlobjecine 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 capal
bringing | large volume of sales, but is not a luam tieme is no price insensitive segment backing it, the firm can
choose the penetration pricing and maki&zagges at reasonable price before competitors. Penetration pricing in such
cases will help the firm have a good coverage of the rkagpet@mgetition out for quite some time. A large number
of souti\sian firms have used this strategy to enter foreign markets The problem with this strategy is that it often heral
price war within the industry which could in turn, prové fatal tmélls pr of i t .

CHARGING WHAT THE TRAFFIC WILLIBB@iRts 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 wh:
trafficcan bear. Professionals like doctors, lawyers, chartered accountants etc., adopt this principle. They charge their
on the basis of ability to pay and the cost factor comes secondary in their charges. A monopolist can afford to ador
principle tmaximize 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 r
planners to knowaiviine rival firm is charging. Level of competitive pricing enables the firm to price above, below, or at par and
a decision is easier in many cases. Higher initial pricing is possible in a smaller market share, howsxegifadiem aims to h
market share then it has to prefer relatively low pricing. Proper pricing strategy is evolved to reach e &itigeted market sh
through penetration or through skimming price or through fair trading i.e. a compromise of gettingira fbamal profit marg
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 deductiofierfiom the list price
the amount of a bill evize. These are forms of indirect price competition. The common forms of discounts are:

(A) Trade Discounit is kind of functional discount [7]. It is given to the buyers buying for resale, for example,
wholesaler or retailer, in payment of mdwketiogs which these traders are expected to perform. Seller quotes price
less discount rather than net price.

(B) Cash Discounit:is rebate or a concession given to the trader or consumer to encourage him to pay in full by cas
or cheque within a shpariod 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 Discourih order to encourage a customer to nkatelémge 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 volum
purchases made during a certain period. They are really patronage discount.

(D) Seasondbiscount 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 usedaldirm that has heterogeneity of demand for substitute products with joint economies of scale. F
example a colour television set. There are different models available with different features, like fewdhéthath@ote control a
without it. Thesedyp ar e substitute of each other and also it sa
first model and hence position it at the top of the product line for high income group of customers. €tisnstesddlgy is also us
markting where a merchandize may be offered at a higher price in a premium store and at a lower market price in relative
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 ac
of competition. This method assumes that there will be no price war within the industry. It is commonly used in oligop
marketDespite its advantages there are few limitations, the first is that it is not necessary that the leader firm had take
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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 tal
colledt ve wisdom is the best. Especially not be so from

Pricing Methods of 4 P&ds for Competitive Advantage
A Challenge Pricing methods are the combination of four elements i.e. Product, Price, Promotion and Place and ¢
company hahe option to design an optimum admix in order to create a trusted marketing strategy. The marketir
manager has to consider the behavioural forces and then decide marketing elements in his mix considering the aves
resources. The manager must exdmairesources 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 APPROARE to no specification on holw peucentage 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
about an optimum result henc etheoreticatimmatoreet substitute a
LACK OF UNIFORMITMere 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 ENVIRONMENX€ing methodse 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 situati
TO IDENTIFY TARGET CUSTOMHER Snarketing manager has tofyicibetitarget customers by discovering
their needs as well as expectations for deciding appropriate pricing methods. Proper market research, foresig
approaches are very important factors to locate target markets.

Conclusion

This report is an oventtgay 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 impol
has increased substantially overatsebgerause 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 neec
information on customers, competitioh,eandft i r més cost structure. Mar keting
pricing strategy as it is significant for market entry methods of an organization. Marketing manager should meet the de
from different markets and also match the cometittoarket 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 he
achieving organisational goals of profit maximizatiosals higlume, attaining higher market share and satisfied
customers.
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Abstract

This study focuses on demographic background and factors influencing professional prospects of privateimedical practitione
Vellore district, Tamilnadu. The primary data was collected from about 335 private medical praciitisgeisgtanolgiosen
ended questionnaire. Multistage random samplingasettodnistered to collect ddte.statistical tools such as percentage
analysis, factor analysis, and cluster analysis have been utilized to analyze the data by usitigsSe 88! flexkate. cluster
analysis that 146 respondents (43.6%) had high focus, 108 respondents (32.2%) had moderate focus and 81adspondents (24.29
less focus on both factors namely motivation and opportunity of professitinal surggpstidat the practitioners should make
it convenient to attend and take care of more number of patidntshigcdagection, they must be ready to allot more time with
patientsTaking care of more number of patients leads to professional prospects.
Keywords:Professional Prospectus, Private Medical Practitioners, Health Care.

Introduction

Heal th care is one of Indiabs | argest sectors, in
The role of private sector has beer mritiba provision of medical care services. Though public sector provisions
dominated healthcare delivery for the first few decades after the Indian Independence, economic and political change
the three decades, propelled, the growth of priitake inogpllore district of Tamilnadu, which are now poised to grow
rapidlyOther factors such as changing consumer perception, increasing awareness about quality of medical care, gre
penetration of insurance in rural areas, increased purchasingngingedemographic structure, government policies
on tax exemption, foreign direct investment, Tamilnadu insurance- sotezest,|dan, reimbursement option for
employees have aided the private hospitals to dominate the healthcares systbtylrdmeatént 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 inpa
serviceas they have limited infrastructure, equipment and technology when compared conheratelhospitals.
They mainly prefer to follow individual practice rather than group practice, as private hospitals do not have adequate n
of medical mtitioners and supporting staff. This study focuses on professional prospects of private medical practitione
This study deals allopathic medical practice with various specializations such as, Gynaecology & Obstetrics, Paedi:
Ophthalmology, ENTagsthesia, Cardiology, Neurology, Urology and Dermatology. The ptheticesdicah as
Dental science, Homoeopathy, Unani, Ayurveda, Siddha were excluded from the study.
Review of Literature

Erica Frank et al (1999) examined personal andnptatbasamteristics that were correlated with three major

out comes: career satisfaction, desire to become a ph
women physicians were generally satisfied with their careers. Howgvwer pBiSabitya or definitely not choose to be
a physician again, and 38% maybe, probably, or defin

work environment, work stress, and a history of harassment were independéndllptiedietaatcomes, with

younger physicians and those having least work control, most work stress, or having experienced severe harass!
reporting the most dissatisfaction. Julia E McMurray et al (2000) described gender differences WaiddLBatisfactio
Issues, and Burnout of U.S. Physicians. Compared with male physicians, female physicians were more likely to r
satisfaction with their specialty and with patient and colleague relationships, but less likely to be satisfied with autor
relationships with community, pay, and resources. Female physicians reported significantly less work control than
physicians regarding-eday aspects of practice including volume of patient load, selecting physicians for referrals, an
details obffice scheduling. They concluded that gender differences exist in both the experience and satisfaction v
medical practic®azewood et al (2000) conducted a study to measure physician satisfaction with medicaid managed ca
They carried out a creagional survey of primary care physicians involved with medicaid managed care or in traditione
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medicaid managed care in Eastern and Central Missouri. Physicians involved with medicaid managed care were
satisfied with clinical autonomy in compéhstreiwpast experience with traditional Medicaid. They concluded that

i mproving physicians6é clinical aut on o m$8uninlargiajtetalr e s ul t
(2001) analysed the growth in the importance of the lobbsumespecially 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
of signalling service quality levels to potential users; riieeebyesechoice could be used to drive the accreditation
process. An incentive to hospitalso6é participseti on wo
market. As this sector grows, their involvement and supparsystesuchill become more imp&taddard et al

(2001) examined the degree to which professional autonomy, compensation and managed care are determinants of (
satisfaction among physicians. They hypothesized that professional autongmsedicisrstforareer satisfaction

among physicians, after controlling the effects of other important determinants such as income and managed care.
tested both the direct effects of managed care on satisfaction and indirect effects exartedytizrotighcante.

Multivariate analysis demonstrated that traditional core professional values and autonomy were the most impo
determinants of career satisfaction after controlling all other factors. Relative income was also an important indepe!
predictor. Their results suggested that when managed care erodes professional autonomy, the result has a highly ne
impact on physician career satisf&iigstopher Simpson et al (2008) determined that a family medicine residency
training prograrhoice (i.e., allopathic, osteopathic, or dually accredited) has an impact on professional satisfaction. T
authors found that there are no statistically significant differences in professional satisfaction levels among osteor
family physicians whaemecent 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 compensatic
also by other factors, such as altruismtjgfaetsan of successfully applying their skills in caring for their patients and
recognition from their peers. For instance, a study in Benin and Kenyadoucdiiedsengdrviews that nurse and
doctors are more commansloy, rfevfoecrartedon®ds fiphedleissg opal |
supervisorso than to fAremunerationo wlRepaChasdk(@0d1l) wh a't
concludes that although there are several promising are&Ufaldtidizs in health services, it will be difficult to

realize that these opportunities were givendin@ipamce of public healthcare delivery in the EU and sensitivities
associated with commercializing healtterare, a gradual approach basedtanifitives 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 soeiconomic profile of private medical practitioners in Metlore Distr
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 stu
conducted. This studbdsed on both primary and secondary dattaddutindom sampling method was used to
select the respondents to study the private health care system. There were 675 private medical practitioners in Ve
District of Tamilnadu constituting the ipopiubahe 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 collecte
the medical practitioners in Vellore district. Qualitd¢iseriptide research design has been employed to assess the
professional prospects of private medical practitioners in vellore district. The samples are selected bfased on availabi
respondents and their willingness and interest to fill uptimaicpigstivided to them. The secondary data were
collected from Indian Medical Association, World Health Organisation, various Journals, Thesis, Bulletins, Magaz
Periodicals, and Dailidse data collected from the respondents have been tbstedlevitnt statistical techniques.
Simple percentage analysis has been deployed to analyse the demographic background of the health care provider. F
influencing on the professional prospects of private medical practitioners in vellorgadighect myenatilizing
principal component factor analysis. Five point Likert scale ranging from five 50 omesthattiss si gned f or
Agreed, 4 is for 6Agreed, 3 is for ONetadolleetthedat i s f o

Results and Discussions
Analysis of Demographic Background

The data gathered from the private medical practitioners concerning demographic background such as, gender,
experience, education background, monthly incomiecatispitate presented in Tlable
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Table 1Analysis of Demographic Background
Particulars Category Respondent Percentage
Male 298 88.9%
Gender Female 37 11.1%
Less than 30 years 53 15.8%
Age 3171 40 years 118 35.2%
417 50 years 112 33.5%
Above 51 years 52 15.5%
21 5years 78 23.3%
Experience 671 10 years 96 28.6%
117 15 years 107 31.9%
16 years and more 54 16.2%
MBBS 113 33.7%
. e .| MD 89 26.5%
Educational Qualificatig MS 68 20.3%
Others 65 19.5%
Less than 1,00,000 38 11.3%
Monthly Income 1,00,001 2,50,000 134 40%
2,50,001 5,00,000 98 29.2%
5,00,001 & above 65 19.5%
Gynaecology 68 20.3%
Specialization Paediatrics 79 23.6%
Other Adult Care 198 59.1%
Hospital Location Rural 41 12.2%
Urban 294 87.8%

SourcePrimary data

It is acknowledged frabidl 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
the age of 30 years, 35.2% of respondentsmendlse 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 off
medical practice from 2 to 5 years, 28.6% of respondensiitaiexperience frehd §ears, 31.9% of respondents
coming under 11 to 15 years and remaining 16.2% of respondents are having 16 more years experience in medical
This study also asserts that 33 .ofréépordéntsiare commeteddhasd s e
additional degree, 20.3% of respondents are MS degree holders and 11% of respondents are specially study some
courses. Monthly income shows that 11.3% of respondents earning monthly income of less 4b&t d¢ts.1,00,000,
respondents earning monthly income more than 1,00, 00
ranges bet ween 2,50,001 to 5,00,000 and rest 19. 5%
Specialization of thdavate medical practitioners shows that 20.3% of respondents are focussing on Gynaecolog)
treatment, 23.6% are focussing on Paediatrics and 59.1% are concentrating adult care like Ophthalmology, E
Anaesthesia, Cardiology, and Neurology and sotahlodatspn 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 Practitiaeter @nalysis)

The factor analysis tries to idemtifgdefine the underlying dimensions (Factors) in the originderarisitles.
variables are identified to study the professional prospects of the private medical practitionertndfalhetseidy area.
correlation among those variables istedltidually a correlation value of 0.3 is considered sufficient to explain the
relation between varialifdbe correlations between variables are small, it is not likely that they share cdmmon factors.
closer examination of the correlation matiexveah the variables which do not have any relafibestfip®, all the
six variables have been retained for further &oatlysis.two tests are applied to the resultant correlation matrix to test
whether the relationship among the varisigla§iéant or not.

Table 2KMO and Bartlett's Test

KaiseMeyeOlkin Measure of Sampling Adequacy 0.847
ChiSquare 816.632
Bartlett's Test of Sphericif df 15
Sig. 0.000

SourcesPrimay Data
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The KaisévleyeOlkin test is based on the atime$ and partial correlations of the vafibblealue of test
statistics is given above as 0.847, which means the factor analysis for the identified variables is foured to be appropri
the data. Anot her t es s usedaorestiwheth® the cofretation rdadrix is anddentitprhatris p h
The test value is 816.632 and the significant value is 0.000.Hence, there exists a significant relationship among
variablesST he measure of KMO t e atdthagthegreseradata is usefdl forBaator brlalgsis.t 6 st

The rule of thumb is applied to choose the number
using Principal Component Analysis (PCA) method. The componennethisxXaohiar rotated orthogonally using
varimax rotation algoritAlnthe statements are loaded on the two factors. The results so obtained have been given ir
tables separately along with factor loadings.

Table 3Factor and Total Variance

- . Extraction Sums of Squareq Rotation Sums of Squared
Initial Eigen values . :
Component Loadings Loadings
% of Variang Cumulative %| % of Varianc{ Cumulative %|% of Variand 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 - - - -

SourcesPrimary Data
Among the two factors, the first factor which accounts for around 35 per cent of variance is the prima crite
considered to diuthe professional prospects of the private medical practitioners dthindotisiving table gives
the factor matrix where principal components analysis extracted two factors.
Table 4Component Matrix

Component 1 2

1. Adopting means to improy@dhception 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 opportunitesfontinuous Medical Education (CME) 0.744 0.403
6. Providing opportunities for promotions, career growth, higher roles and respoi  0.738

SourcesPrimary Data
Since the factor loadings (coefficients) indicate how much weight is adsifmetdridaetars with large
coefficients for a variable are closely related to that variable. Thus the six variables in the data aretoeduced into two
models and each factor is identified with the corresponding variable as given below:
Table 5Grauping of Factors the difference between the coefficients is significant only

Component 1 2 on three cases on the hierarchical ckmtethe
Motivation 0.709 0.705 purpose of classification of practitigkeans cluste
Opportunity 0.705 0.709 is used.

SourcesPrimary Data Table 6Final Cluster Centers

If the score is high the level of the factor related to Cluster
the professional prospects will be high on the 1 2 3
respondent. Motivation 3.17| 2.29| 4.24
Opportunity | 3.38| 2.22| 4.12
Cluster Analysis Average 3.28| 2.25| 4.18
The professionglrospects of private medical Rank Il M [

practitioners are classified into three segments because  SourcesPrimary Data

The final cluster centers Table 6 reveals the mean values for tterghwhicklusflect the attributes of each
clusterThe highest mean value for motivation and opportunity are 4.24 and 4.12 respectively. The rank of the cluster
each factor is also given in the table. The average score of the first clussectnd.28isted is 2.P5e average
score of the third cluster is 4.18 with firBt thakcase of third cluster, practitioners have high focus on both factors of
professional prospects.
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Table 7ANOVA

SourcesPrimary Data
The Anova Table 7 indicates that the difference existing among the three clusters in the mean values is signific

Cluster Erra differentThe significant value for both the

Motivation|  103.697 | 2 0.220 | 332| 471.75q 0.000, factors have significant contribution on

Opportunitf _ 93.831 | 2 |  0.246 | 332| 381.76¢ 0.000 dviding practitioners into three segments

based on choice criteria.

Table 8Number of Cases in each Cluster

SourcesPrimay Data

The Table 8 shows that out of 335, 108 (32.2%) respondents have moderate

Cluster| Value | Percentage
1 108.000 32.2 focus on both factors, 81(24.2%) respondents have lesstfofartans bod
2 81.000 ) 146(44%) respondents have high focus on both factors of professional prospects.
3 146.000 43.6 Conclusion
\h;"?l“d_ 33508(?C 180 The majority of demographic background shows that 88.9% are male, 35.2% are
ISsing Y. in the age group of4Blyears, 31.9% are having experience inehe h§
year s, 33. 7% of r e A@eoah respandedssmorrthdyuncome ranyes batwse e JHBORIEL,

Specialization shows that 59.1% of respondents practising adult care, and 87.8% are conducting their hospital in
areas. Fro the Final cluster centers of cluster analysis, it is learnt that the first cluster people had moderate focus, sec
cluster people had less focus and third cluster people had high focus on professional prospects. It is found from the c
analysis #t 146 respondents (43.6%) had high focus, 108 respondents (32.2%) had moderate focus and 81 responds
(24.2%) had less focus on both factors namely motivation and opportunity of profedsiensliggespetthat the
practitioners should miskenvenient to attend and take care of more number of patidntthjgecalayection, they

must be ready to allot more time with pBaikinig.care of more number of patients leads to professional prospects. It is
also suggested that the praatical practitioners to take suitable measures to extend bed facility, care on more patients
in a day, and improvement impataht ratio.
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oI oo

The consumearooperative movement started with the foundation of the Rockdale model in the first half of the
nineteenth century iraBritater, it spread to other parts of the world to meet the challenges posed by technical changes
and changes in the social pGiarysumer emperatives are more widely found in advanced countries, although their role
in developing countries is mdespyead and compelliing term consumeioperative society refers to the economic
institution, which is set up by the consumers themseh@seoatiaedasis to protect their collective interests.

Objectives

The societies, irrespective abilngry in which they function, operate with the following objectives:

The most important objective of constoperatoves is to supply goods to consumers at reasonable prices.

While purchasing any commodity, the rational consumer considereais)ynamoehgthe 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 consume
The broadebjective of consumesoperative societies is to eliminate the dishonest intermediaries in trade whose
action benefit neither the producers nor the consumers.

= =4 =4 -8 -

Conditions for Sumpaaivws of Consumersd Co
()Cons umer s i Siza (iDodatiore(in) €urchasing Policy (v) Amalgamation (vi) Constant Supply
(vii) Financial Strength (viii) Sales Policy.

C o n s u mepetative Nlovement in India

The consumer-operative movement began in India in the yeBuntlid@dmovement did nobunt to much till
the beginning of the First World War, and then it began to develophgr&healhd World War was mainly
responsible for the momentum gained by the m@eemeatir country became independent, the Government took
keen interest popularizing the movement among the rmhssess 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) Th
great exploitation of conssiimeretail traders in so far as price, quality, weighment, etc, are concerned. (iii) Retail trade i
conducted on a non institutional basis. (iv) There is shortage of essential consumer goods because of the increased de
consequent on the increasegulation. (v) The supply of goods in the agricultural sector has not expanded at a rapid rate
because agriculture continues to depend heavily dineasunifiaily of industrial goods is not large enough as a result of
the scarcity of capifal) Quibften, 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
their prices are highese socies formed by ordinary people obtaining essential commaodities or day to day requirements
of goods at cheaper prices for this purpose, consperative stores are organized by such societies these societies
make their purchasediuk from wholesalatswholesale rate and sell the goods to membersnaerdbess at
market prices.he di fference is represented by surplus whi chc¢
bonus in the purchaseis. the oldest form ebperative orgaation.

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 faéiadingractices

To provided the facility of grading and transportation

=4 =4 =0 -0 -9_-4_-1
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To act as an agent between government and producers or members for procurement and implementation of

support policy

To provide economic interest of its members

To promote encouraggiftelp and thrift among members

To act as a distribute centers for agricultural requisites
auses for Poor Performance

(i) Poa result of official initiafije Target Hunting (iii) Unplanned (®&tugo integration of tiers (v) Weak
organizationatructure (vi) Competition from credit societies (vii) Poor Management (viii) Mal practices (ix) Unregulat
Markets (x) Lack of supervision and audit (xi) Purchase through private person or taders
Suggestions
The promoters must thoroughly understaimtiplegpand methods of consuroperation
The promoters should work out a detailed plan for setting up the store, taking into consideration the resources ava
and the local needs.
To arrange adequate financial resources
To give suitable accomtianlfacilities
To supervise the members and working staff
ndustrial C&peratives

An Industrial -operative is an undertaking of draft man or skilled workers engaged in the cottage or small scal
incustries to undertake produgiimohase and supplédraw materials, Marketing of products and supplying other
services to the members.
Objectives
Social Objectives
1 Safeguarding of the interest of the poorer agatitsiexploitative trends.
1 Disposal of wealth from rich to poor.
Economical Objectives
1 To Create employment opportunities
1 To provide machines and raw materials
1 Toincrease in production.
Advantages
1 It helps the workers to purchase raw materials, equipments and tools at cheaper rates.
1 It help to the workers in marketing their products
1 It preides the necessary mutual help and production for the members and both industries
1 Itincreases the income of the members.
Problems of Industrial @peratives

(i) Poor result of official initiative (ii) Target Hunting (iii) UnplaimpdNeentpation of tiers (v) Weak
organizational structure (vi) Competition from credit societies (vii) Poor Management (viii) Mal practices (ix) Lac
supervision and audit(x) Unregulated Markets.
Suggestions
1 The promoters must thoroughly understand the pridaipé¢hods of consumepecation
1 The promoters should work out a detailed plan for setting up the store, taking into consideration the resources ava
and the local needs

1 To arrange adequate financial resources
1 To give suitable accommodatibtiefmci
1 To supervise the members and working staff.

O===a-a -a
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Conclusion

The Cooperatives in th# @dntury must remain on vanguard in providing the required lead to the millions of our
producershis calls for well managed efficient cooperative sectapatieino &e&ay from the fears to draconian laws
and unwanted interfereft® vision for the second century is to withstand the challenges of competitive business
environment where excellence, efficiency and high productivity parameters wiyl. be given priori
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Abstract

The purpose of this paper is to discupssta tyocabulary 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 corskardthdysing added w
disappear through laiclise. We each have our own personal vocabulary which is unique to us. Obviously there is a great deal of overlap f
one person to another, but the exact set of words that one person has in his vocabulary will be distindt §am the next person

Introduction

Vocabulary is the set of | exical items in a | angua
fromtheearly"@ent ury, when it referred to a book containin
in alphabetical order. The term itself comes nfrom Gr

linguistics, referring to the total stock of meaningful units inreofardyadbe words and idioms, but also the parts of

words which express meaning, such as the prefixes aMicuffidles. ar e referred to as 06t h
These are powethdls. We need a rich supply of words so that we can select the correct tools for the job as we would w
any dter task we tackled. We need a good vocabulary. A good vocabulary is that which (a) fills our needs, (b) give:
confidence, (c) helps us to understand, (d) is varied and (e) is exact.

Types oWocabulary
On the basis of its application, vocabulddesidto two types: (i) Active Vocabulary and (ii)Passive Vocabulary.

ActiveVocabulary

Active vocabulary consists of those words over which one can use in his speech and writing. He knows the meani
those words accurately. Active vocabularyoréfer 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 lan
words must continuously be added to the active \af¢hbudaugients. Active vocabulary of a language calls for:
1 The use of right word in right place.
1 The spontaneous recall of words.
1 Grammatical accuracy i.e., use of correct tenses, inflections and word order.
1 In speech, fluency and ability to reprodecesmmds, pronunciation, intonation, rhythm etc.

PassiveévVocabulary

The Passive Vocabulary consists of those words, meaning of which can be understood when they appear in spee
writing of others but which we cannot use in our own speechbatdwsetiwe 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
words in communication. Sometimes he can understand the meaning of treatertath@tiertt depending on the
contest. Passive vocabulary refers to the receptive side of language. Passive vocabulary calls for:
1 Recognition of vocabulary in speech or writing.
1 An acquaintance with major grammatical items or forms.
1 The skill of stifating 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
to 10,000 passive vocabulary.

A good communicator tries to turn passive vocabularg rdoahcliary. 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
one and only requirement i s t hdrecéohsudent 6s ent husi asm
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The teaching of vocabulary has not been accorded a place of prominence in the syllabus at any stage of educati

has been relegated to a secondary status in favor of syntax of the university level. The undergraduate student must
enoudy foundation both in terms of vocabulary and syntax. Of the two, vocabulary is more fluid and hence it should be (
as much importance as the choice of structures in the English curriculum. Vocabulary teaching is very essential espe
where studerdse 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. B

applying the techniques of teaching vocabulary, a languagsté&adwethaprinciples of vocabulary teaching. These
principles are,

1

= =a =4 =4 -4

To find out the frequency of the word.

To find out the applicability of words related to differentsetettgtsof vocabulary items is very important.
An easier word should bghtafirst.

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 Vodaloy

1

86

There are a good number of techniques of teaching vocabulary some of which are discussed below:

Showing pictures or using Adglial aids: To a certain extent, the language teacher should have the mastery over
the skill of drawing so as to teaabwlary. He should produce some picture of animals, birds, fruits, vegetables etc.
The teacher can also use some othevisudi@ids to teach vocabulary properly.

Showing real objects or models: The objects which the teacher can easilgdsiognmstheutdl 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 wall
writing, laughing etc. in the class.

By framing illusivatsentences: These sentences should be such that meaning of the words flashes from the conte
clear as crystal. For example, the train left the station at 7.55. | could not catch it. | missed the train.

It should be always kept in mind that thisgmerafes 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 kno
the students. This can be done by asking and giving examples of synonyms and agttmgirttse S2efersiis,

too, a useful method.

Identifying the lexical set: Ability to identifying the lexical set is very essential in teaching vocabulary. For exan
accelerator, breaks are the words of the some lexical set.

Breaking words into componenits: 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 mea
Exposure of different contextearners should be erpo®m 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 pr
guidance to the students to work with the new words actively, regularicalhd systemati

Selecting the bases and their order of presentdt@nselection 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
introduced firsthita s been asserted that more than 240 words h
to O0seebd.

To give some importance on wimdnation:The teacher should teach the different affixes (prefixes and suffixes)
and their functions should lghtan 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
understand the meaning of a word.

Crossword puzzlesCossword 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.
is a useful tool in building oneds vocabul ary.

Word gamesSometimes the teacher should conduct some word games among the students in the classroom. Tt
will help the students a lot because the process of learning vocabulary becomes an entertaining work.

Giving equivalents in mothengue:Most of the studemay not be acquainted with all the terms in the target
language. But those terms can be taught through the medium ofdhgiuendthebarrier of understanding the
meaning of some specific words can be removed in this way.
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1 Encourage the studentsuee a dictionanBtudents 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
students should be advised to perform.

These aréhe basic techniques of teaching vocabulary. A teacher can use various innovative techniques at his v

while teaching vocabulary. The vocabulary teaching will become unfruitful until and unless the teacher creates a

atmosphere in the classroom.

Caclusion

Vocabulary is one of the major problems confronting EFL learners. Because of their anemic vocabulary, they ca
communicate their ideas as clearly as they would like to and they cannot grasp the ideas transmitted to them. T
listeningomprbension, writing and reading abilities are hampered by their limited vocabulary. Therefore, there is a nee«
systematic vocabulary building program me which should come under the curriculum of language teaching. The impo
of knowing the meaningoofisvis attested by the inclusion of a separate vocabulary component in college and scholarshi
tests such as TOEFL and GRE.

Works Cited
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Introduction

Vocabulary represents one of most important skills necessary for teaching and learning a foreign language. It ic
basis for the development of all the olgieneskiing comprehension, listening comprehension, speaking, writing, spelling
and pronunciation. Vocabulary is the main tool for the students in their attempt to use English effectively. When conft
with a native English speaker, when watchireywithmmyt 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. loushat follows, the
of this introductory chapter will be on why vocalnariarg, 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, thg ui st David Wilkins argued t
conveyed, without vocabulary nothing can be conveyed
in any language. Most learners, too, acknowledge the impoghulzgyoequisition. In my experience as a teacher, |
noticed the fact that students usually find it difficult to speak English fluently. They usually consideg speaking and w
activities exhausting because they keep on using the same expresgisrendngery soon their conversation is
abruptly interrupted due to missing words. And the main reason for such communication problems is the lack of vocak
Other students are confronted with the problem of forgetting the words immededeheaftess thicited their
meaning or after they have looked them in the dictionary, and this also a cause of the lack of vocabulary. The more
students learn, the easier they memoriz&ibet@acher has an essential role in helping studertgetdhignp
vocabulary. Unfortunately, vocabulary teaching has not been enough responsive to such problems, and teachers hay
recognized the tremendous importance of helping their students to develop an extensive vocabulary. If we look back
pastwe discover that for a long time, English used teaching approaches such as Direct Method and Audiolingualism v
emphasized the primary importance of teaching grammatical structures. Since the accent was on grammar, few words
introduced in suchrsas 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 Metho
Audiolingualism to the Communicative Approaanpfhlaisized the importance of teaching vocabulary. Students were
exposed to diverse vocabulary and speaking activities. Many words began being introduced during such courses
students were encouraged to express themselves as much Eewadsiysedhe is more freedom in choosing the
methods to be used during English classes. The English syllabus is organized around both vocabulary and gran
structures. Since there is a certain number of classes allotted for each item in the sylladlys hteachiees usua
necessary time to insist on teaching and practicing vocabulary. Vocabulary is no longer-oreated taschmessid
become more aware of the importance of vocabulary and attention is paid to the grammar of words, to collocations ¢
word frequency. Nevertheless, students still have difficulties in expressing themselves fluently and still consider spe
tasks exhausting.

Reason for Vocabulary Difficulties in English

In English, like in any other foreign language, some waetst@alearasthan others. Easiest of all are the words
more or | ess identical to the studentsdé natiwe | angu
trapped in their confidence with which they memorize such idesiiez# &nglish has a list of some problematic
words, called nAfalse friendsbo. These false friends
di fferent i n meaning. An exampl e odnfidantlyitranslate ahislwdrd b e #
simply fAsensibil,d they wild]l be astonished iethe fi nd o
English equivalent for Asensi bi | dallatting afsmedaahlesson forthesed T h
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
words that are diffido pronounce are more difficult to learn. Many learners find that words with clusters of consonan
such as fAhealthod or #dAcrispso are problematicf Length
English vocabulary. Aylaord will be more difficult to memorize than a short one. Also, variable stress of words such a
inecessaryo and finecessityo can add to their diffic
English vocabulary. When two axgedap in meaning, students are likely to confuse them. An example in this case would
be the difference between fimaked and fAdo. o0 These wor
You fimake a deci si ontsmighbfind theyse wf thest two Wwoodsn@niusingk . 6 St uden

Reasons Forgetting the Vocabulary Acquired

It is important that teachers insist on the practice of vocabulary because with all their best will, students forget
words they learn. Jeremy Harmefiedemtd main reasons that cause forgetting: interference from subsequent learning
and insufficient recycling. Most teachers are aware of the fact that introducing a new vocabulary maydmply forgetting t
one. This happens most frequently whenrededgylat that are very similar to the ones recently acquired because,
according to Har mer, the new words have the effect
teachers should avoid teaching lexical sets containhay herdssimilar meanings to the previously ones.

The second cause that triggers forgetting is insufficient recycling of the vocabulary acquired. Research shows
frequent review of learnt material can dramatically reduce the rate of fotyd#sgy.itNeveot enough to simply
repeat words and to reencounter them in their original context. What really helps is to recycle the words in different
and at equal levels of depth. Research argues that if learners use or encounter fferembndayrfrardithat in
which they first met them, then better learning is likely to be achieved. Another important aspect when recycling ce
words is for students to make sure that they really understand the meaning and the use of ttosgghbadsoStuden
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 the
need to remwer them because, in fact, learning is remembering. Unlike grammar learning which is based on a system of r
vocabulary knowledge implies accumulating individual items. It is a learning process that relies primarily on memory.

Learners are differienterms of how easily they memorize vocabulary. According to Jeremy Harmer, researchers int
the domain of memory distinguish three types of mererym: sthoet working memory, antetamgnemory. The
shot erm st ore i s ofltdhea blriamint' esd cnawnabcei rt yo ft oi nhf or mati on i
(Harmer 23). Thus, it is the kind of memory that does not help students too much in their attempt to learn vocabulary
because successful vocabulary learning iseoledsing 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
them. It is the kind of memory that relies on reasoning and logic.tThud,§at comes across a n
acknowledged which means fAa recunoaste meritul cui va
word from hislenger m memory, for exampl e, fi kam asadciatidngvél gertamya ni n g
help students keeping words in their memory for longer periods of time. Fimatysttre isrthe most trustworthy
kind of memory. Unlike the working memory which has a limited capacity of holding wahds|imdbembrain,
memory has a tremendous capacity and its contents are durable over time. However, the fact that students fc
vocabulary from one lesson to another, demonstrates the fact that it is not enougtetm mgmarjorigimplies
studerdt’ efforts and teachers' witty techniques when learning and teaching vocabulary. The great challenge for langt
learners and teachers is to transform the material from quickly forgotten to the never forgotten.

It has been designed a number of tecimégrego 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
for the words to be kept as long as possible in thatmensmgssary 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 t
particular words and by correlation with other similar alreamtgid@awiher important technique is using the newly
learn words. In this case, the teachers' role is also valuable. In the classroom, teachers should insistven practicing the
vocabulary by encouraging students to speak as much as possibligrang bycdbslamntered activities and
games. At home, students need to be motivated to individually keep on using the new words until they-are stored in the
term memorfpracticing vocabulary is strongly connected to applying vocabularydal $ifedevents. Learners will
acquire vocabulary easily if they practise it by associating words with events from their daily life. Cassidering that stu
are presented a new word | i st r elssfulllengemdrize the Wwoed ligtloypi ¢ €
creating a real life event, for instance fAgadedng t o |
This can be done in classroom as well as at home and will certainly entertaiastuatesityamesults.
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Another witty technique to be taken into consideration when both learning and teaching vocabulary is imag
Students will easily learn new words if they are taught to associate them with their picture. If, for example, stud
asomci ate fitravel agencyo with the image of the partic
likely to keep that word in their mind for longer time. Thus, it is extremely important for the studentsi$o visualize the \
theymust learn. This will help the learning process and will keep the wotdsnmrtiesriong

In conclusion, vocabulary is the most required skill when learning a foreign language. It is on vocabulary that al
other skills, reading, writing, syggakid 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 \
most of the students permanently forgetghaagaired. And finally, it has suggested methods and techniques that help
to understand the new vocabulary by using the working memory and to trangfsnit ineiimeigng
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Abstract

Green HRM is an emerging field of research in the organisational studies after 1990s. Organizations across the world
incorporating and workingrtbingplementing GHRM practices to gain competitive advantages among the corporate world. Green HF
emphasizes the importance of the decisions, processes and choices organizations make about managing people and shows
workforce management directly atfatégic organizational outcomes. Green HRM is a strategy that used to reduce the carbon foot
prints of every employees by way of electronic -Etiagngolteleconferencing and virtual interviews, recycling, telecommunicating,
online trading elthelps to create environment friendly HR initiatives resulting in greater efficiencies, lower cost and better employ
engagement and increase employee retention. Due to that, this paper has its focus on exploring green HR§Mtpohctices from the |
exsting theoretical and empirical research works done by the scholars in this field. The contribution otehdirgages lies in ex
scope and depth of green HRM in materializing sustainable environmental performance of organisations.
KeywordsGreen RM, Sustainability, Green recruitment, Green performance management, Green Compensation.

Introduction

Green human resourcefer to using every employee interface to promote sustainable practices and increase
employee awareness and commitments @udkeofssustainability. It involves undertaking endtiremdieriR
initiatives resulting in: 1) greater efficiencies, and 2) lower costs and better employee engagement and retention. C
management initiatives become an important factor ihifi@magrousiness houses around the world. There is a
growing need for strategic GreeniHR#& integration of environmental management into HRM. HR professionals
indicated that encouraging employees to be more environmentally friendly in theheotiplpcactices for their
organizations. Nowadays companies are implementing EMS (Environmental Management System) a strategic tool, t
competitive advantage. This system provi detspolioyet t er ¢
pl anning, i mpl ementati on, measurement and evaluati on
culture and lotgrm goals.
Review of Literature

The following section presents summaries of the existing andgcedaillR&wpractices under each function of
green HRMn general, job descriptions can be used to specify a number of environmental protection related task, du
and responsibilities (Wehrmeyer, 1996; Renwick et al, 2008 and 2013). These dayigssoave auoporated
environmental and social tasks, duties and responsibilities as far as possible in each job in order to ptotect the enviror
In some companies, each job description includes at least one duty related to environmdratEgospeecitioalky
includes environmental responsibilities whenever and wherever applicable. . In addition, some companies use tean
and crosBunctional teams as job design techniques to successfully manage the environmental issues wf the company (
and Flannery, 1995; Florida, 1996; Clement, 1997; Palmer and Andrews, 1997; Beard and Rees, 2000; Griffiths and P
2001; Daily and Huang, 2001; Govindarajulu and Daily, 2004; Jabbour, Santos, and Nagano, 2010). It is because ¢
reason that emfmental protection task of a company requires or denrthsaiplimafii team works.The Chartered
Institute of Personnel and Development (CIPD) believe in that becoming a green employer may improve employer bra
company image and is a usefultavattract potential employees who have environmental orientation (CIPD,
2007).Attracting environmentally aware talent might be facittated yrgmmding of the organization agjadiih
Afgreen employer of c hroata, &Q@ll). (InRreasingly, difkns aret begmhing to 2e00grize thal a ¢
gaining a reputation as a green employer is an effective way to attract new talent (Phillips, 2007; Stringer, 2009). R
environmentally responsible employers can attract taleyt tiestdéd to implement corporate environmental
management initiatives and ultimately it contributes to achieve argamiratiorental goals

Need for Green Human Resource Management

Last two decades of this century have witnessed a unanimsussfoorike need of a realistic environmental
management drive all over the world. This effort was undertaken since the damaging effects of different pollutants a
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which the industrial wastes being the major culprit that has been deteriogtiiggpandatephl resources very fast

has been evident. The Green HRM Scholars of management around the world are now analyzing various manag
practices that can facilitate the achievements of the goals of GHRM and also have a signifizavitompactiain the
competitiveness of the organizations

Objectives
To provide basic understanding of Green HRM
To elaborate @reen HR Initiativexl Practices.

Research Methodology

In order to achieve the stated review objective, a systemafititezatere was conducted by using an archival
method. This paper employs a methodology to review the articles cited in the databases Sage, Taylor and Francis C
Springerlink, ScienceDirect, J S T O Br,envivbnnieetgl HRBmthee ne Li b
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 consisténrevihdtrisiness strategy
(Boselie et al., 2001).We can say that green initiatives included in HRM manifesto is a part of corporgte social respon
in the long run. Today, organizations are implementing and integrating greeniigifatidasvithiitbe help of their
human resource. Managers make sure that their HR is utilizing green human resource practices in appropriate manne
department before implementing green initiatives and, all of them can be not containedowitténta Giniglg th
the space limit the following section of the paper briefly focus upon some of the major green initiatives for HR departme

Green buildind he organizations round the globe are considerably opting for green building asattbir workplace
offices as an alternative to traditional offices. The phenomenon is quite trend setting as Green buildifgs fulfil certain cr
for reducing the exploitation of natural resources that are utilized in their construction. Furthermdnelugieen building
some enhanced features related to green practices such as energy efficiency, renewable energy, and storm w
management. Recent years have witnessed a great upsurge in adoption of green buildings by organizations at a fast
The business ma has become increasingly aware of the significant role played by green buildings while dealing wi
environmental issues. Green buildings also serve as a platform for financial savings for organizations as their constr
and engineering involvectust:

Paperless officéost of the work in the office is managed on paper but, with introduction of IT, the consumption «
paper has been reduced. TodaxiBess and learning have changed the methods and procedures at offices converting
them into papess offices. Paperless office is a work place where the use of paper is either restricted or eliminated
converting important official documents and other papers into automated workflows. The practice greatly reduce
consumption of paper, the cbgiaperelated actions including copying, printing, and storing, and also save the time
used for searching paper documents.

Conservation dnergy

Conservation of energy in the office has the potential for a great environmental impaptolidannedfert to
efficient and efriendly services, offices around the world have implemented several energy conservation initiatives
reduce the environmental impact. The HR department at the UK arm of Sky has started a campaign where the empl
are aked to turn off PCs, TVs, and lights when leaving, to use 100% renewable energy, and introduced solar ligh
(Davies & Smith, 2007), Whereas the HR department of other British organizations is emphasizing upon their travel
which promotes car sitaand the increased use of public transport (Simms, 2007). In addition, HR syklBms such as e
are seen to be able to help management and employees track their own carbon emissions (Beechinor, 2007). Organiz
are also promoting the extensive esergf 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 usefihgreducss Rec
the use of raw materials that would have been otherwise used to produce new products. Consequently, this practice
energy and reduces the amount of waste that is thrown into the dustbins, thereby making the environment cleaner ar
air fresher. At present, the whole corporate world is reciting the old manir&edubsseRRase, and Recycle to
save the environment.
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GHRMPractices

GHRM is a manifesto which helps to create green workforce that can understand and agprexigteagree
organization. Such green initiative can maintain its green objectives all throughout the HRM process df recruiting, hirir
training, compensating, devel oping, and aderaweci ng tF
briefly describe a few specific functional HRM activities which identify with the sustainability and theatatural environm
the workplace and also provide opportunities for research in future.

GreerRecruitment

Attracting higjuality stai a key HR chall enge in the fAwar for tal
Lee, and Eberly (2008) in their study on turnover and retention of employees argue that the most important be
dimensions of HR and sustainability arenfetentitment 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). G
firms such as Siemens, BASF, Bayer and Mannesmearimommental 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
element within the organization. Complementing this, the edsougsthusiastic, and to some extent, passionate
about working for an environment friendly fAgreeno co
an opportunity to stand ahead of the crowd and further increase theirachiagcthefcattididates and retain them
after induction. Corroborating the recent green trend, we propose that the recruitment process be aligned with environ
friendly issues.

Green Performance Management

Performance management (PM) is the progbih lgmployees 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 stre
culminates into the PM. Green performance management coesistsabédsguenvironmental concerns and policies
of the company. It also concentrates on use of environmental responsibilities. Epstein and Roy (1997) in their s
concluded that when HR managers integrate environmental performance into PShiggianseidyonment
management against any damage. Today some firms deal with the issue of PM by instdtiremciooponatetal
performance standards, and Green information systems/audits to gain useful data on environmental gerformance (Mal
Fremeth, 2009). The HR staff should modify the performance appraisal rating system to include dimensions for rating f
on the following behavioral and technical competencies: teamwork, collaboration, diversity, innovation, and environn
stewardsp.

Green Training and Development

Training and devel opment is a practice that focuse
prevent deterioration ofrélted knowledge, skills, and attitudes (Zoogah, 2011, p. 1HinG ramt deielopment
educate employees about the value of EM, train them in working methods that conserve energy, reduce waste, di
environmental awareness within the organization, and provide opportunity to engage employees in environmental pro
sdving (Zoogah, 2011). Green T&D activities make employees aware of different aspects and value of environr
management. It helps them to embrace different methods of conservation including waste management within
organization.

GreenCompensation

In the context of Green HRM, rewards and compensation can be assumed as potential tools for support
environmental activities in organizations. In accordance to a strategic approach for reward and management, mc
organizations are developing rewsgthsy® 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 rew:
green behaviors with various types of awards andibmibeatizes (Phillips, 2007, p. 9), and these practices can be
effective in motivating employees to genenstetees (Ramus, 2002).

GreerEmployee Relations

Employee participation in Green initiatives increases the chances of beitey greeeman as it al i gn
goals, capabilities, motivations, and perceptions with green management practices and systems. Involving employees
has been reported as improving EM systems such as efficient resource usage (Florida &eMairapnyezd@1); r
(May & Flannery, 1995); and reducing pollution from workplaces (Kitazawa & Sarkis, 2000). Several workers in their
concluded that individual empowerment positively influences productivity and performance, -eodtrfdcilitates self
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individual thinking, and prebtéwng 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 compan

are socially oraagically oriented known agmrttepreneuf3ther benefits of employee involvement are improvement

in employee and organizational health and safety, as well as develdperety staftdNe propose that keeping the

policies in place, laagn tust among the management and employees will be built which will provide an opportunity to thi

employees to express their personal ideas at workplace and help to create climate conducive to green managel

practices and systems.

Conclusion
The GreennBfRM i nvol ves specific HROs policies dand pra

environment, social, and economic balance (Yusliza, Ramayah, & Othman, 2015, p. 1) The responsibility of the pr

generations, HR managers are to creatmemsaamong 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 me
proper environment, and retain the natural resources for ouerétitninei.gersustainable development(Mathapati,

2013, p. 2). It is not a hidden fact that human resource is the most important asset of an organizationntat plays an img

role in managing the employees. At the moment, the recent increaseoragmdootisayn greening the business,

the modern HR managers have been assigned with additional responsibility of incorporating the Green HR philosoy

corporate mission statement along with HR policies. On the concluding note, we wouldRike tioeaaiejtrarole

player in implementing GHRM practices and policies. Apart from this, they have a crucial role to play in recruitment c

employees who are more responsible toward green business practices thus, indirectly savingtthet EHaeth. Last, b

|l east , HR has significant opportunity to contribute

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 y
conscious about latest electronics gadgets, brandeshtmgfitgbits, 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 exploitifigcoeases@esjdst to
profit. Nowadays media sell us dreamst estinto confusing dreams with reality. They pander our desires for things that are bad for
us; they manipul ate us into wanting things we meéntsswidht real |
obscenity and sexual rimree, endorsed by children, surrogate advertising, subliminal advertisements, false and misleading
advertisements etc. The ethical aspect of Indian advertisement is extremely important for restoration nbmos, |ethés culture,
and heritage. Thidy was conducted among college students. The aim of this research is to study the ethical issues in media and
impact on youth and the need for regulatory framework. In this paper, the researcher focussed on mediattialrits adelceptive adve
sexually suggestive advertising. The results are discussed and recommendations are presented in this paper.
KeywordsEthical issuésyoutli AdvertisemenMedia

Introduction

Advertising is not a new issue to be disttusagdbeen in existenceesamient 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 eveis/sndigithadgdoday
by advertisement from morning till night in various forms. Advertisements have found new ways and means to catch |
attention like at public places like ATM card outlets, on transport buses, on road side glow lights andrsigns, balloons
drops, pamphlets , in shops as posters, etc. are few to nauaheettising today has influenced youth lifestyle eating
habits, ethics etc. It has influenced decision making by making youth conscious about latest electronics gadgets, bre
outfis, eating habits, etc. Today it is seen that youth are highly dismayed by advertising. It is becoming an unethical pre
of advertisers to increase their intensity of exploiting consumers just to increas&esafis\&ibeofiper (2004),
describ t he advertisement as AThey selll us dr eams, ent r
for things that are bad for wus; they manipul ate wus I
advertising or rkating campaign is sex appeal. It is noticeable when viewing the latest TV commercial for virgin flight tl
sex appeal must been a bold heading on their manifesto. Shameless & gratuitous, it targets those virile, imagination
men, who fantasize altaking an attracting & exquisitely dressed hostess to the mile high club. It was seen that virgir

flights profit margin was considerabl e high. Il'tés ar
censorship, the allowance sxbigoundaries have many brands leaving tantalizing hints or draw cleamagdtintion to x
version of the commercial s. Sex and the mediabds am

pretending to be grown up on T.V., mobile ghopesers 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 acce
programmed material on these media is easily available. The dnakistgci® eftertainment 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, medmahafstihecoittenniu
an effective tool for reaching young people with very little parental supervision. Young generation is open to risk a
willing to try anything and as a result marketers are willing to try innovative strategies. Youth alwaysi¢ed the power o
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 abou
existing one. However, rmostemporary 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
sometimes be "news," but most of the tianky iischet.
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IndianScenario

In India advertising dates back to the era of civilization, as of Harapzap Mblemjadicates names engraved
on exquisite earthen, stone or metal works, which is comparable to the present trade mask®yst@émgPainting
wall indicating slogans or stone engravings indicate a form of advertising. The earliest forms of advertising were mostly
for religious purposes. That is, advertising was in the form of propaganda. To spread the teduhiaggpefduddha, t
Asoka of Kalinga set up rock and pillar edicts all over the Indian Territory between 563 and 232 B.C. These rock and
edicts can be called the forerunners of poster advertising of today. Thus .it was the outdoor advergistng that came tc
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 so
expects people to behave in accordance with acceptedgthitsiptesans a sétmoral principles which govern a
personbés behaviour or how the activity is conducted.
a buyerThus ethics in advertising means a seidefingdl principles which govern the waysnaofinication taking
place between the seller and the buyer. Ethics is the most important feature of the advertising industry. Though ther
many benefits of advertising but then t heeneahicalade s ome
is the one which doesndt i e, d o e s n Ndwadays, lads aré mdtee o r
exaggerated and a lot of puffing is used. It seems like the advertisers lack knowledge of ethical nores and principles.
just donét wunderstand and are unable to decide what

The main area of interest for advertisers is to increase their sales, gain more and more customers, and increase
demand for the product by presenting a welldjgudfettand 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 founc
false, misleading customers and unethical. The bestfakasglypes 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 whc
watching the ads on television and convince them to buy the proding wisecondithought.

MajorEthical Issue Advertisingn India

Advertisement acts as a communicating bridge between producer and consumer. With industrialization and expa
of market access, importance of advertising is steadily on thermmteaseociety. Advertising, uses media as its
vehicle, is a pervasive, powerful force shaping attitudes and behaviour in today's world. At times it goes beyond
traditional role of o6fair and ndunethicd scdnés giving & detrimentiali o n
result especially on the young population of the society. The various types of unethical advertisements like advertisel
with obscenity and sexual overtone, endorsed by children, surrogate advertisidgersisblingini, false and
misleading advertisements etc. The ethical aspect of Indian advertisement is extremely important for restoration o
Indian culture, norms, ethics and heritage.

Reflection of Advertising on Youth Psyche, Lifestyle, Valli@ehaviour

Youth is best understood as a period of transition from the dependence of childhood to adulthood. Youth is a more
category than a fixed-ggmip. Around the world the term youth, adolescent, teenager, kid and young person are
interchaged, often meaning the same thing occasionally differentiated.

Review of Literature

The youth have always been a prime target for marketers. More so in Indihirdswfahéwmpulation is
bel ow 35 years of ag emersThoeare witingtohry reew groducts)rofytre Indiea market ( ¢ o
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 tbirigeat it as some
ordinary, youth now look up to the models or spokespeople in Ads as idols, they try to imitate them in their looks,
selection and styk.study conducted by the Centre on Alcohol Marketing and Youth in 2001, surveying youth exposure
alcolol advertisements, revealed shocking evidence that about a fourth of television alcohol advertising, comprising of :
51,084 ads, was delivered more effectively to youth than to adults, reaching 89 percent of the youth audience. C
research conducieh 2001 refl ected that alcohol i ndustry spent
underage audience was more than 50% (Srivastava & Kocbeayi2&14l). (2010), Unethical advertising promotes
harmful products, targets inapgeopudiences, makes tall claims attempts to alter lifestyles, and derides competition.
Unethical issues in advertisement include providing misleading information, using ambiguous terms, and defat
promised rewards. Hence, the study has been doexgledet 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
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sentiments in ads to be avoided. Majority of the respondents do existarme feASCIl. 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 om#uaflagoisrapd
and young peoplebdbs keen ability to identify and reje
to youth have a foundation in or association with key interests and drivers among youth: musi@lesports, fashion, \
gaming and technology, among others (Soney Mathews, 2010). Shah & D Souza, (2010) Stereotyping is also &
promoted in the society by showing females need fair complexion in advertisements to be confident, while men are she
be dominant and pdwleand in commanding positions also needs a check. Hoot (2001), Media ethics remained a conce
for the better part of 2011 with a number of challenges manifestingAtuamietyés. Kaustav Sen Gupta (2011),
youth in India form a major chunkr@ngiag 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 maxirn

Teens rank the media as the leading sonf@menattion about sex, second only to school sex education programs.
Numerous studies document adol escentsd susceptibilit
(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 impaaeedyfmuttegulatory framework
Objectives
1 To study the ethical issues and challenges in advertising
1 To find out the attitude and percepthaiofoyvards 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 yc
generation. The study was conducted among understudeunés 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
respondents. Secomadt gontains questions related to media habits, frequency of watching advertisements, types of med
being followed, etc. Third part deals with attitudinal questions classified into two parameters namely Péceptive Advertis
guestions) and SexuallygBsiive Advertising (12 questions) The questions are rated in five point likert scale from
Strongly Disagrieé to Strongly Agiieg.
Data Analysis

The data was analyzed using SPSS versidind @&ta was analyzed and proper interpretatiortafrhg da
given. The data is presented in the form of tables.
Results
Table 1: Distribution of Respondents

. The above table shows that majorig6)40.€he respondents
Variable | Label | Frequency Percent - A
were male and the remaining 29.4 percent were female in the study.
Male 94 66.2 - . )
Gender i 3 338 Majority (85.7%) of the respondents were studying bachelor degree in
Female 4 i commerce, 9.2 percent of them were studying bachelor degree in
Education BBA 17 12 business administration and omplgréent of them were studying
B.Com 125 88 bachelor degree in science.

Table 2: Media Habits

Watch Advertisement Yes 139 | 97.9 . Stgdents are the first cluster Wh.O comes
No 3 2.1 | into mind when we talk of youth in India.
TV 95 | 669 Almost all the youth (97.9%) watch
Newspaper 11 1.7 advertisements in Television, Newspaper
Media you observe the most Magazine 4 2.8 ) . ’ p per,
Internet 17 | 12.0| Magazine, internet and from other media.
Any other 15 10.6 Majority (66.9%) of the respondents
Daily 109 | 76.8 | watch advertisement in Television, 12.0
Frequencyf watching advertiseme| Occasionally 20 14.1 | percent of them waic Internet, 7.7 percent
Never 13 | 92 | of them watch Daily Newspaper, 10.6
Lessthanaday | 25 17.6 .
One day 62 | a37| Percent watch other medla and.only very few
Impact of advertisement One week 28 | 19.7| (2.8%) of them watch in magazine. Therefore
One month 12 8.5 | Television is a major media that attract youth.
More than amon{ 15 10.6
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More than three fourth (76.8%) of the respondkrasiweatisement 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 advertis
daily.The above table shows that 43.7 percent of them have imptseroeridi@r 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
have the impact for more than a month and only 8.5 percent of them have the impact for one month.

Table3: Correlation cefficient between Age of the Respondents, Deceptive Advertising, Sexually Suggestive

Correlations
Age | Deceptivg Sexually suggestiy

Pearson Correlat] 1
Age Sig. (Zailed)

N 142

Pearson Correlat] -.013 1
Deceptive Sig. (Zailed) .875

N 142 142

Pearson Correlat| .016| .330 1
Sexually suggest Sig. (2ailed) .853| .000

N 142 142 142

**_Correlation is significant at the 0.01-tiziled)2

Correlation adficient was calculated to findeladonship between age of the respondents and deceptive
advertising and between age of the respondents and sexually suggestive advertising. The above result shows that th
no significant relationship between age and deceptive adverddipg & 6.875), and age and sexually suggestive (r
= 0.016, p = 0.853). Whereas there is a significant positive relationship between Deceptive Advertising and Sex
Suggestive Advertising.

Tabled: StatisticalComparisometween Male and Female witfare to
Deeptive Advertising and Sexudlyggestive

The above table shows

Variable Gender| N Mean| SD Statistical Inference h i<tical X
Male | 94 | 1982| 3.196 t=1.063 the statistical comparison
Deceptive Advertising p = 0.289 between male and female
Female| 48 | 19.17| 3.927 Not Significant | with regard to Deceptive
Male 94 | 33.14| 6.188 t=2177 Advertising and Sexually
Sexually Suggestive p =0.031 Suggestive. The t test result
Female| 48 | 30.88] 5.151 Significant reveals that there is no

significant differenc¢hie mean score between male and female with regard to deceptive advertising (t = 1.063, p = 0.28
and sexually suggestive (t = 2.177, p = 0.031). It can be inferred that gender is not influenced by deceptive advert
whereas gender is influencesktkyally 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 5Statistical comparison between Education with regard to Deceptive Advertising and
Sexually Suggestive Advertising

Variable Gender N Mean SD Statistical Inference
t=3.733
. . B.B.A 17 22.41 3.970
Deceptive Advertising p = 0.000
B.Com 125 19.22 3.217 Significant
_ B.B.A 17 35.41 3.825 1=2.282
Sexually Suggestive p =0.024

The above table shows the statistical comparison between B.B.A and B.Com students with regard to Decep
Advertising and Sexually Suggestive. The t test result reveals that there is a significant difference in the mean s
betwen B.B.A and B.Com with regard to Deceptive Advertising (t = 3.733, p = 0.000) and sexually suggestive (t = 2.2
= 0.284). The result reveals that the mean score of B.B.A students are more for Deceptive Advertising and Sex
Suggestive.

Recommendatn and Conclusion

Indian nation is multilingual and multicultural country which makes people vary in their perception, lifestyle, values

behaviour hence opinion of respondents from other parts of the country should also be taken fansixtensive and inte
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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
the free spaces that are available to the corporate houses for ethical choices. Future research can algp deliberate on f
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
regulations on Ads, regarding all its differest &pee 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; sti
market exists in different cultures and norms lthdieshespected 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 care
what their children are watching, and guide them as a friend.

The calbf the hour is to ensure that business and corporate houses build moral and ethical considerations into tt
public communication. They must make sure that their actions remain pro social and humanistic. Towards this end,
must balance their bottoednd welfare of public at large.

Young generations may be misled easily by the influence of media. Therefore media has the responsibility to follov
practice the ethics in their profession.
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Abstract

This pagr measures the level of customer satisfaction towards the services and facilities provided by the bank branches after
demonetization in Tirupattur Taluk, Tamilnadu, India along with their demographical aspects and bankingchdbi@ities. The resea
been conducted under descriptive research design with the sample size of 125 selected randomly from the bahk& customers throu
structured questionnaire. T Alee sdtwacerobhSP8Sh2t is adapteq forahe @hditsiu e o f  t |
The interpretations were made through the simple percentage analysis, corsglagiantastihehimain findings of the study is
customers in Tirupattur Taluk are satisfied on the account opening procedure, working condgjomattilaTddndemdy, and
online banking, safety at branch, ventilation and drinking water. However, the customers are expecting theatanireum amount as
speedy services and quick addressal of customerds grievanc
Keywords:Bank, Branch, Customgsfsation, Services and Facilities

Introduction

Bank plays as nerve system of the economy of a country by mobilizing the fund from general public and supplyin
meet the requirement of various sectors of economy and needy people. Ismdntratasitthef the people which
are essential for the survival of the economy as well as the family. The Indian banking industry has undergone n
changes due to economic liberalization, globalization, and information technology revolkmimpetitiomeasing
financial sector reforms and changing customer requirements. There is a multi dimensional change in the Indian ba
system and banking method due to the entry of private sector banksi@mal bantis. Now the customers have the
chote of conducting their banking transactions either through offline mode (through bank branches) or through online |
(through mobile banking and online bafkiagdound banking system at geographically and economically gross root
level (i.e. villaged lower class people) will decide the economic progression of the country. As per the financial inclus|
policy of reserve Bank of India and Government of India, the focus of opening bank branches is shifted from urban a
rural and semi urban are®s per the report on Trend and Progress of Banking in-ledpuldstted by Reserve
bank of India, the spread of bank branches at every corner of India has resulted in accumulation of number of saving
account from 73.5 million in March 2@B)2anillion in September 2016. The financial policy of RBI, Pradhan Mantri Jan
Dhan Yojana scheme and demonetization are the main pillars for the growth of the banking sector. However, the |
foundation for the growth of bank is purely depencisstontbe satisfaction on the bank and banking. Otherwise, the
face of banking structure will tarnish and system will collapse.

Importance of th&tudy

Though the focus on banking is shifted from offline to online the architect of bankénigratertie$rofrbimks
only. The number and amount of banking transactions through the online banking and card based banking is incre
rapidly. However, the online mode is still lagging far behind from the offline i.e. branch banking its &eeny aspects star
the opening of account, making deposits, obtaining loan, fund transfer and etc. The prime step of banking is star
branches. In such as, there is a need to study on those branches whether they satisfies their customers on the num
serviceand 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 tov
the bank branches to withtlrelwvmoney, 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
days. It laid the foundation for the presigntosfind 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. Howeve
researclon bank branches at rural and semi urban areas are not sufficient level. The focus on research on bankin
shifted from branch banking to technological banking. Likewise, there were only few efforts to study on facilities pro
banks at their brareh€&he researcher found that there is gap to study on the level of customer satisfaction on service
and facilities of banks after demonetization.
Objectives of the Study
1. To study the socio, economic and demographic aspects of customers of thanKalakTirupa
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 satisfactikingotustomers towers the services of banks like
automated teller machine service, online banking, mobile banking, time taken to open the account and comple
transaction, amount to be maintained as minimum balance, number of branches andgeairyissoRk tbrar
various services. The study also extended to measure the satisfaction level on basic facilities like lighting, drinking v
rest room facility, number of counters and safety at branch.
Limitations of the Study
1. The study is confinedatistaction 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.
TheoreticaBackground

The number of bank branches in India is growing double over the period of ten years from 74,829 branches in 20
143,848 branches in 2017. It shows the importance and need of bank branches in India. It laid the foundation of bank
grosgoot levelThe Annual Report 206%f 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 r
with cards. The repalso indicate that out of 102,894 complaints receivé&@,iiZ%18.2,420) of complaints were
received from rural branches and 15% (15,048) of complaints were from Semi urban branches. Hence, the bank an
must focus towards addressing the ioten@kated to rural and semi urban branches and they should strengthen their
services and facilities in those areas.

Philippe Ndikubwimarea al(2016jas investigated on the level of satisfaction of banking customers in Rwanda on
the financial sendc@hey adopted SERVPERF questionnaire under 7 point Lickert scale and collected date from 1-
customers. The study concluded that the physical environment in the branches and facilities determines the lev
satisfaction, and satisfaction determiingsettaviour towards the banknugarajan (20163s stated that banks
plays crucial role in the aspect of financial distribution and accumulation in a country. The research concluded tha
private sector banks satisfy their customer at highpahdeactira public sector banks.

Naeem Akhtagt 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 signibieameealajiaiishipf
service and customer satisfaction, and customer satisfaction and custbmeyulaljtsltyf service provided by the
bank determines the level of customer satisfaction and level of satisfaction determines the degtedhef loyalty towar
bank.Pallavi Guptat al(2013mentioned 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 fac
determinehe level of customer satisfaction in banking sector.

Doddaraju (2018)plained the importance of customer service in banking industries. The author has also stated th
bank must provide quality service to retain the customer and to sustai Tie stisthehas been conducted to
identify the prominent factor which determines the level of satisfaction of private and public sector banks in Anan
district of Andra Pradeshrinder Singh Gidt al (2013)made an attempt to identify and amdetse factors
influencing the level of satisfaction of customers of private and public sector banks in Punjab. The researcher founc
customers have more faith on public sector banks than private sector banks where as private sectr banks satisfies
customers at very high through better technology than public sector banks.

Vijay Prakash Guptt al(2013)xamined the level of customer satisfaction among group of private sector and
public sector customers in Meerut Region of Uttar Pradddte tedearcher used the service quality model of
Parsuraman et al, 1988 and found that customers were satisfied on MNea fiatzbks(2018xamined the
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relationship between service quality and customer satisfaction between two pikgaie bettorThemugh banks
offer similar kind of products to its customers, there is difference in level of satisfaction of bank custokrs due to the Ie
quality service provided by the banks.

Jyoti Agarwal (2018)ade an attempt to measure theneustatisfaction towards the services of Indian banking
sector. The study has been conducted between SBI and ICICI in Aligarh district of Uttar Pradesh with 100 respon
under the service quality model of Parasuraman et al (1988). The studgréowsdethveide perceptual differences
on service quality among the banks iNimdajeet Virkt al(2012)ktated that banks has to spent much in terms of
money, services and efforts to retain the customers of new generation than attraetingmestuwdgtalso found
that customers are satisfied on the services of private sector banks than public sector banks.

Surabhi Singkt al(20113t udi ed on customerds satisfaction with
under multstge sampl i ng met hod. The study explored that cu
and infrastructure of nationalized banks; and high processing charges and accessibility of private as well as foreign
Puja Khatret al(2010has observed that there is a cut throat competition in the Indian banking sector due to the entry ©
private and foreign banks. The researcher applied SERVQUAL Model and found that bank must provide better servic
retain the customers and there iskzetinken 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
comprehensive manner. The study has been conducted during the month of March 2017 with the sample of 125 selec
the door step of bank branches in Tirupattur Taluk under simple random sampling method under probabilistic sam
techniquelhe primamgyata were collected through structured questionnaire under four point Lickert scale in English. Th
researcher conducted pretest to measure the Fieliabil
0.832 for 28 variabld®e $oftware of SPSS 21 is adopted for the analysis of data. The interpretations were made throug
the simple percentage analysis, correlatiorsqudreHiest.

Analysis and Interpretation
Demographic Aspects of the Respondents

S.No Demographic Factors Scale No. of Respondents | Percentage
Male 67 53.6
1 Gender Female 58 46.4
Total 125 100
Up to 20 11 8.8
2140 88 70.4
2 Age(in Years) 4160 16 12.8
above 60 10 8.0
Total 125 100
Illiterate 12 10
Upto HSC 26 20
3 Educational Qualification| Degree 77 62
Professional 10 08
Total 125 100
Farmers 13 104
Students 51 40.8
. Employee (Govt & Private 47 37.6
4 Oceupation Professional 04 3.2
Others 10 8.0
Total 125 100
Up to 60,000 30 24
60001120,000 43 34.4
5 Annual Income (Rs.) 120,001 180,000 29 23.2
Above 180,000 23 184
Total 125 100

The above table reveals that the predominant customer of bank is male with an educational qualification of dec
Employees and students are actively involvednin doctivities. 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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S.No Variables Scale No. of Respondents Percentage
SBI 36 28.8
Indian Bank 16 12.8
Lo [roee L
maintained ICICI 15 12
Others banks 42 33.6
Total 125 100
Saving Bank Account 103 82.4
5 Type of account C_urrent Account _ 19 15.2
Fixed and Recurring 3 24
Total 125 100
To save money 70 56
. On Compulsion 21 16.8
3 EE?;S;? having To obtain Subsidycholarship 13 10.4
Other reasons 21 16.8
Total 125 100
Zero 13 10.4
One 45 36
4 No. of visit to Two 26 20.8
branch in a montl Three 12 9.6
Four andtmove 9 23.2
Total 125 100
Zero 18 14.4
One 18 14.4
5 No. of visitto ATN Two 16 12.8
in a month 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 natispetiedhy [State bank of
India. Saving is the main reason to have a bank account. More than half of the respondents are visiting their branch ¢
twice in month whereas more than three fourth of them are visiting the ATM twice in a month.

Customer &tisfaction towards tHeervicef Bank

S. . . Highl Dis - Highl

No Services/variable Dissatisfied Satisied| S2151€0 | saicioq)  TOwl

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 tadn tacomplete 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 bankiracility 6 (4.8) 30 (24) | 57(45.6)| 33 (25.6) 125 (100)
10 | Time taken to address & solveotnplaints| 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
simple and quickese. One third of the respondents viewed the minimum balance to be maintained is very high and to
minimized likewise the number of branches may be increased. Banks may reduce the commission charges to retair
customers and appoint adequate mfrebgsloyees to render speedy seiMioesthan one fourth of the respondents
felt that bank consumes more time and delay in rendering their services and addressing the complaints. One fourth «

respondents opinioned that bank may should im@Tdwerttabile banking and online banking facility.
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Customer Satisfaction towards Faeilitiesof bank

S.No Facilities Highly Dissatisfiec Sa?ls?‘ied Satisfied| Highly Satisfieq Total
1 Lighting andentilation 5(4) 12 (9.6)| 55 (44) 53 (42.4) 125(10p
2 | Drinking water 12 (9.6) 20 (16) | 58 (46.4) 35 (28) 125 (100
3 Rest roor{T oilet/Urinals) 23 (18.4) 40 (32) | 40 (32) 22 (17.6) 125 (100
4 Number of Counters at b 10 (8) 20 (16) | 67 (53.6) 28 (22.4) 125 (100
5 Safety at Branch 5 (4) 9(7.2) | 63 (9.4 48 (38.4) 125 (100

The research proved that customers were dissatisfied on toilet and urinal facility at the branch. However they \
satisfied with their safety at branch. Number of bank counter may be increased to cater the neeadndf the customers
adequate purified drinking water may be provided at the branch to improve their level of satisfaction.

Ho: There is no relationship between Annual Income and customer satisfaction on Amount of Minimum Balance.

Hi: There is a relationship betweeunahincome and customer satisfaction on Amount of Minimum Balance.
Relationship between Annual IncomeGumstomer Satisfactian Amount of Minimum Balance tdvizgntained

Annual Customer Correlation is significant at the 0.05 level (2 tailed)
Income of thd Satisfaction on Amount{ Since, the calculated value under Pearson
Respondents Minimun Balance correlation method.§0) is negative, the null
Pearson correlati 1 0.60 hypothesis is accepted and alternative hypothesis

is rejected stropgHence, there is no relationship
between Annual Income of the respondent and level of customer satisfaction on Amount of Minimum Balance t
maintained.
Ho: There is no relationship between number of visit to ATM and customer satisfacii@s.on ATM serv
Hi: There is a relationship between number of visit to ATM and customer satisfaction on ATM services.
Relationship betwedtumbeof visit to ATM andustomer Satisfactimn ATMServices

Number of visit to AT| Customer satisfaction &TM servies | Correlation is significant at

Pearson correlati 1 0.120 the 0.05 level (2 tailed)

Since, the calculated value under Pearson correlation method 0.120) is positive, the null hypothesis is rejected
alternative hypothesis is accepted. Herecés theelationship between number of visit to ATM and level of customer
satisfaction on ATM services.

Ho: There is no association betdteehank at which customer have an account and customer satisfaction on time
taken to address the complaints.

Hi: There is an association bet#teehank at which customer have an account and customer satisfaction on time
taken to address the complaints.

ChiSquare Test

Value | df | Asymptotic Significance$led) Since, the calated value under

Pearson Giquare 17.778| 24 0.814 Pearson ckguare method (0.814) is

more than the table value (0.05), the

null hypothesis is accepted and alternative hypothesis is rejected. Hence, it can belisterppatodatsatciation
betweethe bank at which custoraee lan account and customer satisfaction on time taken to address the complaints.
Ho: There is no association bettheegender of the respondent and customer satisfaction on Rest room facility at branch.
Hi: There is an association bettheegender tie respondent and customer satisfaction on Rest room facility at branch.
ChiSquare Test

Value | df [ Asymptotic Significance-$&ied) Since, the calculated value under

Pearson Cliquard 5.091| 3 0.165 Pearson ckuare method (0.165) is

more than thalie value (0.05), the null
hypothesis is accepted and alternative hypothesis is rejected. Hence, it can be thtngpisted thstpciation
betweethe 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 nationalizedcebpakially 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.

=A =4 =4 =8 -4 -4
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1 Bank provides lighting, ventilation and safety at high.

1 One fourth of the customere dissatisfied on Drinking water and rest room facilities

Suggestions

1 More Number of branches with extra counters to be opened to cater the need of bank customers.
1 Speedy service should be provided and complaints must be solved at speed.

1 Amount of minim balance and commission charges may be minimized.

1 ATMs must be operated appropriately and adequately.

9 Drinking water and rest room should be provided.

Conclusion

Bank plays vital role in the circulation of money, economic progress of the aaunmportaatspart of day to

day life of Indians since, government directly and indirectly forced the people to open the bank accownt in order to av
various subsidies, scholarship and other financial benefits from the government ageretthdpriknecale to

exchange the old currencies in to new currencies on the time of deffmnetizatiorher found that most of the
customers of bank are male who are youth and belongs to lower middle income group. Most of theopastomers prefer tc
an account in nationalized bank rather than private sector banks. A customer prefers to visit ATM rather than Bank bra
and willing to maintain an account in State BankTdielstlimly also found that customers in Tirupattur Taluk are
satisfid on the account opening procedure, working condition at ATM centres, mobile banking, and online banking, safe
branch, ventilation and drinking water. However the customers are expecting the minimum amount as balance, sp
services from the bankleyges to complete transactions and address the problems of customer. The future research ca
be done measure the customer satisfaction in each aspect in depth and with wider geographical areas.
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Abstract

I n the fastest growing | T industry the empningigerdestdé att it
build a positive work environment that will resultéfofiread@\of both organization and its emploggeénary objective of this
research study is to determine the relationship dbetweénoy ees 6 attitude and organizati ol
employees. The researcher has selected tenmsaijotiie IT sector located in Chennai; (TamilNadu) and thirty employees from each
organization by adopting QuoC o nveni ent Sampling method. The research st
Attitude and Organizational Commitment isecotineze exists a correlation (r = 0.707) at 0.01 significanadddves{Pand as
the significance level is less than 0.01, Ho is rejected. Therefore, it can be concluded that there exdsisre!isigiétaeen rel
Emp | oy e eand®rganizational Cameitment.
Keywords Employees Attitude, Organizational Commitment

Introduction

India is known as knowledge capital of the world. Indians are well known for their acumen, erudite, intelligel
efficiency and academic excelled@ns 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
the biggest, the most successful and theafitadilgp 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
of their commitment to their work. Contrary to thisedeperediption about Indians in abroad and Multinational
Corporations, the scenario in Indian corporations depicts a diffeBaviepidtsedies like Budhwar, P.S., Varma, A.,

Singh, V. and Dhar, R. (20B&atnagar (209Raman, R.S., BudhWwarand Balasubramanian, G. £2807gh, K.

(2007 and Jha, S. (2C¢:14ave concretely proved that majority of employees lack commitment to their work. Employee:s
with a low level of organizational commitment tend to be unproductive and sgraé Wedoarallaz certain cases

the high rate of staff turnover and absenteeism are associated with the low level of organizational commitment. The lov
of organizational commitment is characterized by a lack of neither acceptance of dgjanizatidnes goa the

willingness to exert effort to remain with the organization. The employee who operates on this level must be disillus
about the organization; such an employee may stay because he or she needs to stay as associanadewith the contin
dimension.

Further, it has been proved by several studies tha
commitment in the minds of the employees of an organization. Attitude of an employee is the foundation without whi
organization cannot attain its goals. All organizational and individual outcomes like job involvement, job satisfac
organi zational effectiveness, organizational commi tm
attitudelf an employee has negative attitude towards his organization, then whatever may the rewards, incentives
amenities provided to the employee, that will not motivate the employee and all these efforts will go widste. Contrary to
an employee hagasitive attitude towards his organization, then irrespective of poor rewards, low incentives and few
amenities, he or she will have job involvements, job satisfaction, motivation and overall organizational commitment be
of his emotional and pdgdical attachment to his organization. Therefore, if an organization wants to have committec
employees, then the prime task of the organization is to develop an environment that will nurture positive attitude amc
employees.
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Ther ef or e {titude arul lorganizatosad coramitment are two most sought after topics in the domains of
organizational behaviour that has been continuously, extremely deliberated and underwent vigorous research. Furthe
complex nature of relationship between emspfbyeat t i t ude and organi zational C
rel evant in understanding employeesd commitment. The
organizational commitment has prompted the researcher towards thiststlydwillTbring clarity to the existing
literature and provide a clear understanding to the complex relationship between these two concepts. It will further ex
the replication of this relati onmitmenin infermatia eenhnobgyp | oy ¢
sector.

Concept of Employeesd Attitude

Empl oyeesd attitude is a way of responding either
are evaluative statements. They reflect how employeestepetibingt 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 evaluatic
example, Krech and Crutchtiellf i ne att i t u digation ©f mativatiodad endotional, pegceptual gnal
cognitive processes with r edtpsgenerally azceed tha attdusleprepesentso f  t
the positive or negative mental and neural readiness towards a pgwanopleeent. Some psychologists study
attitude only in terms of overt behavior; if a person persist in a certain activity, he or she has favorébkrattitude towards
attitude has three basic components namely, thinking, feeling, and dotegcdrnpsadnts are also described as
the cognitive, affective, and behavioral components of an attitude, respectively.

The cognitive compomémn attitude consists of the information a person possesses about a person or thing which i
based on whaparson believes to be ffine. behavioral tendermycerns the way a person intends to behave towards
an attitude objethe affective compormmtsists of the feelings a person has toward an attitude object, which involves
evaluation and emotion,igften expressed as like or dislike for the attitude object.

Concept of Organizational Commitment

The term Acommitmentodo can be referred to as the wi|
system or an effective attachtoen organization apart from the purely instrumental worth of the relationship (Buchanan
1974) 1t is also believed that commitment was developed through the process of identification in which a pers
experiences something of some ideas as doregfehe self (Iverson, B9A6¢ording to Meyer and Allen {1897)
committed employee is the one who stays with the organization through thick and thin, attends work regularly, puts in
day (and maybe more), gmpanygoalsand athersnphas)havding a @mmniteed veorkforseh a
would be an added advantage to an organization. They based their theory on the different views for defining and stu
organizational commitment. They concluded that this variable slyaeld foematiaree different points ethéew
affective attachment, the perceived costs and the obligation with the organization. Therefore, the instriment reflects a
of three organizational commitment components namely (1) affective ,g2ncofE)mantative.

The affective component of organizational commitment, proposed by the model, refers to employees' emoti
attachment to, identification with, and involvement in, the organization. The continuance component refers to commi
base& on the costs that employees associate with leaving the organization. Finally, the normative component refer
employees' feelings of obligation to remain with the organization.

Significance of the Study

Recently, it has been observed that IT septbrey ees 6 atti tude and commit ment
both are facing deterioration, because of that, organization and employees could not achieve their respective goals. Tt
widened the gap between organization and employeescié tipegoeldure and motivational schemes to bridge the
gap between organization and empl oyees Withoutévoraltled er | y
mi nd set and positive attit ud dncemfeffosmade dy thecmsganizatianwa r d
towards commitment will be futile exercise. So, to bring organizational commitment, first organizations should try to ev
a scheme to bring a favorabl e att norgadizmton cménsure isy en s
employees commitment. This study would help to advance our understanding on the nature of relationship betv
empl oyees6 attitude and organizational commi® ment b
organizations management, particularly concerning the contribution of certain individual characteristics as well as at
towards commitmé@rite study has both theoretical and practical importance. It is theoretically important that it will provic
valuable information for human resource development or management (HRD/HRM) professionals to understand
relationships between employeesd attitude and organi
because it can be helpfiferD and HRM professionals, to maintain emj
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The results of this study would serve as a guideline to the IT employers while designing organizational processe
systems, including recruitment and selectivnaof resources allocation, appraisal and evaluation, compensation,
training and development of its empleyeker, this study will contribute to the society through better understanding of
the relationship bet ween comminkend gmorydT empldydes. it will providenndw o r
insight to the problem and help in providing effective change management policies to get, retain and manage emplc
commitment and the attainment of individual as well as organizational goals.

Researh Model
Following is the research model developed by the resea@hprctives of the Study
The main objective of this research study is
to determine the relationship between
empl oyeesbd attitude anc
commitment of Chennai baseemifloyees.
While pursuing this objective, the researcher has
framed the following ancillary objectives for the
study.
1. To examine the relationship between demographic va
among IT employees.
2. Tostdy t he relationship between employeesd attitude

Hypotheses
In order to carry out the objectives of the study, the following hypotheses were framed.
1. There is no significant relationship between demographic daotat e mpl oyees d attitud
commitment.
2. There is no significant i mpact of employeesd attit
Research Methodology
To obtain the primary data, a survey was conducted among the IT employees thbuplestictnaite.e
Empl oyeesd attitude inventory developed by the resea
components model consist of 3 componettgnitive, behavioural and affective components having of 24 statements.
Fa this purpose, the researcher has adopted the most popular, standard inventory scale of organizational commiti
developed by Allen and Meyer ¥199%) researcher has selected ten major firms in the IT sector located in Chennai,
TamilNadu namely &)aTConsultancy Services (TCS) 2) Cognizant Technology Solutions (CTS) 3) Infosys 4) Wipro £
HCL 6Accenture 7) Ramco Technology 8) Tech Mahindra 9) Pol@iacadb€)oration.
SampleThe researcher, by adopting Qui@onvenient Samplinghud, has selected thirty employees from each of
the ten companies mentioned above in Chennai city constituting 300 respondents.
Analysis ofData The researcher has applied the appropriate statistical tools like Freepmuenies;T &3
CorrelatioMultiple Correlation, ANOVA and Factor Analysis so as to draw the results and findings of the study.
Research Findings of the Studlge findings of the study are as follows.
Demographic Factors and Employeesd Attitude
The chsquare analysis showedttiat exists significant relationships of age, spouse qualification, spouse status,
spouse income with that of employees6é attitude of | T
educational qualification, income, marilt u s , experience, and employment st
Demographic Factors and organizational Commitment
The chsquare analysis showed that there exists a significant relationship of age with that of organization
commitment df EmployeeBut 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 th
organizational commitmielit Employees.
Rel ationship between Employeesd Attitude and Organi z.
The significance level in the above ANOVA test shows that, signifreD@®0hities less than 0.05. Therefore
it can be concl ud e dificantly artpacteom prdapizatomak cdmmitmhenti As dad as carelagion
bet ween Employeesd Attitude and Organizational Commi
significance level t@lled test) and as the significance legsltigan 0.01, Ho is rejected. Therefore, it can be concluded
that there exists a significance relationship betwee
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