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ABOUT THE MEASI INSTITUTE OF MANAGEMENT 

 

 The MEASI Institute of Management was established in the year 1987, by the Muslim Educational 

Association of Southern India (MEASI). 

 
 The MEASI Association, established 113 years ago, was registered under the Act XXVI of 1860. It is 

one of the oldest minority educational institutions, and is having a multi-level educational system 

ranging from school to Post Graduate and Research level, covering several fields of studies, with vast 

physical, infrastructural facilities with a sound management system. It is under the leadership of 

enlightened and eminent individuals drawn from educational, industrial and other walks of life. 

Students are admitted for all the courses of study irrespective of their caste, creed or religion. 

 
 The MEASI Institute of Management has been established with the objective of imparting training in 

different disciplines of Management with emphasis on practical application suited to Indian 

Environment and manages intellectual needs. With the fast pace of the current technological 

revolution, the need for training managers, who can meet the new challenges, is growing.  

The Institution is being developed to meet all the requirements of modern Management by constant 

interaction with industry. It will be the endeavor of the Management to adopt the methodology of 

imparting training by coordination of its efforts with the developments taking place the world over. 

 
 The MEASI Institute of Management is managed by a Board of Trustees, with duly elected 

members. The Board is assisted by an Academic Council consisting of professionals drawn from 

different disciplines with vast experience and expertise 

 
ABOUT THE DEPARTMENT OF CIVIL SUPPLIES AND CONSUMER PROTECTION 

  
 The State Government has allocated the responsibility of Consumer Protection to the Ministry of 

Co-operation, Food and Consumer Protection headed by Secretary to Government, Co-operation, Food 

and Consumer Protection Department, under the charge of Honorable Minister for Food & Consumer 

Protection. The Ministry is responsible for laying down policy for the functions of the Department of 

Civil Supplies & Consumer Protection functioning under the leadership of Principal Commissioner 

assisted by one Joint Commissioner, one Deputy Commissioner, one Assistant Commissioner.  

A separate section viz. "Consumer Protection Section" headed by a Superintendent with 4 Assistants 

works in the Office of the Commissioner, Civil Supplies and Consumer Protection Department situated 

at Ezhilagam Main Building, 4th Floor, Chepauk, Chennai-5. 

 
 At District level the District Supply Officer of districts other than Chennai and Deputy 

Commissioners of Chennai District have been designated as District Supply and Consumer Protection 

Officer and Deputy Commissioner of Civil Supplies and Consumer Protection Officer (Chennai) 

respectively and doing the Consumer awareness and education programmes as per the policy laid 

down by Government of Tamil Nadu. 

 
 A State level Consumer Protection Council, as defined in Consumer Protection Act, 1986 has been 

constituted under the Chairmanship of the Honorable Minister for Food & Consumer Protection. 

 At district level the District Consumer Protection Council functions as per Consumer Protection 

Act, 1986 with District Collector as Chairperson. Both the councils are having Service providing 



 

 

 

 

Government Departments, Public Sector Undertakings, Voluntary Consumer Organisations, Public 

Representatives etc. as its members. Regular meetings are being conducted in order to discuss and to 

decide on the modalities for improved Government Services besides finding out measures for 

protecting rights of consumers from unethical trade practices. The District Administration works in 

close co-ordination with Voluntary Consumer Associations, consumer clubs, self help groups, etc., in 

achieving organizational mission and objectives. 

 
 The State Government is assisted financially as well as technically by the Department of Consumer 

Affairs, Ministry of Consumer Affairs, Government of India 

 

 
ABOUT THE CONFERENCE 

 

 The Primary objective of the conference is to bring together academicians, corporate persons, 

research Scholars, students and practitioners in the field of Business and Management to a common 

forum to explore the transformations in Management Practices and Technology in Information age that 

promotes research and developmental activities in the areas of Business Management. It aims to create 

an ideal platform for people working in and around the country to share views and experiences 

towards changing scenarios and innovations in Human Resource, Marketing and consumer protection 

and Finance. 

 
 Under the above context, MEASI Institute of Management (MIM) announces the International 

Conference on Innovative Business Practices and consumer Protection in Digital World. This 

conference will be held at the sprawling campus of MIM, during the most pleasant season of the year. 

This International conference identifies key business, management and technology trends, assesses how 

they will shape future business opportunities, and explores processes and best practices of innovation 

in emerging technology management. 
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A STUDY ON MOBILE RECRUITMENT – AN EFFECTIVE TOOL FOR HIRING 

PERSPECTIVE IN DIGITAL SCENARIO 

 

 
 

Ms. G. Shobhana 

Assistant Professor in MBA, Hindustan University, Chennai 

 

Abstract 
 Mobile recruitment is a method of connecting 
jobs and candidates via handheld devices, typically 
smart phones. It comes in two forms: recruitment 
activity specifically targeted at mobile devices and 
engineered to use the functionality of the 
Smartphone platform, and web-based recruitment 
activity that has been ported across to mobile 
devices. Mobile recruitment offers a way for 
recruiters to reach potential candidates directly via 
functions such as push notifications and dedicated 
apps, which can streamline the recruitment process 
and make it easier to find candidates than web-
based job boards, which can quickly become 

saturated. This paper throws light on how 
traditionally, recruiters have used tools such as 
online job boards like Craigslist, but the increase in 
mobile subscriptions has led to new strategies such 
as mobile search engine optimization, mobile career 
pages, and highly targeted mobile recruitment 
campaigns which have led to the rise in popularity 
for mobile recruiting software and social recruiting 
tools. Most notably, specialized solutions such as 
work have shown that mobile and social recruiting is 
an effective method for fulfilling hiring initiatives.” 
Keywords: Mobile recruiting, Smartphone, Job 
Boards, Search Engine, Social Recruiting 

 
Introduction 

 Every company use website for recruitment. Generally companies have a webpage dedicated 

to recruitment where candidates can view various open positions, upload resume, can know status 

of their application etc. Job portals have many other options available. But normal websites 

which are opened in web browsers are not compatible at mobile phone. Although, such websites 

can be opened in smart mobile phones but experience to surf such website on smart mobile is not 

pleasant. You can try opening normal website on smart phone and you will realize the difference. 

 Websites are designed especially for usage on mobile phone so that it can be viewed on 

mobile phone properly so that candidates have a better experience which means more application 

against an opening.Recruitment companies have realized power of such apps hence start making 

apps which can be downloaded to smart phone and through which candidate can login to access 

job portal where candidate gets are features like view job openings, apply for job etc.These apps 

are easy to use and faster than website. Candidate can get notification from recruiter in case of 

any new suitable position comes. 

 

Job Science Application 

 Mobile recruiting promises to be the most important trend since social networking. However, 

mobile recruitment has only recently emerged from its infancy. No recruiting technology vendors 

have emerged as clear winners, and the industry has not consolidated around any particular 

platform. Additionally, best practices and resources for engagement with candidates through their 

mobile devices are still difficult to find. Job science, a leading recruiting engagement software 

provider, has announced the availability of Mobile Job Search Web App, a unified extension of the 

Job science‘s staffing and recruiting tools that give users one administration to manage all 

http://www.jobscience.com/2014-q2-release/
http://staffing.jobscience.com/
http://recruiting.jobscience.com/
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recruitment marketing sites, from job portals to social media feeds.Job science has created a 

complete mobile experience that offers user-friendly content and simplified application process 

through Apply with LinkedIn. With Job science‘s Job Search Web App, job seekers can use a 

Smartphone from the initial job search to the final submission. ―Job seekers who go to an 

employer‘s site, or a traditional job search engine on their Smartphone will find content is not 

effectively displayed, many functions don‘t work and it requires data entry effort that is hard on 

the Smartphone itself,‖ said Schiff man. ―Job science combines intelligent browsing features, like 

auto-detection, with a mobile app experience that changes the way job seekers find jobs, and 

companies fill candidate pools.‖Mobile Job Search Web App auto-detects when a job seeker is 

searching on a company career page and directs the user to the mobile user experience to 

continue through the research and application process. 

Mobile and the Future 

 The future of work is mobile. What the printing press was to the Enlightenment, mobile is and 

will be for the next generation of both consumers and business professionals. Mobile is more than 

disruptive; it‘s revolutionary. If you want to recruit, hire, train, and maintain present and future 

generations of your workforce, you must KNOW and BE mobile. It‘s that simple. 

Find Qualified Candidates, Wherever They Are 

 Candidates expect recruiting strategies to reach out to them where they are, whether it‘s on 

their Smartphone, tablet, laptop, iPad or even a traditional mobile phone. Companies angling to 

win the war for talent must find new strategies and better ways of connecting with new talent 

using mobile devices. And those that don‘t will struggle to keep up with their competitors and fail 

to connect with today‘s mobile-enabled workforce. 

 It‘s not surprising then that recent research from the Aberdeen Group shows that more 

organizations are recognizing the value in mobile recruiting tools to help them reach their 

recruiting and hiring goals. The research firm found that ―the adoption of mobile tools for human 

capital management functions has grown significantly in the past year – nearly doubling in the 

case of mobile tools for recruiting.‖  

 Mobile-Optimized, Responsive, M (dot) Being up to date on what all this mobile speak means 

is a great place to start. The words are spoken enough to be considered ―buzz‖, but what do they 

actually mean? Though they are used interchangeably, they all have separate meanings: 

 Mobile-optimized: This mobile friendly site is built to be viewed from a desktop, but can still 

be viewed (comfortably) from a mobile device without losing the integrity of the design. 

 Mobile website: This website is made specifically for mobile viewing. When a user visits your 

website from their mobile device, he or she is redirected to this site, which usually features 

bigger text and buttons. 

 Responsive site: The name of this web solution gives its functionality away. A responsive site 

detects the size of the device from which it‘s being viewed and adapts the text, images, 

design, etc. It is especially helpful to have a responsive design for email tools as more and 

more people are checking email on the go. 

 M (dot): Everything about this type of website is mobile. The site‘s domain includes an ―m.‖ 

before the ―www.‖ as the name suggests. The site is usually built for touch screen devices 

and includes less text and more imagery. With a responsive site, m (dot) is usually 

unnecessary. 

http://www.recruiter.com/mobile-recruiting.html
https://developer.linkedin.com/apply-with-linkedin
http://www.recruiter.com/i/future-track-visual-communication-goes-mobil-er-in-2024/
http://www.aberdeen.com/Aberdeen-Library/8864/AI-mobile-hcm.aspx
http://thehiringsite.careerbuilder.com/2014/05/13/decoding-language-mobile-recruitment/
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Recruiting Assets: Is Your Career Site Optimized? Career sites are the gateway to candidate 

applications. Join Our Team tabs plague corporate pages. Your career site can be your best 

recruitment asset, but only if it is optimized correctly. Mobile searching is consistently on the rise 

and SEO is getting more sophisticated. Here are four ways to turn the career site plague into a 

blessing: 

 Go Mobile: Retailers, car manufacturers, and news sites, all have sites targeted to the active 

mobile user. With more and more of the population owning smart phones, companies can‘t 

afford not go mobile. Eighty-nine percent of job seekers search on mobile devices. That is 

significantly above half of the job seeking population. Clearly, the mobile job search isn‘t 

going anywhere any time soon. Make the site responsive. With the range in sizes of mobile 

device screens, it is important the site adapts to each. A mobile optimized site makes a site 

designed for a desktop screen responsive to smaller, mobile screens. 

 Search Engine Optimization (SEO): No one is going to see the job postings if they can‘t find 

it. Effective SEO on the career site will help potential candidates find your company and, 

subsequently, the career page. It is more than just the proper SEO for the career site. The 

keywords in social media posts and the quality of back links also have a large impact on the 

visibility of your company site. Tools like Google Analytics allow specialists to see the traffic 

flow and where the traffic comes from. Google Analytics gives the tools to see which 

keywords are more successful than others.  

 80/20 Rule: If you have a great company product or service, and your career site should 

reflect that. It should not be overrun with promotions about your product. The 80/20 rule 

suggests that 80 percent of the career site should be used as space for actual job postings.  

 Custom URLs: Similar to a LinkedIn profile, it is easier for job seekers to find your career site 

if it has a simple URL. A site name that ends in a jumbled mess of numbers, symbols, and 

letters isn‘t going to help job seekers find the career site again. Even more than just your 

career site, customize the URLs of social media outlets. Sites like LinkedIn, Facebook, 

Google+, and Twitter allow users to establish their own URL tails. 

 

Objectives 

1. To improve the candidate experience and generate an increase in recruitment referrals. 

2. To improve brand awareness and promote employer brand. 

3. Toimprove quality of hire / Quality of application. 

4. To increase quality and number in talent pool. 

5. To achieve better competitive edge and being an employer of choice. 

 

Literature Review 

 Social media technology is an emerging communication phenomenon that directly affects and 

has changed how people communicate with another. Social mediatechnology is defined as ―web-

based and mobile applications that allow individuals and organizations to create, engage, and 

share new user-generated or existing content, in digital environment through multi-way 

communication‖ (Davis, Deil-Amen, Rios- Aguilar, & Gonzalez Canche, 2011). 

 

 

 

http://www.mediabistro.com/mediajobsdaily/new-survey-says-89-percent-of-job-seekers-rely-on-mobile-devices_b17530
http://thehiringsite.careerbuilder.com/2014/05/13/decoding-language-mobile-recruitment/
http://www.smartrecruiters.com/blog/the-seo-optimized-job-posting/
http://www.blogging4jobs.com/hr/recruiting-mobile-multi-screen/
http://www.cioal.com/2014/02/14/employer-branding-five-tips-make-career-site-1-recruiting-asset/
http://www.slideshare.net/LinkedInRecruitmentFirms/build-a-social-recruiting-strategy-tips-for-making-the-most-of-linkedin
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Data Analysis & Interpretation 

Comparing Age Group w.r.t being an Employer of Choice using One Way ANOVA 

Inference: SinceP value is less than 

0.01; the null hypothesis is rejected at 5 

% LOS. Hence conclude that there is 

significant difference between age 

group w.r.t being an employer of choice. 

Comparison between Go Mobile, Search Engine Optimization, 80/20 Rule and Customizing URL 

using Friedman Test 

Inference: Since P value 

is less than 0.01; the null 

hypothesis is rejected at 

1 % LOS. Hence conclude 

that there is significant 

difference between mean 

rank towards Career Site 

Optimization. Based on mean rank, the Customizing URL (3.42) is most important factor on talent 

gap followed by Search Engine Optimization (2.40), 80/20 Rule (2.10), Go Mobile (2.08) 

 
Suggestions & Recommendations 

 Once a mobile site is established, recruiters should consider an application process being 

integrated. About half of job seekers take to the internet in their searches for employment. Forty 

percent of job seekers will abandon an application if they encounter a part (aside from the 

interview) that isn‘t mobile-friendly.Having a mobile-friendly site is usually in the hands of big 

wigs in a company, so an effort toward responsive web designs may not be in your hands. 

However, all departments, whether the company is large or small, will benefit from the change. 

Tools like video interviewing, cloud storage with Drop box and ever note and importable profiles 

are great ways to speed up your application process while heightening your chance of good hires. 

 Future Track: Visual Communication Goes Mobil - er in 2024: Video interviewing technology 

could benefit both candidates and TA professionals in this very different employment 

environment. Extra layers of functionality in a video interviewing solution of the future could lead 

to smarter evaluation and greater certainty all around in hiring. 

 Human Hardwiring: Most if not all of these devices is video-equipped. Why? Because getting 

information visually isn‘t just more fun, it‘s also what our brains are hardwired to do. 

Seventy-five percent of the brain‘s sensory neurons are devoted to processing visual 

information. When we can see a speaker‘s body language and take in the non-verbal and 

verbal messages at the same time, interpersonal communication makes a bigger impact. 

 Visual Becomes the Norm: Future video interviewing technology would sync with your car or 

your clothing. Job interviews, reviews of pre-recorded candidate responses, and discussions 

on short lists could all take place while still paying careful attention to the rules of the road. 

It will be a new age of hands-free mobility for even better dialog on the go. With this new 

mobile technology, candidates and recruiters would come to expect visual communication and 

its benefits as the norm in talent acquisition. 

  

Age Group Mean Mean Square F P Value 

Below 25 23.093 7.698 
5.010 .009* 

25 - 35 32.267 1.537 

Factors on Career Site Optimization Mean Rank Chi Square P Value 

Go Mobile 2.08 

31.950 <0.000** 
Search Engine Optimization 2.40 

80/20 Rule 2.10 

Customizing URL 3.42 

http://thehiringsite.careerbuilder.com/2013/03/11/forty-percent-of-mobile-candidates-abandon-non-mobile-application-processes/
http://www.recruiter.com/i/what%E2%80%99s-hot-in-hr-technology/
http://www.ere.net/2011/09/08/33-online-recruiting-tools/
http://resources.dice.com/2012/06/04/11-cool-recruiting-tools/
http://www.recruiter.com/i/texting-your-candidates/
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Conclusion  

 Companies are using mobile technology not only for straight recruitment but social 

recruitment and employee referral. Companies through their mobile enabled web sites can 

connect to their employees all the time where employee can be updates about company‘s 

updated news, watch videos, can refer a friend and even attach LinkedIn profile of friend. HR 

gets intimation of such referral on company website and can respond. Employee is aware about 

status of his referral all the time. There are various companies which are engaged in mobile 

recruitment technology and helping others in building mobile enabled tools. This is just a starting 

of this era and a long to go.Mobile recruitment is a method of connecting jobs and candidates via 

handheld devices, typically smart phones. It comes in two forms: recruitment activity specifically 

targeted at mobile devices and engineered to use the functionality of the Smartphone platform, 

and web-based recruitment activity that has been ported across to mobile devices. Mobile 

recruitment offers a way for recruiters to reach potential candidates directly via functions such as 

push notifications and dedicated apps, which can streamline the recruitment process and make it 

easier to find candidates than web-based job boards, which can quickly become saturated. 
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Abstract 

 Welfare helps in keeping the morale and 
motivation of the employees high so as to retain the 
employees for longer duration. The welfare 
measures need not be in monetary terms only but in 
any kind/forms. The project is based on welfare 
facilities. The subject of the study was “a study on 
employee welfare measures with special reference 
to farm equipment Sector”. Welfare includes 
anything that is done for the comfort and 
improvement of employees and is provided over and 
above the wages.  

 Employee welfare includes monitoring of 
working conditions, creation of industrial harmony 
through infrastructure for health, industrial 
relations and insurance against disease, accident 
and unemployment for the workers and their 
families. Labor welfare entails all those activities of 
employer which are directed towards providing the 
employees with certain facilities and services in 
addition to wages or salaries. 
Keywords: Welfare, Industrial Relations, Working 
Conditions, Wages, Health Infrastructure 

 

Introduction 

 Labour welfare has been defined in various ways, though unfortunately no single definition 

has found universal acceptance. The Oxford Dictionary defines labour welfare as ―efforts to make 

life worth living for worker‖. Chamber‘s Dictionary defines welfare as ―a state of faring or doing 

well; freedom from calamity, enjoyment of health, prosperity.‖ The ILO report refers to labour 

welfare as ―and congenial surroundings and provided with amenities conducive to such services, 

facilities, and amenities, which may be established in, or in the vicinity of undertakings to enable 

persons employed therein to perform their work in healthy good health and high morale‖ 

Statement of the Problem 

 Welfare activities will reduce labour turnover and absenteeism and create permanent settled 

labour force by making service attractive to the labour. Welfare activities will go a long way to 

better the mental and moral health of workers by reducing the incidences of vices of 

industrialization‘s. The main problems are less productivity, absenteeism, employee stress etc. So 

I have decided to do my research entitled as ―A Study on Employee Welfare Measures‖. This 

research will helpful to know the employee‘s expectations and their needs, changes that are have 

to be done in their working environment. So that the management can be able to adapt the 

changes in the working place according to employee‘s expectations. 

Objectives of the Study 

 To study the effectiveness of employee welfare measures in farm equipment sector 

 To provide suggestion for the improvement in the welfare measure activities  

Scope of the Study 

 The study on the welfare measures provides an attempt to know the extent of satisfaction of 

the workers towards those measures offered by farm equipment sector 

http://industrialrelations.naukrihub.com/
http://industrialrelations.naukrihub.com/
http://industrialrelations.naukrihub.com/
http://industrialrelations.naukrihub.com/
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 The study would provide an idea about the various expectations of the welfare measures 

offered and suggest the necessary changes to be done. 

 The study also helps to get the opinion to the management about the various welfare 

measures offered to the employees. 

Limitations of the Study 

 The study was conducted only among 110 respondents of the organization. So, the overall 

result may vary from the result shown in this study. 

 Time consumption for this study is high. 

 There is a possibility for a respondent‘s bias in the opinion of the respondents  

Review of Literature 

 According to Dr. Parandikar, ―labour welfare work is work for improving the health, safety 

and general well-being and the industrial efficiency of the worker beyond the minimum standard 

laid down by labour legislation‖. Welfare measures may also provide by the government, trade 

unions and non-government agencies in addition to the employer. The basic purpose of welfare is 

to enrich the life of employee and keep them happy and contended. According to Todd employee 

welfare means anything done for the comfort and improvement, intellectual or social, of the 

employees over and above the wages paid which is not a necessity of the industry. 

Research Methodology 

Research Design: Research design is the arrangement of the conditions for collection and analysis 

of data in a manner that aims to combine relevance in research purpose with economy in 

procedure. Descriptive research is designed to describe certain things. 

Sampling Method: Units included in the sample are selected according to the convenience of the 

investigator. Convenience sampling method was adopted for collecting the data from the 

respondents. 

Sampling Size: The population of the study is 334 members. The sample size is 110 and samples 

are selected on the basis of convenient from every department of the company 

Data Collection 

 The study made use of both primary data and secondary data.  

Statistical Tools used in the Study 

 Simple Percentage Analysis 

 Chi-Square Test 

 Regression Analysis 

 Here the simple percentage analysis is used for calculating the percentage of satisfaction 
level in the total respondents & data‘s represented using tables and bar and pie charts. To test 
the hypothesis Chi-square test is used and for all the chi-square test the table value has taken @ 
5% level of significance. To test the hypothesis Regression is used for all the Regression test the 
table value has taken @ 1% level of significance 

Data Analysis & Interpretation 

Comfortable work shift Timing of the Respondents 

Interpretation: The above table shows that majority of 
the 56.4% respondents are comfortable with the work 
Timing of 08.00am-04.00pm, 30.9% respondents are 
comfortable with the work timing of 04-00pm-12.00am, 
12.7% respondents are comfortable with the work timing 
of 12-00am-08.00am.  

Shift Timings Frequency Percent 

08.00am-04.00pm 62 56.4 

04.00pm-12.00am 34 30.9 

12.00am-08.00am 14 12.7 

Total 110 100.0 
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Working conditions influences Motivation  

Interpretation: The above table shows that 

majority of the 58.2% respondents are agree that 

working conditions will influences the motivation, 

41.8% respondents are not agree with it. 

 

Level of agreement about allowances and 

insurance schemes 

Interpretation: The above table shows that 

majority of the 39.1% respondents agree 

with the allowances and insurance schemes, 

21.8% respondents are neutral about 

allowances and insurance schemes,18.2% 

respondentsstrongly agree with the 

allowances and insurance schemes, 13.6% 

respondents disagree with the allowances 

and insurance schemes, 7.3% respondents strongly disagree with the allowances and insurance 

schemes. 

Chi-Square Test 

 Chi-square is the sum of the squared difference observed (o) and the expected (e) data (or 

the deviation, d), divided by the expected data in all possible categories. 

 Null Hypothesis: There is no significant relationship between the Age of the respondents and 

the level of agreement about rest intervals 

 Alternate Hypothesis: There is a significant relationship between the Age of the respondents 

and the level of agreement about rest intervals 

Formula 

 2 =∑ (O – E)2 / E  

 O = Observed frequency 

 E = Expected frequency 

 

 

 

Calculation of Chi – Square 

Working conditions 
influences motivation 

Frequency Percent 

Yes 64 58.2 

No 46 41.8 

Total 110 100.0 

Allowances and insurance Frequency Percent 

Strongly Agree 20 18.2 

Agree 43 39.1 

Neutral 24 21.8 

Disagree 15 13.6 

Strongly Disagree 8 7.3 

Total 110 100.0 

Age 
Opinion on Level of Agreement about Rest Intervals 

SA A N D SD Total 

Below 30 2 3 4 5 2 16 

31-40 5 10 8 9 6 38 

41-50 8 13 4 2 8 35 

Above 50 4 5 4 5 3 21 

Total 19 31 20 21 19 110 

O E O-E (O-E)2 ((O-E)2)/E 

2 2.763636 -0.76364 0.58314 0.2110048 

5 6.563636 -1.56364 2.444959 0.3725006 

8 6.045455 1.954545 3.820248 0.6319207 

4 3.627273 0.372727 0.138926 0.0383003 

3 4.509091 -1.50909 2.277355 0.5050587 

10 10.70909 -0.70909 0.50281 0.0469517 

13 9.863636 3.136364 9.836777 0.9972769 

5 5.918182 -0.91818 0.843058 0.1424522 

4 2.909091 1.090909 1.190083 0.4090909 

8 6.909091 1.090909 1.190083 0.1722488 

4 6.363636 -2.36364 5.586777 0.8779221 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 9 

 Degrees of freedom in this case =  

 (r-1) (c-1) = (4-1) (5-1) = 3 x 4 = 12 

 Level of significance = 5% 

 The table value of 2 for 12 degrees of 

freedom at 5% level of significance is 21.03. 

10.597< 21.03, therefore the calculated value 

of 2 is lesser than the table value, so Ho is 

accepted. 

 Inference: Since the calculated value is lesser than the tabulated value, we accept the null 

hypothesis and hence there is no relationship between the Age of the respondents and the level of 

agreement about rest intervals. There is no significant relationship between the Age of the 

respondents and the level of agreement about rest intervals. 

 

Analysis Usingkarl Pearson’s correlation 

 Correlation analysis is the statistical tool used to measure the degree to which two variables 

are linearly related to each other. Correlation measures the degree of association between two 

variables.  

 Null hypothesis (Ho): There is a positive relationship between The Workload and The 

Satisfaction level of salary 

 Alternate hypothesis (H1): There is a negative relationship between Workload and The 

Satisfaction level of salary 

Inference: Since r is 

positive, there is a 

positive relationship 

between The Workload 

and The Satisfaction 

level of salary  

𝒓 =
𝑵∑𝑿𝒀 − ∑𝑿∑𝒀

 𝑵∑𝑿𝟐 −  ∑𝑿 𝟐 𝑵∑𝒀𝟐 −  ∑𝒀 𝟐
 

𝒓 = 0.48018 

 

Suggestions & Recommendations 

 The company can increase the transport facility. For maximum utilization of personnel, to 

reduce wastage in the production and to improve works efficiency in their work, the company 

should arrange suitable training to the employees. Proper safety measures (emergency way, 

alarm, first aid, fire extinguisher) should be arranged for all the employees in the organization. 

During the analysis, I have made to understand that the conditions regarding the canteen need to 

be improved. The quality of food and hot beverages is not satisfactory in view of the employees. 

So, the company shall kindly look into the matter and do the needful. Among the respondents, 

almost all of them have reported that the organization provided First aid facilities and the First 

Aid boxes are replenished regularly. Most of the respondents are feel that the increment system is 

not enough so the company should increase the increment system. The employees are agreed that 

they are having workload. To motivate the employees the company should reduce workload of the 

4 3.818182 0.181818 0.033058 0.008658 

5 3.054545 1.945455 3.784793 1.2390693 

9 7.254545 1.745455 3.046612 0.419959 

2 6.681818 -4.68182 21.91942 3.2804576 

5 4.009091 0.990909 0.981901 0.2449186 

2 2.763636 -0.76364 0.58314 0.2110048 

6 6.563636 -0.56364 0.317686 0.0484009 

8 6.045455 1.954545 3.820248 0.6319207 

3 3.627273 -0.62727 0.393471 0.1084757 

Workload  
x 

Satisfaction level  
of salary y 

x = X-22 y = Y-22 x2 y2 xy 

40 12 18 -10 324 100 -180 

34 44 12 22 144 484 264 

24 29 2 7 4 49 14 

12 17 -10 -5 100 25 50 

0 8 -22 -14 484 196 308 

110 110 0 0 1056 854 456 
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employees. The company can increase the drinking water facility at various points of the 

organization. 

 

Conclusions 

 According to Factories act 1948 welfare facilities are compulsory to the organization. Welfare 

facilities will affect the employee job satisfaction in organization. The workers of the firm are 

more satisfied comparing to the staffs. Hence more focus should be given in the satisfaction level 

of the employees in the staff‘s level. The study on employee‘s welfare measures at farm 

equipment sector is carried out with full co-operation of the employees and management. As far 

as possible with in the given limits the study is completed with the satisfaction of many  

peoples. Thus employees are the backbone of the organization growth and progress. By improving 

further welfare measures the company can keep all the employees in high morale which will 

create high productivity and profit for the organization. 
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Abstract 
 In the current study, the research determines 
the impact of e- service quality dimensions on 
customer satisfaction. The research has to find out 
the statistical relationship between e – service 
quality dimensions and satisfaction. The e-service 
quality dimensions considered in the current study 
are efficiency, system availability, fulfillment and 
privacy. Extensive literature review had been done 
to frame the conceptual framework, hypothesis and 
objectives. Primary data was collected by using 
structured questionnaire through online survey 
method. Respondents for the research were chosen 
through convenience sampling method. Sample size 
was 126 samples. Collected data was validated. Data 

reduction had been done by exploratory factor 
analysis. Reliability test had been done with 
Chronback alpha value which is greater than 0.8. 
Hypotheses were tested using multiple regression 
analysis. The research concludes that efficiency, 
system availability, fulfillment and privacy have 
significant positive impact on customer satisfaction. 
In which system availability and fulfillment have 
more significance. Privacy has lesser significance. 
The research output will be useful to the e-tailors 
and regulators. 
Keywords: Customer satisfaction, e-service quality, 
efficiency, fulfillment, privacy and system 
availability. 

 

Introduction 

 In the current trend, online shopping or e-tailing become inevitable in India. E- tailors like 

Amazon, Flipkart, Snapdeal are penetrating the rural India in a rapid manner e – tailors are those 

sellers who sells goods to the customers through electronic gateway like websites and mobile 

application. They generally deliver the goods to the customers to the doorstep. In this scenario, 

the role of e- service quality is very important. E-services are services rendered by any seller who 

is selling product or services through online shopping. E-service quality refers to how well the 

services are delivered to customers by the sellers. There are various dimensions of e-service 

quality. They are efficiency, system availability, fulfillment and privacy. Efficiency refers to how 

fast the seller responses to the customer‘s order. System availability refers to availability of 

system whenever the customer needed. Fulfillment is the entire process of packaging, delivering 

the goods to the customers at the right time at right place. Privacy refers to protecting the 

customers personal information and financial information such as phone number, credit card 

details. Customer satisfaction is a kind of feeling experience by the customer when the seller 

meets the customer expectation. When there is higher customer satisfaction, customer will be 

delighted. Otherwise, there is a chance to get customer dissatisfaction when seller can not meet 

the expectation of customers. The current research studies about whether the above 4 dimensions 

of e-service quality positively impact the customer satisfaction. 
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Literature Review 

 In current scenario, customers are looking for hurdle free environment especially for  

e-shopping. Customer satisfaction and good shopping experience are positively correlated.  

(Hasina Momtaz et al, 2011). Izyan Hizza et al (2014) found out in their study that e- service 

quality influences a positive role on customer satisfaction. Rashed Al Karim (2013) intends to 

identify the motivating factor and inhabitants for the online shopping.The motivating factors are 

time saving is the most important motivating factor for online shopping. Again, information 

availability, open 24/7, huge range of products/ brands, reasonable prices, various offers for 

online products, easy ordering system, and shopping fun are other motivating factors for online 

shopping. When it comes to inhibitions of online shopping online payment system, delayed 

delivery, personal privacy and security and product return policy. When Syed shah alam 

conducted the research on factors influencing customer satisfaction in online shopping, the 

following factors influence online satisfaction. They are website design, reliability, product 

variety and delivery performance has significant relationship with online shopping satisfaction. 

Conceptual Framework 

 The above framework explains hypothetical 

relationship between efficiency, system 

availability, fulfillment, privacy with customer 

satisfaction. The current study will test these 

hypotheses using various statistical tools. 

Scope and need of the Study 

 The current research will be useful for 

three groups of peoples. They are online 

sellers, regulators and online customers. For 

online sellers, it will be useful to change their 

selling strategy to cover customers. For regulators, it acts as a base to frame guideline for onlne 

selling. For customers, it act as guide to choose right seller. Apart from that it will be useful for 

future researchers for their further study. 

Objectives 

Primary objective 

 To study the impact of e- service quality dimensions on customer satisfaction in e-tailing 

industry. 

Secondary objectives 

1. To study about the impact of efficiency on customer satisfaction. 

2. To study about the impact of system availability on customer satisfaction 

3. To study about the impact of fulfillment on customer satisfaction 

4. To study about the impact of privacy on customer satisfaction 

Hypotheses 

 H1 – There is a significant positive relationship between efficiency and satisfaction 

 H2 – There is a significant positive relationship between system availability and satisfaction 

 H3 – There is a significant positive relationship between fulfillment and satisfaction 

 H4 – There is a significant positive relationship between privacy and satisfaction 

  

 

Efficiency 

System 
Availability 

Fulfillment 

Privacy 

Customer 
Satisfaction 

H1 

H2 

H3 

H4 
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Research Methodology  

 The present research adapts a descriptive research design. It uses primary data for data 

analysis. The sampling method is a non- probability based convenience sampling method. The 

sampling size is 126 respondents‘ .Both primary and secondary data was used in this research. 

Primary data was collected with a structured questionnaire through online survey method. 

Secondary data was collected from the existing previous literature. Questionnaire was adapted 

from Parasuraman et al(2005) and then modified according to the current research. The 

questionnaire was made into two parts such that the first part contains the demographic 

questions and the second part contains the Likert 5 point scale items. Data analysis was done by 

SPSS software package. Data validation was conducted. The reliability test was conducted by 

using Chronback alpha method. Data analysis tools such as exploratory factor analysis and 

multiple regression analysis were used. 

 
Result and Discussion 

   Table 1: Demographic details 

 From the table 1, it shows the 

demographic details. Majority genders 

(55%) of the respondents are male. 

The rest of the sample belongs to 

female respondents. In age, 56% 

belongs to 18 – 30 age groups. 36% 

belongs to 31-40 age groups. 8% are in 

the range of 41 – 50 age groups. In 

occupation, 63% of the sample are 

doing private job. 24% are students 

pursuing higher education. Each 5% of 

the respondents are government job 

holders and home makers 

respectively.51% are belongs to 

middle class.29% are upper middle 

class and 20% are lower middle class. 

In education, 40% of the samples have done professional courses. 36% of the samples have done 

post graduate, while 24% of the respondents are graduates. 

 Reliability refers to consistency. It means that a measure is reliable to the degree that it 

supplies consistent results. Here Chronbach alpha measure is used to test the reliability. If the 

value of alpha is above 0.8 then it is considered as consistent.The alphavalue of individual 

construct is mentioned in the table 2. Each of the alpha value is above 0.8. The overall chronbach 

alpha value is 0.960 which is much closer to 1. 

  Table 2: Reliability index 

 After conducting the reliability analysis, Data 

are undergoing factor analysis. The factor analysis 

is used for two major purposes. One is to reduce 

the number of variables which is called data 

reduction. Another one is to identify the 

Factors Options Frequency Percentage 

Gender 
Male 70 56% 

Female 56 44% 

Age 

18 – 30 70 56% 

31 – 40 46 36% 

41 -50 10 8% 

Above 50 00 0% 

Occupation 

Government job 06 5% 

Private job 80 63% 

Self employed 04 3% 

Student 30 24% 

Home maker 06 5% 

Family status 

HNI 00 0% 

Upper middle class 36 29% 

Middle class 64 51% 

Lower middle class 26 20% 

Education 

Hsc 00 0% 

Graduate 30 24% 

Post graduate 46 36% 

Professional 50 40% 

Constructs Alpha Number of items 

Efficiency 0.897 8 

System availability 0.869 4 

Fulfillment 0.902 7 

Privacy 0.855 3 

Customer satisfaction 0.906 5 
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underlying constructs in the data. In the current study, there are 22 variables in the independent 

variables and 5 variables under the dependent variable. Exploratory factor analysis is used to 

reduce the 22 independent variables into 4 independent constructs or factors. Likewise the 5 

dependent variables are reduced to 1 dependant construct.  

Table 3: KMO test of sampling adequacy and Batlets test of sphericity 

 The table 3 shows that KMO 

test for both independent and 

dependent factors got 0.836 

and 0.855, which is much 

higher than the 0.5. Batlets test is significant as p value is 0.000 which is less than 0.05, the level 

of significance. It shows that the factor analysis could be used for the current data. 

 
   Table 4: Multiple regression co-efficient 

 From the analysis result, 

all the 4 factors of e- service 

quality are having significant 

impact on customer 

satisfaction. In which both 

system availability and 

fulfillment have significantly 

equal impact with beta value 

of 0.504. Efficiency is next significantly impacting customer satisfaction with the value of 0.403. 

The least significant factor is privacy with the beta value of 0.207. 

 
Conclusion 

 In today‘s scenario, e- commerce and e-tailing plays an important role in the consumer 

market. E-tailing is growing in all kind of products and services. Customer satisfaction plays a vital 

role in improving sales and profit in any business. Customer satisfaction also leads to increase in 

customer trust and loyalty which makes more repeated customers to buy through e-tailing. The 

current study had tested and concluded that various dimensions of e-service quality such as 

efficiency, system availability, fulfillment and privacy makes an positive impact on customer 

satisfaction. Thus the study suggests e-tailors that to give importance to e-services while selling 

the goods through online and increasing privacy will improve the customer protection. The 

government also can make regulations accordingly to protect the online customer‘s interest. 
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Factors 
KMO measure of  

sampling adequacy 
Chi-square Df Sig. 

Independent factors 0.836 2.268E3 231 0.000 

Dependent factor 0.855 420.269 10 0.000 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std Error Beta 

Constant 8.632 .049  .000 1.000 

Efficiency .403 .049 .403 8.278 .000 

System availability .504 .049 .504 10.341 .000 

Fulfilment .504 .049 .504 10.337 .000 

Privacy .207 .049 .207 4.245 .000 
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Abstract 
 Production is the scientific process to convert 
process which involves transformation of raw 
material (input) into desired product or services 
(output) by adding economic value. The 
management of resources & processes used to 
deliver a product from a production location to 
point of sale, including storage at warehousing at 
warehousing locations or delivery to retail 
distribution points. Operation management includes 
determination of optimal quantizes of a product for 
delivery to particular warehouses includes raw 
material & utility management. Operation 
management is an area of management concerned 
with designing & controlling process of production & 
redesigning business operations in production of 
goods & services. It involves the responsibility of 
ensuring the business operations are efficient in 
terms of using as few resources and effective in 
terms of using few resources as needed as effective 
in terms of meeting customer requirements. It is 

concerned with managing the process that converts 
inputs (in form of raw materials, labor & energy) 
input outputs (in form of goods or services).  
 In Godrej Industries Ltd, processes are redesign 
with continues process improvement (CPI) in order 
to optimize the utility consumption (like steam, 
water, electricity) & to maximize production with 
available resources. Also lean manufacturing 
techniques used to reduce waste or rejections. 
Standardize processes helps for proper scheduling 
production. Main purpose of this is to make 
optimization of processes with better results to 
fulfill market demand which adds economic values. 
The work done during this projects help to add 
value in terms of reducing steam consumption & 
increase in production with required quality & 
quantity.  
Keywords: Production, Operation Management, 
Optimization, CPI, Economic values, Lean manufa 

  

Introduction 

 Among all the functional areas of management, production is considered as crucial in any 

industrial organization. Production is the process by which raw materials is converted into 

finished goods. Production management is referred as the application of management principles 

to production function in factory. In other words, production involves application of planning, 

organizing, directing & controlling to production process. Operation management is often used 

along with production management in literature. It is therefore useful to understand the nature of 

operations management. Operations are purposeful actions or activities which are done 

methodically as a part of a plan of a work by the process that is designed to achieve the pre-

decided objectives. It indicates that operation management consist of tactics such as scheduling 

work, assigning resources including people, equipment, managing inventories, assessing quality 

standards, process type decisions & the sequence for making the individual item is a product mix 

set, put it simple. Operations management is understood as the process whereby resources are 

converted into finished goods. 

 The term production management is more used for a system where tangible goods are 

produced, whereas operations management is more frequently used where various inputs are 
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transformed into intangible services. Viewed from this perspective, operations management will 

cover such service organization as banks airlines, utilities, pollution control agencies, super 

bazaars, educational institutions, libraries, consultancy firm & police departments, in addition, of 

course, to manufacturing enterprises. Operation management term is used nowadays. Production 

management precedes operations management in historical growth. 

 The scope of production & operation management is vast. Commencing with the selection of 

location, production management covers such activities as acquisition of land, constructing 

buildings, procuring & installing machinery, purchasing & storing raw materials & converting them 

into saleable product. 

Review of Literature  

 Over the past decades the focus of most prior research has shifted significantly but has 

constantly concentrated on operations management with B2C organizations. A number of key 

studies are cited repeatedly in extent literature. Reference to these studies shall be made in this 

for the most of their contributions still apply to organizational practices today. Also, supporting 

literature review, information for this research drawn from various publications & journals. 

Research in operation management has long been a subject of debate in public discourse. Scholars 

& practitioners have in the past decade complained about inconsistencies between applications & 

research into operation management & stressed the need for a field base research (McCutcheon & 

Meredith, 1993). While Cox & Ledbetter (1977) found a vast majority of firms utilizing operation 

research in operation management. According to Nernesian (2000), operation management is the 

process that deals with transformation of raw materials, labor, capital into useful goods & 

services. However, the main objective of operational management in any organization remains to 

maximize on resources & improved customer satisfaction. Customer service is the key to 

operational management. Slack et al (2004) defines operational strategy as the total pattern of 

decisions which shape the long term capabilities of any operation & their contribution to overall 

strategy. He asserts that the objective of operation management to stakeholders interest. In this 

regards, customer satisfaction is of particular importance. 

Objective of Study  

 To study the various strategies on Production & Operation process. 

 To study the innovative steps taken to improve Production process. 

 To optimize the operational activities. 
 
Scope of the Study 

 Research is limited to Production & Operation Areas only. 

 Research is limited to Thane factory division in Maharashtra. 

 
Limitations of the Study 

 In attempt to make this project authentic & reliable, every possible aspect of topic kept in 

mind. Nevertheless, despite of fact constraints were at play during formulation of the project. 

The limitations are as follows: 

 Due to limited of time only few people were selected for study. So the sample of consumers 
was not enough to generalize the findings of the study. 

 The main source of data for the study was primary data with the help of self-administrated 
questionnaire. Hence, chances of unbiased information are less. People were hesitant to 
disclose the true facts. 

 The chance of biased response can‘t be eliminated though all necessary steps were taken to 
avoid the same.  
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Research Methodologies  

Research Problem  
 Following steps were taken to identify problem 

 Informal Investigation 
Visit to plant, talked to workers, Junior & Senior officers & customer feedback. 

 External & Internal analysis 
Understanding the customer problem & Market structur 

 Situational Analysis 
Taste & preferences, needs & income, major competitors 

 A compressive study on combination of both primary & secondary data was collected through 

specific questionnaire from workers, Junior & Senior employees.  

Sources of Data 

 Primary data is collected by interview, observation, action research, case studies, life 

histories, and questionnaires. Secondary sources of data are mainly from published journals, 

previous research, official statistics, mass media products, government reports, web information 

& past data.  

Research Design  

 The research design refers to overall strategy that is to integrate the different components of 

the study in a coherent & logical way, thereby, ensuring that will effectively address research 

problem; it constituents the blue print for collection, measurement & analysis of the data. 

Detailed & structured questionnaires was designed. The questionnaires were designed to get 

information from various levels of employees about their satisfaction & overall opinion about 

operation management system. Methodology was developed for primary & secondary research. 

Research design is based on ideas & principle within which research is collected. It forms blue 

print for collection & measurement & analysis of data. It will basically a systematic enquiry aimed 

at providing information to solve managerial problems. It will helps in guiding business decision. 

For this research sufficient time & care will be given for forming the questionnaire, deciding the 

types of date to be collected & procedure to be used for this purpose. 

Sampling Method: The study was carried out in simple random sampling method through 

questionnaires. 

Sample Size: A sample size of 37 people around the area & interviewed them according to the 

questionnaires i.e. workers (16), Junior officers (12), Senior officers (8), Asst. Manager (1). In the 

survey, tried to find out their opinion about GIL‘s production process, product supply system, 

individuals relationship with them, customer satisfaction. The type of research which will perform 

searching as well as descriptive in nature. Descriptive research will be characterized by a pre-

planned structure design. The sample is drawn on the probability sampling basis that will random 

basis.  

Analysis & Interpretations 

Are the customer orders delivered on time? 

Observation: From above table, majority of respondents 

are saying that customer orders are delivered on time 

i.e.78.38%. 

 

Parameter  No. of respondents % 

Yes 29 78.38 

No 5 13.51 

Can‘t Say 2 5.41 

Other 1 2.70 

Total 37 100 
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Does customer get product variety? 

Observation: From above table, majority of respondents 

are saying that customer gets product variety i.e.91.89%. 

 

 

 

How satisfied are you with quality of products? 

Observation: From above table, majority of respondents 

are saying that they are satisfied with product quality 

i.e.86.49%. 

 

 

What is overall performance of company’s Operation process? 

Observation: From above table, majority of respondents 

are saying that overall performance of company‘s 

Operation process is excellent i.e.75.68%. 

 

 

Is the production process is standardize? 

Observation: From above table, majority of respondents 

are saying that production process is standardize 

i.e.81.08%. 

 

 

Is the quality maintained as per the customer specifications? 

Observation: From above table, majority of respondents 

are saying that quality is maintained as per customer 

satisfaction i.e.89.19%. 

 

 

Are overall, the values of company’s service compared with the price paid? 

Observation: From above table, majority of respondents 

are saying that overall the values of company‘s service 

are satisfied with the price paid i.e.91.89%. 

 

 

Is Optimum utilization of resources achieved using continuous improvements? 

Observation: From above table, majority of respondents 

are saying that optimum utilization of resources is 

achieved using continuous improvements i.e.70.27% 

 

 

 

Parameter  No. of respondents % 

Yes 34 91.89 

No 2 5.41 

Can‘t Say 1 2.70 

Other 0 0.00 

Total 37 100 

Parameter  No. of respondents % 

Satisfied 32 86.49 

Unsatisfied 3 8.11 

Neutral 1 2.70 

Other 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Excellent 28 75.68 

Good 6 16.22 

Fair 2 5.41 

Poor 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Yes 30 81.08 

No 5 13.51 

Can‘t Say 1 2.70 

Other 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Yes 33 89.19 

No 2 5.41 

Can‘t Say 1 2.70 

Other 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Satisfied 34 91.89 

Unsatisfied 1 2.70 

Neutral 1 2.70 

Other 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Yes  26 70.27 

No 6 16.22 

Can‘t Say 3 8.11 

Other 2 5.41 

Total 37 100 
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Are the customer complaints reduced? 

Observation: From above table, majority of respondents 

are saying that customer complaints are reduced 

i.e.83.78%. 

 

 

 

Are proper safety measures taken while doing production?  

Observation: From above table, majority of respondents 

are saying that proper safety measures are taken while 

doing production i.e.91.89%. 

 

 

 

 

Steps taken by GIL for improving Operation Management system 

 Daily QC reports & Production reports helps to monitor activities 

 Innovative solutions for process problem. 

 Quality circle helps to improve product quality & also help to increase production & operation 

efficiency. 

 Reducing material movements i.e. non-value added activity. 

 Design processes to maximum utilization of bottleneck. 

 Optimum utilization of resources in order to achieve maximum productivity. 

 Reducing rejection material by using long runs. 

 Reducing set up & material changeover time by process modification. 

 Periodically preventive maintenance to avoid major breakdowns.  

 Critical parameters monitored to control process. 

 Introduction of ISO9001:2015 & ISO14001:2015 for better control. 

 

Findings  

 Due to standard operating system good quality goods are delivered to customer. 

 Introduction of IMS (Integrated Management System) helps to improve Operation management 

process. 

 Due to efficient & optimum use of utilities (steam, water & electricity) helps to reduce 

production cost. 

 Company‘s SOPs are old requires modification on yearly basis as new product is developed. 

 Introduction of SAP system helps to manage daily stocks & inventories. 

 Introduction of ISO 9001:2015 & ISO 14001:2015 helps for better management. 

 

Suggestions & recommendations  

 The commitment of the company to be honest with consumers about problem & shortcomings. 

 Company need to improve Marketing strategy to avoid monopoly of customers. 

 Company should ensure proper production to satisfy market needs. 

Parameter  No. of Respondents % 

Yes  31 83.78 

No 3 8.11 

Can‘t Say 2 5.41 

Other 1 2.70 

Total 37 100 

Parameter  No. of respondents % 

Yes  34 91.89 

No 2 5.41 

Can‘t Say 1 2.70 

Other 0 0.00 

Total 37 100 
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 Prices of costly product should be reviewed in comparison with the other company products & 

reduced the price if found necessary. 

 Develop short & long term technology plan for business objective. 

 Converting manual process into automation helps to reduce manpower & time. 

 Improve employee retention & satisfaction. 

 

Conclusion  

 Globalization of business has compelled many manufacturing firms to have operation in many 

countries where they have certain economic advantage. This resulted in steep increase in the 

level of competition among the manufacturing firms throughout the world. More firms recognizing 

importance of production & operation strategy for overall success of their business & necessity for 

relating it to overall business strategy. According to above analysis & whole research we observed 

that, the Operation & Production process & strategy of GIL is one of the key strengths which helps 

to supply most variety products to customer. Ability to adapt quickly to changes in volume of 

demand, in the product mix demanded & in product design or in delivery schedules has become 

major competitive strategy of GIL. Standardization of process helps to reduce rejection & improve 

yields. Each business of GIL portfolio has customized to meet its objective. The most obvious 

function of providing the logistics support is to get the company‘s product to the end customer. 

Continuous process improvements helps to increase profit margins. Good quality of product leads 

to customer satisfaction & that leads to trusted brand among the customers. Operation & 

Production Process & strategies are key for success among the competitors. Use of new 

technology helps to minimize the losses in terms of rejection & wastage that helps for better 

productivity. Introduction of ISO helps the organization to become global player in market which 

adds economic values not only to the organization but also to country‘s economic growth. 
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Abstract 

 In last few decades, demand for green products 
is been exponentially increased. Consumers are 
getting more and more aware of detritions of our 
Mother Earth, our environment due to man‟s selfish 
act. The level of awareness among the consumers 
and the intention of the consumers to buy the 
environment friendly products are not getting 
converted into the actions. This study concentrates 
on understanding the factors which affects the 
buying behaviour of customers towards green 
products. This study is an exploratory research 
which is been conducted in Chennai city. To study 
the collected data, chi square and ranking order 

have been used. Most main factor that influences 
the green product purchase decision is Quality. 
There is no significant relationship between the 
gender of the respondent and green products 
purchase decision. This study will also help the 
marketers to understand the customers and increase 
the availability of the green products and it will 
also help the manufacturers and producers to 
understand that customer needs and produce the 
products with a consistent quality and affordable 
price. 
Keywords: Green Products, Environment, Intention, 
Behaviour Purchase decision 

 

Introduction  

 In last few decades, demand for green products is been exponentially increased. Consumers 

are getting more and more aware of detritions of our Mother Earth, our environment due to man‘s 

selfish act. In the name of development, we are constructing high rise buildings, opening more 

factories but to do that we are cutting more trees, disturbing our ecological balanceand polluting 

our environment. In late 1980s, when the concept of environment friendly products came into 

existence, at that time using environment friendly products was a fad but today it has become the 

need of the hour. If people want to have clean environment for themselves and want to inherit a 

safe place to breath in to their coming generations, then it‘s a high time that they have to 

reconsider their choices. People must inculcate more and more environment friendly products in 

their lifestyle. Today, the numbers of people are increasing who wants to use and consume 

natural products with fewer chemicals and the products which have less degraded the 

environment. Consumers are becoming more aware about the environmental issues and assume 

that consuming environmental friendly product will be the solution for a sustainable future. It is 

also known as ethical consumerism or green consumerism and it is been believed that by 

purchasing green products consumers are not only separating themselves from other consumers on 

the basis of price and quality but also on the basis on norms, values and beliefs. Environmental 

friendly products are the need of the hour but one must understand that one‘s belief, values and 

the responsibility towards the Mother Nature is not enough to encourage someone to buy the 

environment friendly products. Any customer will buy any product only when there is a need for 
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that product and most importantly it satisfies the basic criteria of usefulness like quality, 

availability, price etc.  

 

Review of Literature 

 We can explain the green products as it should be non-toxic, energy efficient, made using 

renewable materials, maintain the viability of the ecosystem and community, made from non-

renewable materials previously extracted, durable and reusable, easy to dismantle, repair, and 

rebuild, appropriately packaged for direct distribution (Seele, 2007). Green products are the ones 

that can be improving or developing according to ecological standards and satisfy the customer 

expectation, obtaining several advantages such as: reducing the use of raw material and 

packaging; developing multiple utility products, using recycled materials, reducing the use of 

natural resources, making products safer for health and less toxic for the environment, increasing 

the lifetime of the products, developing reusable products or packaging, obtaining products for 

remanufacture and recycling, recovering products for recycling, designing products that can be 

buried or incinerated, and also designing products that can be converted into fertilizers (Ottman, 

1993; Lambin, 2002). 

 In the last two decades, many researchers have done lots of studies over environment friendly 

products and green marketing. But the level of awareness among the consumers and the intention 

of the consumers to buy the environment friendly products are not getting converted into the 

actions. There is a gap between the intention and the action of the consumers regarding green 

products. Reason can vary from trust issues to high price of green products. Slowly but steadily 

consumers are understanding the importance of green products and changing their purchasing 

habits. However, most consumers consider that the factors like price and convenience are the 

most important factors while buying green products. There is a very important issue while buying 

the green products which must be resolved and it is regarding ‗distrusting the eco labels‘, there is 

a need for overriding reliable source of information about the sustainability of products and 

services (Bibbings, 2003).  

Need for the Study 

 Today one of the hottest topics in the world is protecting our nature, avoiding usage of 

products which are harming the environment.Everyone think of buying green products to 

contribute towards a sustainable future. But studies show that there is gap between intention of 

buying green products and actual action of customers. There are many factors that contribute in 

consumer‘s actual behaviour. One of the strongest factors which act as constraint in actual buying 

behavior is price. Price of green products isconsiderably high in comparison with non-green 

products which act as a barrier in converting the intention into action. Then comes the 

availability factor, green products are not consistently available in the market. Neither the green 

products are available in all the shops nor the quality noris brand of the product consistent. So, 

this study concentrates on understanding the factors which affects the buying behavior of 

customers towards green products. 

Research Objectives 

 The main objective of this study is to understand the factors that influence the customer‘s 

decision regarding green products purchase. Secondary objectives of this study are to understand 

whether there is a relationship between the gender of the customers and the purchase decision, 
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to comprehend whether the marital status, age, educational qualification and income of the 

customers will affect the customer‘s purchasing decision. 

 
Research Methodology 

 This study is an exploratory research which is been conducted in Chennai city, Tamilnadu.  

60 samples is been collected for this study and the sample is collected in the random basis.  

A structured questionnaire is used to collect the response of the respondents. To study the 

collected data, the tools that have been used are percentage, pi charts, chi square and ranking 

order. 

Limitations of the study 

 The study was limited to Chennai city. 

 The sample size was small to make the conclusions universally accepted.  

 Possibility of bias would be there since sampling is done through random basisand 

questionnaire was used for collection of data. 

Analysis and Interpretation 

I. Chi Square Analysis 

#1 Chi Square Analysis 

 H0: There is no significant relationship between the gender of the respondents and their green 

products purchase decision. 

 H1: There is a significant relationship between the gender of the respondents and their green 

products purchase decision. 

Table 1: Table regarding Chi Square Analysis of Gender and purchase decision 

The chi square statistic is 0.0974. The 

P value is 0.754969. Significance level 

P<0.05. According to the chi square 

calculation, the result is not significant at 

0.05 significance level hence accept the 

null hypothesis (H0) that there is no 

significant relationship between the 

gender of the respondents and their green products purchase decision. 

#2 Chi Square Analysis 

 H0: There is no significant relationship between the income of the respondents and their 

willingness to pay more for the purchase of green products. 

 H1: There is a significant relationship between the income of the respondents and their 

willingness to pay more for the purchase of green products. 

Table 2 Table regarding Chi Square Analysis of income and willingness to pay more 

 The chi square statistic 

is 16.6171. The P value is 

0.002294. Significance level 

P < 0.05 

 According to the chi 

square calculation, the 

Green products 

buyer

Green products non-

buyer

Male 24 8

Female 20 8

Willing to pay more Not willing to pay more

Income 25001 - 40000 1 6

Income 40001 - 55000 10 11

Income 55001 - 70000 11 1

Above 70001 9 1

Home maker 5 5
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result is significant at 0.05 significance level hence reject the null hypothesis (H0) that there is 

nosignificant relationship betweenthe income of the respondents and their willingness to pay 

more for the purchase of green products. 

II. Average Ranking analysis 

#1 Ranking analysis 

Table 3: Factors that influences Green products purchasing decision 

 
 After studying the table, we understand that the main factor that influences the decision 

making of the respondents is Quality. Lack of certification of quality is a big hurdle. Customers 

are not able to buy green products since they are not confident about the quality of the products. 

Another barrier in customer‘s purchasing behavior is price. Price of green products is higher than 

non-green products. From the studies we understand that due to higher price of green products, 

only the customers of higher income group is able to afford green products. Another stumbling 

block in green products market is availability. Even if the customer is satisfied with the quality of 

the green products and able to pay the price for that, the customer is not able to get the product 

constantly in the market. Other factors which influences the customer‘s purchase decision are 

brand, ingredients, the material used in product packaging is recyclable or not, whether the 

product is biodegradable or not, source from where it is been procured, whether it is recyclable 

and last style of the product. 

 
#2 Ranking Analysis 

 From the below table we understand that the main and most reliable source of information 

for the customer regarding the green products is through friends and family then magazines and 

newsletters and at last websites. 

 

 

  

Factors Rank 1 Rank 2 Rank 3 Rank 4 Rank 5 Rank 6 Rank 7 Rank 8 Rank 9 Rank 10 Total Mean Rank

10 9 8 7 6 5 4 3 2 1

a  Availability 2 29 20 8 1 0 0 0 0 0 60 8.38 3

Score 20 261 160 56 6 0 0 0 503

b   Biodegradable 0 1 0 0 4 15 15 12 12 1 60 3.82 7

Score 0 9 0 0 24 75 60 36 24 1 229

c  Brand 3 12 22 20 2 1 0 0 0 0 60 7.85 4

Score 30 108 176 140 12 5 0 0 0 0 471

d      Ingredients 0 0 6 18 27 9 0 0 0 0 60 6.35 5

Score 0 0 48 126 162 45 0 0 0 0 381

e      Price 35 2 0 5 13 3 2 0 0 0 60 8.4 2

Score 350 18 35 78 15 8 0 0 0 504

f    Product Packaging 0 0 0 2 9 26 15 2 0 6 60 4.5 6

Score 0 0 0 14 54 130 60 6 0 6 270

g  Quality/ durability 20 16 12 7 4 1 0 0 0 0 60 8.63 1

Score 200 144 96 49 24 5 0 0 0 0 518

h    Recyclable 0 0 0 0 0 3 13 19 17 7 59 2.80 9

Score 0 0 0 0 0 15 52 57 34 7 165

i  Style (colour/ size/ shape) 0 0 0 0 0 0 1 8 7 44 60 1.43 10

Score 0 0 0 0 0 0 4 24 14 44 86

j      Source (where the products are made) 0 0 0 0 0 2 13 19 24 2 60 2.82 8

Score 0 0 0 0 0 10 52 57 48 2 169
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Table 4: Source of information regarding green products 

 
  
#3 ranking analysis 

Table 5: Places where customers like to buy green products 

 
 Most customers prefer to buy green products from Green food grocery, then online and lastly 

through large grocery store. 

 

III. Pi Chart 

#1 Chart displaying the customers who think green 

products contribute to the sustainable future 

 From the above chart we understand that 73.33% of 

customers feel that purchase of green products will 

contribute to the sustainable future and 26.67% of 

customers thinkthat buying green products will not 

contribute to sustainable future. 

 
#2 Chart showing the customers who feel that the price 

of green products are supposed to be higher 

 From the above chart we understand that 81.67% of 

customers feel that the price of green products is 

supposed to be higher and 18.33% of customers feel 

otherwise. 

 

 

 

Factors Rank 1 Rank 2 Rank 3 Total Mean Rank

3 2.00 1

Subscription magazines/ newsletter 14 10 17 41 1.93 2

Score 42 20 17 79

   Websites 8 18 15 41 1.83 3

Score 24 36 15 75

  Friends & family 19 13 9 41 2.24 1

Score 57 26 9 92

Factors Rank 1 Rank 2 Rank 3 Total Mean Rank

3 2 1

  Large grocery store 1 20 20 41 1.54 3

Score 3 40 20 63

Green food grocery 28 8 5 41 2.56 1

Score 84 16 5 105

Online 12 13 16 41 1.90 2

Score 36 26 16 78
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Findings 

 From the analysis of the data collected many critical outcome have come to the light which 

are stated below: Many respondents believe that green products will contribute to the sustainable 

future and their purchase of day to day products will have an impact on the environment. Several 

respondents accept that the information whether the product is a green product or not will 

definitely have an influence on their purchase decision. Voluminous respondents also worry 

regarding the high price of the green products. From the ranking analysis we understand that 

most main factor that influences the green product purchase decision is Quality, then comes price 

and next is availability and after that brand ingredients and product packaging takes its position. 

The respondents mainly gets the information regarding the green products is through family and 

friends, then magazine subscription and newsletter and at last through the websites. Respondents 

tend to buy green products through green food grocery, then online and at last large grocery 

store. There is no relationship between the gender of the respondent and green products 

purchase decision. But there is a significant relationship between marital status of the respondent 

and the green products purchase decision. From the collected data we can understand that 

married respondents are more likely to purchase green products. Whereas family types i.e. 

whether the family is a nuclear family or a joint family will not have an influence on green 

product purchase decision. The age of the respondents also do not have a significant influence on 

purchase decision. But the educational qualification and the income of the respondent have a 

positive influence on the green product purchase decision. If the respondent is more educated 

then the respondent will be more aware about the degradation of the environment and will be 

more inclined to take steps for a sustainable future. If the income of the respondent is higher 

then they are more willing to spend on the green products however respondents with low income 

will not be able to spend on the purchase of green products.  

 

Discussion 

 This study not only helps us to find the factors that influences purchase decision of green 

products but also it will help the marketers to understand the customers and increase the 

availability of the green products and it will also help the manufacturers and producers to 

understand that customer needs and produce the products with a consistent quality and 

affordable price. The most influential source of getting the information is friends and families, so 

marketers must create a strong bond between them and the customers that they recommend the 

products to their friends and family. It will become informal multi-level marketing. In market 

customers find it difficult to trust on green products quality and brand, so companies must make 

sure that they walk their talk and the products meet the quality which they claim for. 

 

Conclusion 

 Consumers are becoming more aware about the environmental issues and assume that 

consuming green products will be the solution for a sustainable future. With time more and more 

customers are getting aware of the green products and its benefits. Awareness is increasing but at 

the same time green wash is also increasing. Due to which there are trust issues among 

customers. Customers want to buy green products but they do not trust that the product will 

fulfill the claim of greenness. Another issue which has to be addressed is of price and availability. 

Manufacturers and producers must find a way so that green products can be made available in the 
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maximum outlets without compromising the quality of the products and the price should be set in 

a way that all income group customers are able to buy the green products and not only the high 

income group customers. 

 
Reference 

1. Abdul Rahim., H. (2009). Consumers' Intention and Factors Affecting Green Food 

Consumption. Master Dissertation, University Putra, Malaysia. 

2. Babita Saini (2013). Green marketing and its impact on consumer buying behaviour, 

International Journal of Engineering Science Invention, pp 61-64 

3. Cheah, I., &amp; Phau, I. (2011). Attitudes towards environmentally friendly products:  

The influence of ecoliteracy, interpersonal influence and value orientation. Marketing 

Intelligence & Planning , 29 (5), 452-472 

4. Chen, T. B. and Chai, L. T (2010), Attitude towards the environment and green products: 

consumer perspective, management science and engineering vol.4, No 2, pp. 27-39. 

5. Collins Marfo Agyeman, (2014), Consumers' Buying Behavior Towards Green Products:  

An Exploratory Study, International Journal Management Research And Business Strategy, Pp. 

188-196 

6. Eric G. Olson (2008). Creating an Enterprise-Level "Green" Strategy. Journal of Business 

Strategy, Vol. 29, No.2, pp.22 - 30. 

7. Jasson, J., Marell, A., & Nordlund, A. (2010). Green consumer behavior: determinants of 

curtailment and eco-innovation adoption. Journal of Consumer Marketing, 27 (4), 358-370. 

8. Norazah Mohd Suki, (2013), Green Awareness Effects On Consumers' Purchasing Decision: 

Some Insights From Malaysia, IJAPS, Vol. 9, No. 2, pp. 50-60 

9. Ottman, J. (1992). Sometimes Consumers will Pay More to Go Green. Marketing New, July 6, 

pp. 16. 

10. Wang, W.-L., & Tung, L. (2012). A Study on Consumer Behavior for Green Prodcuts from a 

Lifestyle Perspective. The Journal of American Academy of Business , 18 (1), 164-170 

 

  



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

28  MEASI INSTITUTE OF MANAGEMENT 

 
A STUDY ON CONSUMER AWARENESS ABOUT  

INTERNET MARKETING IN BUSINESS TO CONSUMER MARKETS 

 

 
 

Mrs. Koppisetti Durgabhavani 

Research Scholar, Bharathiar University, Coimbatore 

 
Dr. A.R Krishnan 

HOD – Marketing, Faculty of Management,  

SRM University, Chennai 

 

Abstract 

 The main aim of the internet marketing is 
attracting consumers and allowing them to interact 
with the brand through digital media. The purpose 
of this study is to discuss the various factors 
involved in the business to consumer sector. Also 
the various elements of the digital markets are 
being explained. This is done through the review of 
literature and empirical analysis. To support the 
study, few constructs are considered; product, 
price, promotion, frequency of purchase and 
demographic factors. A survey was conducted with 

200 consumers. The researcher has designed the 
questionnaire with five points Likert scale (Strongly 
agree - 1 to strongly disagree – 5) and ranking. This 
article is also to understand the relationship and 
the significance between consumer awareness and 
the elements of internet marketing. The statistical 
tool being used is factor analysis. 
Keywords: Digital market – elements of internet 
market – e-commerce types – online marketing – 
Internet marketing. 

 
Introduction 

 Information technology has transformed the way people work. Electronic Commerce (e-

commerce) has unleashed yet another revolution, which is changing the way businesses buy and 

sell products and services. (Kamlesh, Debjani 2005) E-commerce refers to the paperless exchange 

of business information using electronic data interchange, electronic mail, electronic bulletin 

boards, electronic funds transfer, World Wide Web and other network based technologies. 

 

Literature Review 

Introduction to E - commerce 

 Electronic business commonly referred to as e-business or internet business, may be [1] 

defined as the application of information and communication technologies in support of all the 

activities of the business. The term e-business was coined by IBM‘s marketing and internet team 

in 1996. Electronic business methods enable companies to link the internal and their external data 

processing systems more efficiently and flexibly, to work closely with suppliers, partners and to 

better satisfy the needs and expectations of their consumers. The major buzz word in business 

today is e-commerce.  

Types of E-commerce 

 A business organisation can organize itself to conduct e-commerce with its trading partners, 

which are businesses or with its consumers. The resulting modes of doing business are referred to 

as Business – to Business(B2B), Business – to – Consumer(B2C), Consumer – to – consumer (C2C),  
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Types of e–commerce 

Types Government Business Consumer 

Government 
G2G 

Example: Center & 
State 

G2B 
e-tenders 

G2C 
Information to citizens, online 

forms 

Business 
B2G 

Procurement 
B2B 

EDI, EFT 
B2C 

Flipkart.com, Amazon.com 

Consumer 
C2G 

Online filing of tax 
returns 

C2B 
Job portals like naukri.com, 

monster.com 

C2C 
Facebook.com, ebay.com 

 

Internet Marketing 

 Marketers are faced with new challenges and opportunities with the digital age. (Afrina, 

Sadia, Kaniz) Digital marketing is the utilization of electronic media by the marketers to promote 

the product or services into the market. The main aim of the digital marketing is attracting 

consumers and allowing them to interact with the brand through digital media.  

 

Various elements of Digital Marketing 

Online Advertising 

 Online advertising is a very important 

part of digital marketing. It is also called 

internet advertising through which 

company can deliver the message about 

the products or services. Internet-based 

advertising provides the content and ads 

that best matches to consumer interests. 

Publishers put about their products or 

services on their websites so that 

consumers or users get free information. 

Email Marketing 

 When message about the products or 

services is sent through email to the 

existing or potential consumer, it is defined as email marketing. Direct digital marketing is used 

to send ads, to build brand and consumer loyalty, to build consumers trust and to make brand 

awareness. 

Social Media 

 Today, social media marketing is one of the most important digital marketing channels. It is a 

computer-based tool that allows people to create, exchange ideas, information and pictures 

about the company‘s product or services. Social media marketing networks include Facebook, 

Twitter, LinkedIn and Google+. Through Facebook, companies can promote events concerning 

product and services, run promotions that comply with the Facebook guidelines and explore new 

opportunities.  

Text Messaging 

 It is a way to send information about the products and services from cellular and smart phone 

devices. By using phone devices, companies can send information in the form of text (SMS), 

pictures, video or audio (MMS). Marketing through cell phone SMS (Short Message Service) became 

 

 
Internet 

Marketing 

Online 

Advertising 

 

Email  

Marketing 

Social 

Media 

Pay Per 

Click 

 

Search 

Engine 

Optimisation 

(SEO) 

Affiliated 

Marketing 

Text Message / 

Mobile 

Marketing 

 

Electronic 

/ Digital 

Billboards  

 

 

Digital TV 

 

Content 

Marketing 
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increasingly popular in the early 2000s in Europe and some parts of Asia. One can send order 

confirmations, shipping alerts using text message. Particularly, the rise of Smartphones is one of 

the key trends which are enhancing ease of mobile marketing due to their rich technology. Since 

mobile phones are carried everywhere, it becomes more convenient for marketers to connect 

with their consumers through mobile marketing (Ansari 2000). 

Affiliate Marketing 

 Affiliate marketing is a type of performance-based marketing. In this type of marketing, a 

company rewards affiliates for each visitor or consumers they bring by marketing efforts they 

create on behalf of the company. The industry has four core players: the merchant (also known 

as ―retailer‖ or ―brand‖), the network, the publisher (also known as ―the affiliate‖) and the 

consumers. There are two ways to approach affiliate marketing: Company can offer an affiliate 

program to others or it can sign up to be another business‘s affiliate. 

Search Engine Optimization (SEO) 

 Search engine optimization (SEO) is the process of affecting the visibility of a website or a 

web page in a search engine‘s ―natural‖ or un-paid (―organic‖) search results. In general, the 

earlier (or higher ranked on the search results page), and more frequently a website appears in 

the search result list, the more visitors it will receive from the search engine users.  

Pay Per Click (PPC) 

 Pay-per-click marketing is a way of using search engine advertising to generate clicks to your 

website rather than ―earning‖ those clicks organically. Pay per click is good for searchers and 

advertisers. It is the best way for company‘s ads since it brings low cost and greater engagement 

with the products and services. 

Electronic/Digital Billboards 

 Digital or electronic billboards are posters which create digital images that are continuously 

changed by a computer periodically (Koiso-Kanttila 2004). These billboards are primarily used in 

marketing, though they can also be used in conveying public information. In order to enhance 

their effectiveness in marketing, digital billboards are strategically placed in order to enable 

them to reach a large audience.  

The Digital TV  

 As the world technology gears up, smart televisions are opening up new paradigms of user 

interactions and excitements (Mastorakis 2011). Smart TV applications allow users to receive 

updates from the markets or the commercial scene and this provides marketers with new 

opportunities to promote their brands online through smart TVs.  

Content Marketing 

 Content marketing is a strategic marketing approach focused on attracting and retain 

consumers by consistently creating and curating relevant and valuable content with the intention 

of changing or enhancing consumer behavior. Content in virtually every format under the sun, 

including: Blogs, Microsites, Print and digital publications, Social media conversations, Visual 

content, Podcasts, Video, Apps, User-generated content, Multichannel experiences, And more! 

Purpose of the Study 

The purpose of this study is to understand the consumer awareness regarding digital 

marketing in business to consumer markets. Also to understand the reason why consumers prefer 

online markets and the barriers or limitations of consumers  



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 31 

Objectives of the Study 

1. To know how familiar the consumers are with the elements of internet marketing. 

2. To analyze the impacts of price, product, promotion of internet marketing. 

3. To find the correlation between spending capacity of the consumer and consumer preference 

towards online markets. 

4. Also to find consumer frequency of using internet market.  

 

Methodology and Data Collection 

Population and Sample 

 The population in this study includes the respondents‘ uses these digital marketing elements 

to obtain a product or service and is limited to south Chennai areas. This study constituted a non-

probability sample with a sample size of 200 respondents.  

Research Instrument  

 The empirical research component of the study consisted of the completion of structured 

questionnaires through personal interviews. The questionnaire consisted of a structured format 

with closed-ended questions to gather demographic data on the profile of the respondents and 

five- point Likert-type statements to test respondent‘s likeliness on the various digital marketing 

campaigns. A statistical approach correlation is applied for the study.  

Data gathering  

 Given the nature of the present study, it was required to collect data from the primary and 

secondary sources. Primary data were collected through the questionnaire. Secondary data were 

collected from research studies, books, journals, newspapers and ongoing academic papers.  

Data Analysis  

 Once quantitative data had been collected from the respondents, the researcher then 

embarked on an analysis of the data. In this study, the data analysis process carried out in three 

phases as Preliminary analysis, Primary analysis and Analysis through statistical tools: This was 

the last phase of the data analysis and entailed the researcher analyzing the data through the use 

of statistical tool commonly referred to as SPPS (Statistical Package for Social Sciences). The 

statistical software package SPSS, Version 21 was used for the analysis of the data collected. 

Reliability and validity 

 In this particular, research, it can be stated that the findings of the study are indeed reliable 

and valid since as already highlighted, preliminary analysis as well as a primary analysis were 

carried out prior to the actual analysis of the data collected.  

 
Ethical considerations  

Data Analysis and result 

 Data analysis is done in order to answer the research questions and also to either reject or 

accept the pre-set hypotheses. The data it relieves the validity of the data used for the 

calculation. The Cronbach‘s Alpha value is .714 and the value for Cronbach‘s Alpha based on 

standardized items is .843. As the Cronbach‘s Alpha value is >7 the reliability is higher. 

1. To know how consumers are familiar with the elements of internet marketing. 

 The consumer‘s preference towards online purchase and their awareness regarding the various 

elements of internet marketing are depicted in the following pie charts. 83 % of the consumers 

prefer shopping online and the remaining 17% are not interested in shopping. As the percentage of 

the consumers who prefer online marketing is high, their awareness regarding the various 

elements follows. 13% of the consumers are aware about Affiliated market, followed by Search 
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engine optimization, Electronic billboards and Content marketing at 12% each. Then by Email 

marketing at 10%, Online advertisement 9%, Digital TV and Text messaging by 8% each. Finally by 

Social media at 4%. 

 

  Consumers’ preferences towards   Consumers’ awareness regarding the 

   internet market   various elements of internet marketing 

 
 

2. To analyze the impacts of price, product and promotions on internet marketing. 

 The following are the results, as summarized from the SPSS output on Appendix  

 
Affordable Price Price Range On time Delivery 

Strongly agree 20 29 63 

Agree 122 99 73 

Neutral 29 52 39 

Disagree 19 0 10 

Strongly Disagree 0 5 0 

NA 10 15 15 

Total 200 200 200 

 

 
Variety of 

Goods 
Reliability of 

Goods 
Promotion of new 

products 
Update 

Frequently 

Strongly agree 15 20 53 84 

Agree 103 78 75 60 

Neutral 67 64 34 31 

Disagree 18 18 18 10 

Strongly 
Disagree 

5 5 5 5 

NA 15 15 15 10 

Total 200 200 200 200 

(Source: Researcher‘s computation summaries) 

 From the data it shows that the price is affordable to the consumers, as it has 142 positive 

responses. Second feature to have a positive response is the Price range of the products to have 

128 responses and third is the variety of goods to have 118 positive responses. From the above 

table it is explicit that the 3P‘s of marketing has an impact on the internet market has features 
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3. To find the correlation between spending capacity of the consumer and consumer 

preference towards online markets over retail markets. 

 To analyze the correlation between the amounts spent on internet market and the customer 

preference of purchasing over retail and internet market. To test this statement, the following is 

the null and alternate hypotheses 

Null hypothesis, H0: There is no correlation between the amount spent on the internet and the 

consumer preference of purchasing over the internet and retail store (H0: µ= >1) 

Alternate hypothesis, Ha: There is a correlation between the amount spent on the internet and 

the consumer preference of purchasing over the internet and retail store. (H0: µ= ≤ 1). 

 In statistics we find several different correlations but simply ―correlation‖ usually refers to 

the Pearson correlation: a number between -1 and 1 that indicates how strongly two metric 

variables are linearly related. As per the data the various elements under internet and retail store 

are taken into consideration and the correlation between the amounts spent on purchases is 

analyzed. The values of correlation range from >0 and <=1. This indicates a strong (positive) linear 

relationship between age and income; The p-value, denoted by ―Sig. (2-tailed)‖, is ranging from 

000.to <=0.05. If the correlation is 0 in the population, then there's a 0% chance of finding the 

correlation we found in our sample. There is a correlation between the amount spent on the 

internet and the consumer preference over retail and internet market markets. Hence we accept 

alternative hypothesis and reject the null hypothesis. 

 

4. To find consumer frequency of using internet market 

 The consumer frequency of shopping through internet marketing is being showcased in the 

following pie chart.  

 
Frequency of consumer shopping through internet marketing 

 

Conclusion and Recommendations 

 According to this research results, it is 

found that the consumers has awareness about 

the internet market and the various features 

involved. It also emphases about the consumers 

who purchase through internet market are 

about 83%, but the frequency of their purchase 

is comparatively less. So measures have to be 

taken care support the purchasing frequency. 

Added the contributions of the various 

elements in the internet market are comparatively less which contribute towards the 83%. 

 The wrong choice of internet marketing keeps the consumer away from the markets,  

In addition, based on research findings, consumers perceive internet marketing as more quality 

and efficient in searching information about their brands of interest. This is due to their ability to 

provide vast options of brands that consumers can choose from when making the decisions to buy. 

However, some internet marketing denies consumers this right and an example is the email, 

which in most cases are regarded as a scam. When making the choice of the internet marketing to 

use, should therefore observe great care. Digital media do not contribute towards the 

http://www.spss-tutorials.com/correlation-coefficient-what-is-it/
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development of superior brand associations according to the results of this research. This is 

because if poor services and products are offered to the clients through appealing internet media 

adverts, the clients will test the products and services and if they are not satisfied, they will start 

post-purchase regrets that is commonly referred to as the cognitive dissonance. For this reason, 

the service providers should develop superior brands as opposed to internet media making their 

poor brands superior. Also the fear of investing a high value amount in internet marketing is 

prominent among the consumers, which reflect in the purchasing frequency of the consumers. 

Hence, adequate measure has to be taken to ensure that the safety of the consumers and also to 

protect the general interest of the internet marketing concept.  
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Abstract  

E-Banking is one of the latest approaches to provide 
comfort to the client regarding monetary 
transactions. Through E-Banking the bank wants to 
introduce the core concept of IT based Enabled 
Services (ITES). The major idea is to provide a series 
of services to the customer through the internet, 
and make the customer feel flexible in calling out 
simple tasks faster instead of making visit to the 
bank every time. Today, one of the surest most 
comfortable and less risk oriented faced by banking 
sectors the application of electronic commerce. E-
banking is considered to have a substantial impact 
on banks‟ performance. The main reason behind this 
success is the numerous benefits it can provide, 
both to the banks and to customers of financial 
services. For customers it can provide a greater 

choice in terms of the channels they can use to 
conduct their business, and convenience in terms of 
when and where they can use E-banking. More and 
more people are adapting to this technique and the 
banking industry is bound to grow. The evolution of 
electronic banking started with the use of automatic 
teller machines and has included telephone banking, 
direct bill payment, electronic fund transfer and 
online banking. This research shows that the 
application of e-banking can help their local banks 
reduce operating costs and provide a better andfast 
service to their customer. It provides an insightinto 
various aspect of E-banking. 

Keywords E-banking, E-banks, E-commerce, E-
marketing. 

 
Introduction  

 The banks have become an essential component of most of the economies as banking services 

are described as―engines for economic growth‖ or act as ―conduits towards promoting economic 

growth‖ [1]. In recent years theworld economy has gone through a new phenomenon which is 

considered as one the most important changes sincethe industrial revolution, i.e. The birth of 

―Internet-based Economy‖ [2]. Considering the benefits of using internet, the banks have started 

to invest in this newly created market. At the initial level, banks mainly focus on developingthe 

commercial web- sites, with the purpose of promoting their products and services using the 

internet [3].Gradually, it was realized by banks that the Internet can be an effective distribution 

channel too. Now with thechanging times the traditional approach of banking is being changed 

and banks are trying to match up with therecent advancement in the field of technology. 

Revolutionary developments in information and communicationtechnology (ICT) in the past 20 

years have changed the way how banks deal with their bank customers.With the rapid 

development of technology, internet plays a significant role in changing the banking scenario. 

Itprovides an online platform for various banking transactions through which it offers various 

services like onlinepayment, online fund transfer, online stock trading and online shopping etc. 

The use of internet as a delivery channel for banking services is increasing widely in banking 
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sector. Internet banking facilities enable financial institutionand customers to access their 

accounts, transactions and getting information on financial products & services [4].Now a day‘s 

most of the commercial banks have launched various services through internet banking including 

latestservice like opening online saving accounts and demand for these services is increasing 

rapidly. The concept of e-banking is fairly a new concept in India as compared to its developed 

counterparts. So the paperdeals with defining the concept of Internet banking. Further, the 

present paper attempts to identify the challengesand opportunities of adopting internet banking 

in the Indian context. 

Some financial institutions offer unique Internet banking services, for example 

 Personal financial management support, such as importing data into personal accounting 

software. Some online banking platforms support account aggregation to allow the customers 

to monitor all of their accounts in one place whether they are with their main bank or with 

otherinstitutions. 

 
Justification of the study 

 E-banking is becoming an indispensable part in a global competitive free market.  

Only satisfying present need of customer cannot ensure the sustainability and expansion of 

banking business. Because a number of competitors may also work for satisfying the same 

customer need with superior customer value. Customers are increasingly demanding more value, 

with goods customized to their exact needs, at less cost, and as quickly as possible. Those who 

are giving much more services rather than others are giving; he will be well ahead of competition 

because of getting better competitive advantages.. The competition is going up day by day by 

giving better services and they are trying to develop their own services every now and then. To 

meet these demands, businesses need to develop innovative ways of creating value which often 

require different enterprise architectures, different IT infrastructures and different way of 

thinking about doing business. This transformation of business from an old company to a new agile 

electronic corporation is not easy and requires a lot of innovative thinking, planning and 

investment. Many banks and other organizations have already implemented or are planning to 

implement e-banking because of the numerous potential benefits associated with it. So, 

Electronic banking has got tremendous importance in banking sector and banking customer as 

well. This is why, it finds some interest to explore many of these issues regarding e-banking in 

some extent. 

 

Advantages and Disadvantages 

Among the advantages of online banking include the following: 

 Unlimited service day and night: The services and various features of your bank is always 

available seven days a week and 24 hours daily. The most interesting thing here is that, 

everything canhappen at just one click of your mouse. 

 Very convenient: Online banking is a totally easy thing to do. In the comfort of your home or 

offices, you can do whatever monetary transactions you wish to do with your bank. 

 Security: The client expects to provide a level of security that commensurate with the 

sensitivity of information and individual bank‘s risk tolerance. 

 Efficient and Effective: E-Banking is both efficient and effective. With just one secure site, 

all your financial transactions can be managed orderly.Smart: Online banking is also 
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ubiquitous or simply put smart. This enables you to do troubleshooting regarding any problem 

that may arise from your business. 

 No time constraint: Online banking is also stress free because it never closes unlike the 

traditional banking that has cut-off time. 

 Easy to access via PC: Using your personal computer, you can easily do various transactions 

with your bank in view of your business or any other personal or financial matters. 

 Easy way of payment: Bill payments can also be handled properly and smartly. Instead of 

waiting for certain due dates, you can easily pay all your transactions using your computer 

and incoordination with your bank. 

 Easy transaction: Another advantage is the speed of every transaction. Online transactions, 

compared to ATM or traditional banking, works faster. Thus business matters could benefit so 

much from this speed feature. 

On the other hand, the following are the disadvantages of online banking: 

 First is the slow processing from the moment you entered a financial transaction with your 

bank via the computer. Usually the bank will require you to submit certain documents like an 

identification card, signature and the like. Not only will the bank online require you to submit 

documents but also to provide special power of attorney in cases where you want to do 

transactions together with your spouse. A concrete example is when you want to manage all 

your wealth and resources together as a couple and you wish to view it online. Certain 

technical procedures regarding online banking may be taxing too and complicated. 

 Another disadvantage is the so-called learning curve. This means, banking online especially in 

locating the sitesmay be complicated and hard to find. 

 Another disadvantage is bank site changes. If this occurs, the bank will require you to re-enter 

all your information again and other related data. 

 Finally is the trust aspect. Online banking should be entered very carefully if you wish to 

enjoy your financial life. 

 

Problematic Issues related E-Banking 

 The implementation of a successful e-banking strategy in Bangladesh is far from being straight 

forward, as there are numerous inherent difficulties/barriers. The Internet as a channel for 

services delivery is fundamentally different from other channels such as branch networks or 

telephone banking. Therefore, it brings up its own unique challenges that require innovative 

solutions. Thus, a logical step for themanagement of banking related organizations may be to fully 

understand the organizationalbarriers inherent in e-banking. The Internet has not only created 

previously non-existent opportunities for cost effective, all time available financial services, it 

has also increased the significance of a number of risks which did not exist or were not significant 

in the past. Furthermore, a number of change management issues usually associated with any new 

technology implementation are compounded simply because some applications such as e-banking 

have a greater and more immediate impact on the organization. This article has viewed some of 

the most common problematic issues of Bangladesh in e-banking implementation and 

management. The main focus will be on those issues which pose considerable risks to e-banking 

projects and may prevent banks from achieving their desired e-banking related goals.  

These include: traditional structures which some banks still have and which are unable to respond 

to agility required for e-banking, resistance from employees, legacy systems which are an 
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obstacle to the integration of systems, security issues, new and complex regulatory issues, and 

project management problems. e-banking systems grows, and customers adapt to the new ways of 

conducting their financial activities. E-bankinglargely came into being as a result of technological 

developments in the field of computing and communications but there have been a number of 

different types of possible availed e-banking services like account access, balance transfer, bill 

payment, bill presentment, mortgage/credit card/ misc. lending, business banking services, 

customer service & administration, cross-selling, personalized content and tools, accounts 

aggregation and electronic funds transfer which played an important role in its development. 

Benefits of E-Banking 

 E-banking is a significant investment, so the question must be answered as to what motivates 

banks to participate and deal with the associated problems and risk. This article summarizes some 

of the benefits often associated by banks to be their primary motive for implementing e-banking. 

E-banking has helped many banks to realize benefits, which are summarized bellows: 

 Choice and Convenience for Customers 

 Attracting High Value Customers 

 Accounts Aggregation 

 EnhancedImage 

 Increased Revenues 

 Easier Expansion 

 Load Reduction on Other Channels 

 Cost Reduction 

 Organizational Efficiency 

 E-Marketing 

Objectives 

 A Identifying the most widelyused internet banking services. 

 To get the full acquaintance of the E-banking and its benefits for the customer.  

 To find factors that drives/ inhibits internet usage and the relative influence of the factors on 

usage 

Literature Review 

 E-banking include: customer acceptance and satisfaction, privacy concerns, profitability, 

operational risks, and competition from nonbanking institutions (Boss et al., 2000; Smith, 2006; 

Hwang et al., 2007; Shin, 2008). Between 1995 and 2003, e-banking increased eightfold (Hogarth 

and Anguelov, 2004). E-banking defined as „„the delivery of banking services through the open-

access computer network directly to customers‟ home or private address‟‟. Simpson (2002) 

suggests that e-banking is driven largely by the prospects of operating costs minimization and 

operating revenues maximization. A comparison of online banking in developed and emerging 

markets reveal that in developed markets lower costs and higher revenues are more noticeable. 

Karjaluoto (2002) electronic banking is a construct that consists of several distribution channels. 

DeYoung (2005) analyze the performance of Internet onlybanks versus the brick and mortars in the 

US market and find strong evidence of general experience effects available to all start-ups. 

Between late 2002 and early 2005, use of online banking increased 47%, a clear evidence that e-

banking is associated with better household inancial management (Smith, 2006). For the past two 

decades, the banking sector has chosen a new service channel based on the progress of 
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information technology -the Internet-to respond to the changes in customer preferences an 

needs,increasedcompetitionfrom non-banks, changes in demographic and social trends, and 

government deregulations of the financial service sector Byers, R.E. andLederer, P.L.(2001). 

 E-banking links business to customers no matter their geographical location. It allows 

companies to make new business contacts from different global business alliances, test new 

products and services, and make market research and other enquiries all at a minimal cost both 

financial and otherwise (Shin, 2008). The adoption of new IT applications is influenced largely by 

factors related to overall organizational attitudes and culture as well technical and infrastructural 

elements Shah.M and Clarke.S. (2009). This paper describes an empirical study of investigating 

recent trend and development of the application of e-banking (banking though internet) in a 

typical developing country –Bangladesh, and its economic impact on local financial institutions.  

E-banking provides enormous benefits to consumers in terms of the ease and cost of transactions 

(Liu, 2008). it can be thought of as a service thatallows customers to use some types of 

computersto access account-specific informationand possibly conduct transactions from a remote 

location –such as at home or at the workplace (Saleh and Andrea, 2002) 

 

Research methodology 

 The research survey was answered by a mix group of people among the customers of the 

Banks. The survey was conducted through questionnaires to a group of people and only 100 

respondents filled in our survey that focused on gathering information about awareness,usage of 

and expectations about the internet banking. In this study convenience-sampling method is used, 

thus the respondents were randomly selected.  

 A.Research Question: This study is aimed at finding out whether the respondents are aware 

about internet and banking services and whether they use their knowledge of hassle free banking 

or they are abided by habits customs and routines. 

 B.Sample size: Sample sizes of 100 respondents were selected for this study.The respondent 

profile who participated in the study is given below. 

 C.Data Collection: Data will be collected from both primary and secondary sources of 

information. 

 D.Primary Source: All necessary information about the study has been collected from 

personal contact and discussion by using of Questionnaire method 

 Type of data: Primary  

 Data collection method: Questionnaire 

 E.Secondary sources: Data has been collected from both internal and external sources such 

as personal records, annual reports, web links etc.  

 

Data analysis 

 The Following table describes the demographic profile of the respondents which consists of 

gender, age, level of education. From a total of 100 questionnaires received. According to our 

analysis of the demographic characteristics of the respondents we can say that, 36% of the 

respondents are between the ages of 20 and 29 and 29% is between the age of 30 and 39. 15% of 

the respondents are between the ages of 40 and 49, 14% of the respondents are between the ages 

of 50 and 59.Then the remaining 6% is higher than the 60 years old.Within therespondents 45% are 

female and remaining 55% is male. If we check the education level of the respondents we can say 
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that, 45% hold Bachelor Degree, 35% hold Master degree & 20% hold PhD, it is found that Bachelor 

degree respondent are using highest e-banking. 

 Table1.1 Demographic profile of the respondents 

 Finding shows that there is no 

any significance difference between 

Awareness of e-banking & usage of e-

banking. 

 

 

 

 

 

 

 

 

 

 

Table1.2 Services & Users usage of e-banking 

SERVICES ATM 
DEBIT 

CARD 

TELE 

BANKING 

SMART 

CARD 

CREDIT 

CARD 

MOBILE 

BANKING 

USERS 94 52 51 31 68 74 

Findings 

 88% consumers are visit 1-4 times in a month & 12% consumers are never visit branch of 
the Bank. 

 There is 76% consumer are using ATM for 1-4 times in a month.& 18% consumer are use 

over period of 12 months & 6% consumers are neveruse ATM. 

Chart 1:1Services & Users usage of e-banking 

 There is 34% consumers are 

using debit card for 1-4 times in 

a month & 18% consumers are 

using 5-8 times in a month & 48 % 

respondents are not using a debit 

card services. There is 32% 

consumers are using tele-banking 

for 1-4 times in a month & 19% 

consumers are using 5-8 times in 

a month & 49% respondents are 

not using a tele-banking services. 

 There is 19% consumers are using smart card for 1-4 times in a month & 12% consumers 

are using 5-8 times in a month & 69% respondents are not using a smart card services. 

 There is 32% consumers are using credit card for 1-4 times in a month & 36% consumers are 

using 5-8 times in a month & 32% respondents are not using a credit card services. 

 There is 46% consumers are using mobile banking for 1-4 times in amonth & 28 % consumers 

are using 5-8 times in a month & 26% respondents are not using a mobile banking services. 

 INTERNET BANKING USERS PERCENTAGE 

GENDER 
  

MALE 55 35% 

FEMALE 45 65% 

AGE 
  

20-29 36 36% 

30-39 29 29% 

40-49 25 25% 

50-59 14 14% 

60-69 6 6% 

EDUCATION 
  

BACHELOR 45 45% 

MASTER 35 35% 

PHD 20 20% 
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 Main reason for visiting a bank branch is to make a Deposit with highest % is 40 % 

Recommendations 

 To develop Strategyin order to fully utilize opportunities and minimize threats 

 To design integrated channels this will enable to achieve the operational efficiencies. 

 To establish flexible management system to examine new processes designed specifically for 

e-Commerce. 

 To adapt flexible organizational model so that it compete with Start-Ups. 

 To promote innovation culture as to encourage individuals as well as teams to innovate. 

 To leverage existing brand to deliver new services to perceive lack of security and fraud 

threats. 

 To reinforce ―Trust Relationships‖ to construct involving security and privacy issues on the 

Internet. 

 To offer universal product (not just own products) to have access to a wider range of financial 

services. 

 To make highly secure, robust environment for developing suitablebusiness continuity plan. 

 To manage resistance to change to minimize complex issues foracceptance. 

 To Manage technological issues with care for unified messaging system. 

 To establish e-channels specific marketing to decline switching barriers. 

 To identify employees with skills different from those found in more traditional organizations 

Conclusion  

 With the time, the concept of internet banking has got attention in the Indian context. Most 

of the banks havealready implemented the e-banking facilities, as these facilities are beneficial 

to both i.e. banks as well as consumers.But the adoption of e-banking by the consumers is still at 

the early stage due to various challenges. The challenges such as security risk, privacy risk, trust 

factor and less awareness among consumers about e-banking are acting ashurdle in the adoption 

of e-banking facilities. Considering the challenges and risk related to e-banking, theGovernment 

of India along with various government agencies is making an effort to make e-banking more 

safe,secure and reliable.The paper only presents the overview of Internet banking in Indian 

context. Studies in the past have shown that withthe time Indian consumers are opting internet 

banking services with the time. Considering this in mind, the futurestudies may be conducted to 

analyze the various factors which influence the consumer intention to adopt internetbanking 

services. 
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Abstract 

 Conflict is a common issue that is capable of 
locking the majority of people and influences their 
decision making process either in the positive or 
negative side. Life starts with Parents and 
becomes holistic only with children. The parent & 
child relationship is highly based on emotional 
sphere. It is very much sensitive and management 
needs more innovative models. The Adolescent 
cycle is a blooming phase of an individual where 
all types of emotions are strangled together 
resulting in the butterfly behaviour. Parent 
encounters with the tough challenges from their 

adolescent children. They are mostly in the middle 
age or above and are almost in the saturation 
zone. At this juncture it becomes difficult to 
manage the conflictual situations that are common 
with their children. Conflicts with parents are 
frequent in young adolescence and then decline 
over a period of time. The study focuses on the 
common adolescent behaviour and evaluates the 
strategical approach in resolving the conflicts and 
managing life effectively.  
Key Words: conflict, life management, emotions, 
strategy, resolving 

 

Introduction 

 Family Management is the ability to manage conflicts which is sourced from various issues. 

The differences shoot up between the relationships, causing the strain and stress in the day 

today life which creates a gloomy atmosphere. There are different types of conflicts but the 

most significant and sensitive conflict is the Parent Adolescent child conflict which ruptures the 

total mind and affects the peace in the life zone. The bonding between the parents and 

adolescent children are highly based on emotional sphere. This triggers the conflicts wherein 

proper strategy has to be used for solving the conflict and to understand the essence of life. 

Parents are over protective towards their children and fail to realize that the child is also 

growing both physically and mentally. Many problems are routed because the parental attitude is 

always treating their children as just born kids. On the other side the child is feeling that they 

are in the clutches of their parents and desires to lead a free zone life strongly believing that 

they know everything in the world. The study focuses on such issues and throwing light on the 

behavioural aspect of both the parent and adolescent children. The change is expected from 

both the parents and the children to solve the conflicts and make life more meaningful. 

 
Review of Literature 

 According to Fuligni & Eccles, the Adolescence stage undergoes transition phase marked by 

both physical and psychosocial changes. They undergo dramatic hormonal changes and are 

capable of increasing complex reasoning. This is a time when adolescents rely more on peers, 

seek increased independence, and are less willing to see themselves as part of a hierarchy 

that is headed by their parents. 
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 According to Steinberg & Morris, the parent-adolescent relationship experiences increased 

conflict that leads to decreased closeness. 

 According to the Psychologists Peterson & Leigh, conflict in the adolescence is a vital factor 

for healthy development. This is referred to as ―Storm & stress‖ of adolescence. 

  Allison & Schultz, have shown that number of conflicts are peak in the early adolescent age 

and reduces in the mid & late adolescence. 

 Allison & Schultz, sons & daughters report more conflict with their mothers than their fathers 

and daughters report more intense conflict than sons. This study is based on gender factor 

that influences the relationship 

 Smetana, Daddis, and Chuang found that intensity levels of conflict varied across time 

depending on the topic conflict over homework increased over time, while conflict over 

chores decreased from early to middle adolescence. 

 Smetana,Conflict is also a way in which parents and adolescents redefine family system 

boundaries (i.e., rules, events, and regulations) as the adolescent strives for autonomy. 

Therefore, parent-adolescent conflict can be viewed as a normal aspect of development and a 

facilitator of psychological growth. 

 Montgomery & Fewer, Conflict can be ―overt and explicit or covert and hidden, constructive 

(dealing directly with source) or destructive (lessens discomfort, at least temporarily, without 

affecting source), and complementary or symmetrical‖. Depending on the dimension of the 

conflict, it can cause a rift in a relationship, or make the relationship mutually and personally 

more satisfying. 

 Paterson, Field & Pryor, Parent-adolescent conflict also differs by type and frequency of 

interaction that occurs with respect to gender of parent and adolescent. Most studies have 

found that adolescents are closer to mothers than fathers.  

 Larson & Richards, Adolescents share about five times more time with mothers than with 

fathers. Therefore, their relationship provides more opportunity for misunderstandings and 

misperceptions to occur in the mother-adolescent interaction. 

 Steinberg, In adolescence, sons experience a temporary shift in the balance of power toward 

dominance because boys are socialized to be more independent. There is higher tolerance for 

expressions of independent beliefs and behaviors in boys compared to girls 

Purpose of the Study  

 The relationship between Parent & Adolescent is gaining more significance and the base for 

family management. The conflicts are increasing as the outcome of technological deviations and 

too much of exposure towards unwanted areas. This is posing a threat and challenge for parental 

group who are building their empires on their children. The Parent – Adolescent conflict is the 

common problem faced by all the parents. The intensity & nature of the conflict may be 

different. But it has to be dealt with strategies so that the development of the child is not 

affected. 

Parent – Adolescent Relationship 

 Parent Attitude towards Children: The history reveals that the parents expect very strongly 

that the child has to reflect them and satisfy their likes and demands. Slowly the changes in 

the society have proved the disappointments and there is some degree of awareness in the 

parental side. They have started realizing the fact that children cannot be forced for action. 
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 Adolescent Attitude towards Parents: Adolescence is a time of comprehensive identity 

changes. Their circle of social relationship extends and they are slowly moving out of the 

parental ring. The adolescent age becomes closer with the peer group and the parents who 

are policing them will be viewed as villain. Their love towards their parents is present in 

their inner mind but they are fascinated towards the external fantasy world. The parent 

intervention is generally disliked by the Adolescent children. 

 The Parent wishes to create a highly secured environment for their children. This strains the 

Adolescent psychology and creates a feeling that the parent is creating cage where they are 

deprived of independent culture. The parents fail to acknowledge the real growth of the child 

and the adolescent equally fails to realize the true love and care behind the parenting.  

Parent – Adolescent Conflict 

 Empathy is missing: Conflicts are common between the parents and their adolescent 

children. The main cause for the conflict is empathy is missing. We generally empathize with 

others but fail to show that to our dear & near ones. Parent tries to control the child and not 

analysing the child thoughts from their angle. Similarly the child also fails to understand the 

parent psychology. 

 Age factor: Age is the significant factor that influences one‘s behaviour. Adolescent child is 

in the butterfly age where his love towards the society is great and with lot of imaginations 

and high regards towards life. On the other hand parent who has faced several challenges in 

their life span while crossing the middle age, is viewing the life as burden and with full of 

stress in raising the family. 

 Physical & biological changes: Adolescent children are accustomed the physical and biological 

changes which may influence them either positively or negatively. Parental group are slowly 

entering into health care zone. They experience fatigueness, health problems, frustration 

etc. causing change in their behaviour.  

 Patience is deleted: Patience is the strategical weapon in solving any type of problem. It can 

solve the conflict in an healthy manner. The competitive world is very fast and it is highly 

prone to stressful environment. This becomes the base for many problems and the people are 

losing themselves by ineffective anger management. 

Managing Conflict  

 Love bonding: The bonding between the parent and child has to be strongly built. It is not 

pampering the child but exposing them to the real life situation. Parents are responsible in 

providing the child with transparency towards the best and worst that happens in the life. 

 Friendly approach: The Parent has to be friendly in approach towards their children. They 

have to allow their children to discuss all types of information with them. The parent has to 

inbuilt the trust & confidence in the minds of the children, where they have to come to the 

parents for any problem solution or any clarification. 

 Healthy walk & talk: The Parent and Adolescent children has to engage themselves with walk 

and talk frequently. They have to discuss various subjects, contradict with the views and 

create better understanding between the parent and child for effective management. 

 Emotional Intelligence: When the conflicts rise in peak level, it is better to balance the 

emotions and play an intelligent game. The strategic move is to allow the emotions to come 

out so that the pressure is channelled out and the mind is clear for the next move. 
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 Silence and adequate pause: Some situations work out well with silence as the technique for 

solving the problem. Taking adequate pause helps to solve the issues but too much of pausing 

creates more distance between the parent and children paving way for many deviations. At 

any cause not to build walls in the relationship and the distance has to be evacuated 

between the parent and children. 

 

Conclusion  

 Parenting is an artistic skill which is the base for smooth family management. Basic 

understanding has to be nurtured between the parent and adolescent. This has to be safeguarded 

and it must not be encroached by any factors. The space has to be provided and it has to be 

maintained with utmost decency for healthy and constructive relationship. Conflicts need to be 

managed and not to be suppressed. 
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Abstract 

The modern world, which is paid to be a world of 
achievement, is also a world of stress. Stress is 
found everywhere, whether it be a family, a 
business organization or enterprise or any other 
social or economic organization. The extent of 
stress is, however, a matter of degree. Some 
organizations are more harmonious whereas others 
have greater friction and tension. With the increase 
in the number of working women donning important 
roles in the work place, it becomes pertinent to 
study the level of stress amongst the women 
employees and the new management techniques 
that should be adopted by the organizations to ease 

out the stress level. For this purpose the researcher 
distributed structured questionnaire to 600 women 
employees working in Private, public and MNC 
companies. Para T Test was administered to study 
the opinion of women employees about Management 
policies, Benefits and Environmental that increase 
their stress level. The study also attempted to 
highlight the new stress management techniques 
that will reduce stress level and increase 
productivity. 
Key words: Stress, New management techniques, 
Women employees  

 

Introduction 

 Recent times have seen dramatic changes in the traditional society of India. Our family life, 

social attitudes and behavior are undergoing a series of changes. The advent of industrialization, 

socio-educational advancement and the transformation of society from an agrarian rural economy 

to an urban industrial one ushered in a new area of roles and definitions of women‘s work. The 

old order which confined women to the home has been or is in the process of being replaced by a 

new one. The modern women are seeking newer and wider horizons. They have now started 

playing an important role in many walks of life (Gorwaney, 1977). With the increase in the 

number of working women donning important roles in the work place, it becomes pertinent to 

study the level of stress amongst the women employees. Thus the following study on stress level 

keeping in mind the above impacting factors on women employees and new stress management 

technique to be adopted by organizations to reduce stress level becomes absolutely important. 

The researcher has identified the objectives enumerated below to get an in-depth understanding 

on effect of these factors on women stress level and its remedies.  

Objectives of the Study 

1. To study the various factors that cause stress among women employees 

2. To study the various new stress management technique to be adopted by organization 

Methodology 

 A total of 650 questionnaires were circulated to the women employees working in public 

sector, private sector and MNC and 600 questionnaires were collected to study factors causing 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 47 

stress and Secondary data collected from various magazines, books, newspaper was used to 

collect information about new stress management technique. 

Literature Review   

 Golem D. Quick (1979) concluded from their study that organizational techniques like Role 

Analysis Technique (RAT), work redesign, job enrichment, performance planning and individual 

techniques like aerobic exercise, relaxation response and psychotherapy are preventive 

techniques which help to improve quality of work life and also individual and organizational 

effectiveness 

 Gupta, A. (1982) carried out a study to analyze stress among working women and its effect 

on marital adjustment. The dual responsibilities of the home and work call for multiple roles 

which put great strain on working women and this may affect their capacity to make marital 

adjustment. 

 Tharakan (1992) hypothesized that professional Women and non - professional working 

women would differ in their job-related stress and level of job satisfaction. A sample of 90 

technocrat working women (doctors, engineers and lawyers) was compared with 90 non-

technocrat working women (clerks, officers and teachers) on these variables. The Operational 

Stress Indicator developed by Cooper (1980) was administered to measure occupational stress and 

job satisfaction. The relationship between occupational stress and job satisfaction was found to 

be significantly associated with the professional qualifications of the women. Professional working 

women experienced greater work-related stress than non-professional working women because 

the expectations of the former were much higher than those of the latter. 

 Adeline Broadbridge (2000) in ―Stress of female retail manager‖ found that female managers 

were reported having statistically significant higher pressure scores than male managers for poor 

interpersonal relationship at work 

 Harshpinder and Aujla (2002) found in their study that working women were more stressed 

due to sociological factors whereas non working women were more stressed due to environmental 

factors. 

 Osmany and Khan (2003) conducted a study on Organizational stress in workingwomen by 

taking 30 married and 30 unmarried working women. He found that unmarried working women 

reported high stress at work place due to political pressure and for married women, it may be due 

to poor peer relation. 

 S.R.L.M. and Sarada Devi (2006) assessed the probable ratio of satisfaction to stress of 

women in different occupations. The total sample comprised of 120 working women consisting of 

30 lawyers, 30 engineers and 60 clerks. The findings of the study revealed that among all the 

three categories of women employees, the probable ratio of stress was more than satisfaction in 

their role performance. 

 Bhattacharya and Guha (2006) conducted a study on stress and coping: ―A study on lady 

criminal lawyers of Kolkata city‖. A group of 34 lady criminal lawyers were selected for the study. 

The significant factors, which are generating stress, are busy schedule of work, odd duty hours, 

poor interaction, leading tendency of superiors, and poor interpersonal relationship among  

 Sunaina (2007) emphasized regular practice of yoga and meditation that helps employees to 

manage stress and also helps create a peaceful and cordial environment to work and produce 

better results. Staff training, organizing formal meetings, rewarding people for their performance 

and extra-curricular activities are some of the means by which organizations can make employees 
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feel valuable and enable them to overcome stress. A corporate could train its employees 

relaxation techniques like progressive muscle relaxation, deep breathing, visual imagery, 

autogenic training, thought channelization, meditation and yoga.  

Analysis and Findings 

 The perception of working women in Chennai towards the causes of stress at organizational 

level and stress outcomes as well as physiological and emotional outcomes are determined 

through Likert ―5‖ point scale, which ranges from Strongly agree to Strongly disagree.  

In this context a Para motive ‗T‖ Test is applied with test values and mean values of each variable 

which are computed to exactly ascertain the overall opinion of the respondents. 

 Working women in Chennai agree that their management suitably introduces new policies for 

improvement of working women. They want to extract best of ability and implement National 

policies of reservation for women. Working women are not sure if the management are aware 

of the role of women in the organization and also they feel that the management does not 

show trust and openness towards them. 

 Women in Chennai agree that their talents are evaluated through innovative methods that 

creates competitive work force which in turn encourages working women to achieve more. 

When the organization fails to evaluate women employees performance properly they are 

disappointed and lose motivation. This ultimately cause stress among women employee‘s. 

 Working women in Chennai agree that women participate and discuss frequently to fix goals 

and their superiors teach them departmental objectives. Stress is created when employees 

are not allowed to discuss and participate in fixing the organizational goals. 

 Working women in Chennai agree that women‘s potentials are properly channelized and 

women feel that their teams are encouraged which makes them feel positive and optimistic. 

It further found that working women are not able to decide anything about their place in the 

organization and whether systematic application of mind is taught to women employees. This 

causes stress among them. 

 Working women in Chennai are satisfied with various benefits given to them expect housing 

facilities, education for children and retirement benefits. When these benefits are denied it 

may cause stress among women employees. 

 Working women in Chennai agree that their jobs generate intellectual and mental demands 

like memory power, accuracy, concentration, alteration, attention and tactfulness which in 

turn is a source of stress. They are not able to decide whether promptness and speed are 

required for their job.  

 Working women in Chennai agree that physical stress is caused due to various aspects of their 

environment and job conditions in the organization. They further disagree that designed 

furniture is being a source of physical stress. 

 Working women in Chennai feel stress and as a result they have outcomes like headache, 

tiredness, increase in heart beat rate, depression, irritability but they disagree about losing 

appetite, shivering of body and giddiness as outcomes of stress. 

New Stress Management Techniques 

 The above outcome of the research clearly emphasis the need for new stress management 

technique that every organization should adopt to reduce the stress level. Few stress 

management techniques that organization should follow are enumerated below.  
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 Introducing work place wellness schemes like paying a portion of employees Gym 

memberships or running group wide healthy eating challenges. 

 Creating social Activities like once in a week for an hour sit together in a fun environment, 

play a game, go out for lunch. This will help employees morale boosted and team building. 

 Open communication with employees regarding strategies, changes, expectations, 

performance, latest departmental changes will lead to strong healthy relationship. 

 Provide a quiet room or chill out zone where employees can spend 15 minutes with their 

thoughts. This will dramatically help to reduce workplace stress and burnout 

 Anti Sexual harassment policy should be introduced in every organization  

 Flexible working hours should be introduced for women employees 

 Working women must be made aware of their role in the organization 

 Develop personal resilience by changing one‘s perception 

 Women employees can maintain a stress diary, wherein a specific description of the stressful 

event along with a description of feelings and thoughts that results from the event should be 

recorded. 

 Women employees must have a positive attitude towards themselves as well as others in the 

organization. 

 Occupational stress inventory questionnaire can be administered to the employee at regular 

intervals of time, to identify the stressed women employee, so that she can be helped with a 

suitable coping strategy to reduce stress.   

 

Conclusion  

 With the changed social attitude towards women and expansion of women education, many 

women are now entering into industrial organizations in large numbers. The problem of 

occupational stress for women employees has been studied in Western countries but there is a 

scarcity of such research in India. The results of the study cannot be generalized in the Indian 

cultural context because of different socio-cultural conditions. The modern world which is said to 

be a world of achievements is also a world of stress. It is the employer‘s duty to provide safe 

conditions at work for women employees. Life is full of conflicting choices, demands, desires and 

expectations. People react differently to stress. Women employee‘s reaction to stress depends 

upon the extent to which they are able to cope with the stress and also upon the extent of 

support they receive from various parts. When stressful situations arise in the work environment, 

it is important that the company‘s management and women employees jointly address the 

stressors in the work environment through employee participation in assessing the problem, 

communicating potential resolutions, recognizing that stress management is a joint effort and 

introducing new stress management according to the physical and financial environment of the 

organization. 
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Abstract 

 Financial sector personates aneminent role in 
the economic development of a country.Banks are 
the lifeline of any economy and are lifeblood in 
acontemporary civilization.The existent and 
imminent of any economy depends upon the success 
and development of banking. A strong and healthy 
banking system is vital for economic growth. The 
objective can‟t be achieved with the conventional 
banking as now it is the era of technology. Indian 
banking industry, currently, is in the midst of an 
Information Technology revolution.The 
implementation of internet in banking sector has 
streamlined the banks. Executing the internet 
banking approach has benefited both the customers 
as well as banks. Considering the merits, the banks 
all over the globe have implemented the internet 
banking and banking organizations in India are no 
exemption.E-Banking is a generic terminology 

encompassing internet banking, telephone banking, 
mobile banking etc. Through E-Banking the bank 
wants toacquaint with the core concept 
ofInformation Technology Enabled Services (ITES). 
The E-Banking services are executed only upon the 
customer, and these e-banking services would fully 
amalgamate with the core banking solution that is 
already in usage.E-Banking is expected to generate 
opportunities as well as unprecedented perils to the 
fundamental nature of Banking in India. The concept 
and scope of E-Banking is still evolving, several 
initiatives are being taken by Government of India 
as well as Country‟s Central Bank the Reserve Bank 
of India has facilitated the development of  
E-Banking in India. This paper aims to reveal the  
E-Banking challenges and opportunities in India.  
Keywords: E-Banking, Information Technology, 
ATMs, Debit &Credit cards and EFTs 

 

Introduction 

 Banking is the lifeline of an economy. The present and future of any economy depends upon 

the success and development of banking. Finland was the first country in the world to have taken 

a lead in E-banking. In India, it was ICICI bank which initiated E-banking as early as 1997 under 

the brand name Infinity. Electronic banking is defined as ―Delivery of bank‘s services to a 

customer at his office or home by using Electronic technology can be termed as Electronic 

Banking.‖ Online Banking or Internet Banking or E-banking allows customers of financial 

transactions on a secured website operated by the institution, which can be a retail bank, virtual 

bank, credit union or building society. To access a financial institutions, online banking facility, a 

customer having personal internet access must register with the institution for the service, and 

set up some password for customer verification. To access online banking, the customer would go 

to the financial institution‘s website, and enter the online banking facility using the customer 

number and password. The popular services covered under E-banking include:-  

 Automated Teller Machines  

 Credit Cards  

 Debit Cards  

 Smart Cards  



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

52  MEASI INSTITUTE OF MANAGEMENT 

 Electronic Funds Transfer (EFT) 

 Cheques Truncation Payment System  

 Mobile Banking, Internet Banking  

 Telephone banking  

 E-Banking is a generic term encompassing internet banking, telephone banking, mobile 

banking etc. In other words, it is a process of banking services and products through electronic 

channels such as telephone, internet, cell phone etc. The concept and scope of E- banking is still 

evolving. E-banking facilitates an effective payment and accounting system thereby enhancing the 

speed of delivery of banking services. While E-banking has improved efficiency and convenience, 

it has also posed several challenges to the regulators and supervisors. There are also many 

opportunities that are available in E-banking in the Indian Banking sector. 

Objectives of the Study  

 To study the current status of e-banking in Indian banking sector.  

 To study the challenges faced in E-banking.  

 To study the opportunities available in E-banking.  

Research Methodology 

 The present study is descriptive in nature. The data used for the study is secondary in nature 

and has been collected from RBI (Reserve Bank of India) bulletin, Report on trend and progress of 

banking in India, various reputed journals, newspapers, white papers and websites of RBI. 

Current Status of E-Banking in India RBI Report: 

 Many banks have modernized their services with the facilities of electronic equipments. The 

electronic revolutions have made it possible to provide ease and flexibility in banking operations 

to the benefit of the customers.  

Month/Year Item 

April % 
Change 
2017 / 
2016 

% 
Change 
2016 / 
2015 

2015 2016 2017 

1 

Volume(Millions) 

RTGS 

7.90 8.33 9.54 14.6 5.4 

Value (Rupees Billion) 
(Rupees Billion) 

82,958.17 86,459.34 1,11,743.70 29.2 4.2 

2 Volume(Millions) Cheque 
TruncationSy
stem (CTS) 

80.91 78.95 95.26 20.7 -2.4 

 
Value (Rupees 

Billion)(Rupees Billion) 
6,414.51 6,257.62 6,990.65 11.7 -2.4 

3 Volume(Millions) 

ECS (DEBIT) 

19.69 2.03 0.19 -90.8 -89.7 

 
Value (Rupees Billion) 

(Rupees Billion) 
152.10 14.38 1.21 -91.6 -90.5 

5 Volume(Millions) ECS CREDIT 
(includes 

NECS) 

4.86 1.38 0.49 -64.4 -71.5 

 
Value (Rupees Billion) 

(Rupees Billion) 
128.10 34.30 9.68 -71.8 -73.2 

6 Volume(Millions) 

EFT/NEFT 

83.53 111.84 143.17 28.0 33.9 

 
Value (Rupees Billion) 

(Rupees Billion) 
6,043.58 8,324.52 12,156.17 46.0 37.7 

7 Volume(Millions) Immediate 
Payment 
Service 
(IMPS) 

12.37 26.78 65.08 143.0 116.6 

 
Value (Rupees Billion) 

(Rupees Billion) 
100.89 210.44 562.06 167.1 108.6 

8 Volume(Millions) 

Credit Cards 

57.74 73.42 107.06 45.8 27.2 

 
Value (Rupees Billion) 

(Rupees Billion) 
181.51 230.11 333.76 45.0 26.8 
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9 Volume(Millions) 
Usage at 

ATMs 

0.43 0.59 0.48 -18.6 37.4 

 
Value (Rupees Billion) 

(Rupees Billion) 
2.29 2.86 2.33 -18.7 25.2 

10 Volume(Millions) 

Usage at POS 

57.31 72.83 106.58 46.3 27.1 

 
Value (Rupees Billion) 

(Rupees Billion) 
179.22 227.25 331.43 45.8 26.8 

11 Volume(Millions) 

Debit Cards 

696.11 851.68 928.32 9.0 22.3 

 
Value (Rupees Billion) 

(Rupees Billion) 
2,115.58 2,400.13 2,543.41 6.0 13.5 

12 Volume(Millions) 
Mobile 

Banking 

19.75 48.67 106.18 118.2 146.4 

 
Value (Rupees Billion) 

(Rupees Billion) 
188.62 524.83 1,612.17 207.2 178.3 

(Source: Report on Trend and Progress of Banking in India for the year ended June 30, 2017, RBI) 

 

Challenges in E-Banking: 

 The Trust Factor: Trust is the biggest hurdle to online banking for most of the customers. 

Conventional banking is preferred by customers because of lack of trust on the online 

security. They have a perception that online transaction is risky due to which frauds can take 

place. While using e-banking facilities lot of questions arises in the mind of customers such as: 

Did transaction go through? Did I press the transfer button once or twice? Trust is among the 

significant factors which influences the customer willingness to engage in transaction with 

web merchants. 

 Customer Awareness: Awareness among customers about the e-banking facilities and 

procedures is still at lower side in Indian scenario. Banks are not able to disseminate proper 

information about the use, benefits and facility of internet banking. Less awareness of new 

technologies and their benefits is among one of the most ranked barrier in the development 

of e-banking. 

 Privacy Risk: The risk of disclosing private information & fear of identity theft is one of the 

major factors that inhibit the customers while opting for internet banking services. Most of 

the customers believe that using online banking services make them vulnerable to identify 

theft. According to the study customers worry about their privacy and feel that bank may 

invade their privacy by utilizing their information for marketing and other purposes without 

the consent of customers. 

 Implementation of global technology: There is a need to have an adequate level of 

infrastructure and human capacity building before the developing countries can adopt global 

technology for their local requirements. In developing countries, many consumers either do 

not trust or do not access to the necessary infrastructure to be able to process e-payments.  

 Strengthening the public support: In developing countries, in the past, most e-finance 

initiatives have been the result of joint efforts between the private and public sectors. If the 

public sector does not have the necessary resources to implement the projects it is important 

that joint efforts between public and private sectors along with the multilateral agencies like 

the World Bank, be developed to enable public support for e-finance related initiatives.  

 Confidentiality, integrity and authentication: These three are the very important features of 

the banking sector and were very successfully managed all over the world before the coming 

of internet. Communication across an open and thus insecure channel such as the internet 

might not be the best base for bank-client relations as trust might partially be lost.  
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 Customer Satisfaction: In today‘s competitive world, satisfaction of customers is a major 

challenge for the banking sector because customers have alternative choices in various types 

of services provided by banks.  

 Availability of Personnel services: In present times, banks are to provide several services like 

social banking with financial possibilities, selective up gradation, computerization and 

innovative mechanization, better customer services, effective managerial culture, internal 

supervision and control, adequate profitability, strong organization culture etc. Therefore, 

banks must be able to provide complete personnel service to the customers who come with 

expectations.  

 Competition: The nationalized banks and commercial banks have the competition from 

foreign and new private sector banks. Competition in banking sector brings various challenges 

before the banks such as product positioning, innovative ideas and channels, new market 

trends, cross selling ad at managerial and organizational part this system needs to be manage, 

assets and contain risk. Banks are restricting their administrative folio by converting 

manpower into machine power i.e. banks are decreasing manual powers and getting maximum 

work done through machine power. Skilled and specialized man power is to be utilized and 

result oriented targeted staff will be appointed. 

 Handling Technology: Developing or acquiring the right technology, deploying it optimally 

and then leveraging it to the maximum extent is essential to achieve and maintain high 

service and efficiency standards while remaining cost effective and delivering sustainable 

return to shareholders. Early adopters of technology acquire significant competitive advances 

Managing technology is therefore, a key challenge for the Indian banking sector.  

 

Opportunities in E-Banking 

 Competitive Advantage: The benefit of adopting e-banking provides a competitive advantage 

to the banks over other players. The implementation of e-banking is beneficial for bank in 

many ways as it reduces cost of banks, improves customer relationship, increases the 

geographical reach of the bank, etc.,. The benefits of e-banking have become opportunities 

for the banks to manage their banking business in a better way. 

 Increasing Internet Users & Computer Literacy: To use internet banking it is very important 

or initial requirement that people should have knowledge about internet technology so that 

they can easily adopt the internet banking services. The fast increasing internet users in India 

can be a very big opportunity and banking industry should en cash this opportunity to attract 

more internet users to adopt internet banking services. The table shows evidence of 

increasing number of internet users in India. 

 Untapped Rural Markets: Contributing to 70% of the total population in India is a largely 

untapped market for banking sector. In all urban areas banking services entered but only few 

big villages have the banks entered. So that the banks must reach in remaining all villages 

because majority of Indian still living in rural areas.  

 Multiple Channels: Banks can offer so many channels to access their banking and other 

services such as ATM, Local branches, Telephone/mobile banking, video banking etc. to 

increase the banking business.  
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 Worthy Customer Service: Worthy customer services are the best brand ambassador for any 

bank for growing its business. Every engagement with customer is an opportunity to develop a 

customer faith in the bank. While increasing competition customer services has become the 

backbone for judging the performance of banks.  

 Internet Banking: It is clear that online finance will pick up and there will be increasing 

convergence in terms of product offerings banking services, share trading, insurance, loans, 

based on the data warehousing and data mining technologies. Anytime anywhere banking will 

become common and will have to upscale, such up scaling could include banks launching 

separate internet banking services apart from traditional banking services.  

 Indian Customers: The growing Indian banking sector with its strong home country linkages, 

seek a unique combination of Indian ethnicity and global standards that offers a valuable nice 

opportunities for Indian banks. The biggest opportunity for the Indian banking sector today is 

the Indian costumers. Demographic shifts in terms of income level and cultural shifts in terms 

of life style aspirations are changing the profile of the Indian customer. This is and will be a 

key driver of economic growth going forward. The Indian customers now seek to fulfill his 

lifestyle aspirations at a younger age with an optimal combination of equity and debt to 

finance consumption and asset creation. The consumer represents a market for a wide range 

of products and services he need a mortgage to finance his house, an auto loan for his car, a 

credit card for on-going purchases, a bank account, a long term investment plan to his 

children‘s higher education, pension plans for his retirement, a life insurance policy the 

possibilities are endless and this consumer does not live just in India‘s top ten cities.  

 

Conclusion 

 In the past few years, the Indian banking sector has completely transformed. Today banking is 

known as innovative banking. Information technology has given rise to new innovations in the 

product designing and their delivery in the banking and finance industries. Customer services and 

customer satisfaction are their prime work. Current banking sector has come up with a lot of 

initiatives that oriented to providing a better customer services with the help of new 

technologies. Banking through internet has emerged as a strategic resource for achieving higher 

efficiency, control of operations and reduction of cost by replacing paper based and labour 

intensive methods with automated processes thus leading to higher productivity and profitability. 

Financial innovation associated with technological change totally changed the banking philosophy 

and that is further tuned by the competition in the banking industry. Challenging business 

environment within the banking system create more innovation in the fields of product, process 

and market. The banks are facing many challenges and many opportunities are available with the 

banks. Many financial innovations like ATMs, credit cards, RTGS, debit cards, mobile banking etc. 

have completely changed the face of Indian banking. But still there is a need to have more 

innovative solutions so that the challenges can be solved and opportunities can be availed 

efficiently by the banks. 
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Abstract 

 The success of organizations comes from three 
essential qualities of employees: competence, 
commitment or engagement, and contribution. In 
other words, it is important to be aware that 
performance does not depend solely on the 
competence or cognitive skill of employees, but also 
on how employees respond emotionally to their 
work and organization. Thus, employee engagement 
is an important topic for management in the present 
context. The Objectives of the study is i)to examine 
dimensions of Employee Engagement (EE) ii) to 
examine dimensions of Organizational Citizenship 
Behaviour(OCB) iii) to analyse the relationship 
between EE and OCB iv)to study the impact of EE on 
OCB. 

 Methodology: Primary Data was collected from 150 
employees consisting of 50 from each of the Public, 
Private and Co-operative Bank through a structured 
questionnaire by adopting stratified random 
sampling technique. Cronbach Alpha test done for 
the questionnaire revealed a score .73, indicating 
the reliability of the questionnaire. To analyze and 
interpret the data the statistical tools used were 
percentages, weighted mean, and correlation and 
regression analysis. 
Key words: organizational citizenship behaviour, 
vigor, dedication and absorption, employee 
engagement. 

 

Introduction  

 In a knowledge-based economy, it is generally accepted that skilled employees are key assets 

and the loss of such employees would be unacceptable for most organizations. Attracting and 

retaining skilled employees is challenging because these workers usually have several other job 

options (Butler & Waldroop, 1999; Joo & McLean, 2006; Thomas, 2000). However, having 

employees with the requisite skills is not enough to help an organization achieve its goals. It is 

essential to manage these skilled employees so that they perform actively and successfully, and 

are engaged in their work and their organization. It is not sufficient that they just show up. They 

need to be functioning at the peak level of their potential (Cho & McLean, 2009; DAbate & Eddy, 

2007; Frank, Finnegan, & Taylor, 2004; Rothbard, 2001). Ulrich (2007). The success of 

organizations comes from three essential qualities of employees: competence, commitment or 

engagement, and contribution. In other words, it is important to be aware that performance does 

not depend solely on the competence or cognitive skill of employees, but also on how employees 

respond emotionally to their work and organization. Thus, employee engagement is an important 

topic for management and human resource development (HRD) because research has confirmed 

that highly-engaged employees are motivated less through monetary compensation or other 

extrinsic motivations, and more through intrinsic factors such as being treated fairly, being 

valued, and having opportunities for professional growth (Gebauer, Lowman, & Gordon, 2008; 

Lehmann, 2009; Tsui, Pearce, Porter, & Tripoli, 1997). Generally, employee engagement may be 
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defined as the positive psychological conditions that lead employees to invest themselves actively 

in their role and the organization. The positive impact of employee engagement can be found on 

the level of both the individual employee and the organization (Sanchez & McCauley, 2006; 

Welbourne, 2007). Highly-engaged employees are not only expected to work at a superior level, 

but also to actively apply themselves beyond formal job requirements. Several studies have 

confirmed that behavior that goes beyond formal job requirements can facilitate organizational 

performance through the impact on organizational contexts, organizational culture, and individual 

productivity (Farh, Zhong, & Organ, 2004; Podsakoff, MacKenzie, Paine, & Bachrach, 2000). Thus, 

the concept of work behavior that is beyond the requirement of job scope, or organizational 

citizenship behavior (OCB), of highly-engaged employees is a needed area for research. 

 
Problem Statement  

 Another possibly important related variable in the relationship between employee 

engagement and OCB is the influence of employee perceptions related to management practices, 

especially HRD practices within an organization. To date, very few empirical studies have 

explored how employee perceptions related to management practices within organizations may 

influence this relationship. Training opportunities and career growth opportunities have been 

cited as two of the most important factors influencing engagement level of employees in 

organizations (Gebauer et al., 2008; Truss et al., 2006). The purpose of this study is to explore 

the potential relationship between employee engagement and OCB.  

 

Objectives 

i) To examine factors of dimensions of Employee Engagement (EE) 

ii) To examine factors of dimensions of Organizational Citizenship Behaviour(OCB) 

iii) To examine the relationship between EE and OCB 

iv) To study the impact of EE on OCB 

 

Methodology 

 Primary Data was collected from employees belonging to Public, Private and Co-operative 

Bank through a structured questionnaire by adopting stratified random sampling technique. 

Cronbach Alpha test done for the questionnaire revealed a score .73, indicating the reliability of 

the questionnaire. To analyze and interpret the data the statistical tools used were percentages 

and weighted mean, correlation and regression analysis. 

 

Limitations 

i) The use of self-reported data is a limitation. The main drawback of self-reported data occurs 

when individuals provide socially desirable answers in order to increase their chance of 

looking good in other people (Barrick,Mount and Judge 2001 ; O Driscoll,Poerce and Coghlan 

,2006) 

ii) Although this study assured respondents of confidentiality, it is unlikely to have completely 

eliminated all aspects of social desirability in responses. 

iii) Several factors influencing the relationship between employee engagement and OCB, such as 

leadership and personality of employees, were not included in the study, which could also 

play an important role in this relationship. 
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Analysis and Interpretation 

Table No.1 Profile of the Respondents 

S.No Variables 
Public Banks 

( %) 
Private Banks 

(%) 
Co-Operative 

Banks (%) 

1 Gender    

 Male 69.5 59.0 72.0 

 Female 30.5 41.0 28.0 

2 Age    

 Below 30 yrs 16.0 11.0 12.7 

 30-35 yrs 24.0 22.0 21.3 

 35-40 yrs 16.5 26.5 20.7 

 40-45 yrs 23.0 28.5 25.5 

 Above 45 yrs 20.5 12.0 18.0 

3 Educational Qualification    

 H.Sc/Diploma 6.0 6.0 7.5 

 UG 36.5 24.0 29.5 

 PG 57.5 70.0 63.1 

4 Experience    

 Below 5 yrs 15.5 8.0 18.0 

 5-10 yrs 23.2 54.0 18.7 

 10-15 yrs 37.0 34.5 46.0 

 Above 15 yrs 27.0 3.5 17.3 

5 Monthly Income    

 Below Rs.20000 9.0 7.5 10.5 

 Rs.20000-Rs.40000 31.5 49.5 43.6 

 Rs.40000-Rs.60000 56.0 40.0 40.4 

 Above Rs.60000 3.5 3.0 5.5 

6 Designation    

 Senior level 8.0 0.5 5.3 

 Middle level 87.0 89.5 75.3 

 Junior level 5.0 10.0 27.3 

 
 With respect to all the three bank categories, majority of the respondents are post Graduate 

male belonging to the middle level management cadre. Majority of the respondents of both 

Private and Co-operative Banks are in the age group of 40-45 years, whereas majority of the 

respondents of Public Banks are in the age group of 30-35 years. As regards experience, majority 

of the respondents of Public and Co-operative Banks have experience of 10-15 years, whereas 

about 54% of respondents of Private Banks have 5-10 years of experience. Majority of the Public 

Bank employees (56%) draw a monthly salary of Rs.40,000- Rs.60,000 whereas ,majority of Private 

and Co-operative Bank employees draw a monthly salary of Rs.20,000 to Rs.40,000. 

  The three determinants of Employee are Vigor, Dedication and Absorption. They have been 

measured using 17 questions on a 5 point Likert scale of Always (5) Often (4), Sometimes (3) 

Rarely (2) and Never (1) based on which weighted mean seems have been calculated and 

presented in table 2,3 and 4 as shown below: 

 
  



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

60  MEASI INSTITUTE OF MANAGEMENT 

Table No. 2 Vigor/Physical - Weighted Mean 

S. 
No 

Statements Weighted Mean 

 
 

Public 
Banks 

Private 
Banks 

Co-
operative 

1 At work, I feel bursting with energy 4.04 3.99 4.31 

2 At my job, I feel strong and vigorous 4.25 4.01 4.34 

3 When I get up in the morning, I feel like going to work 3.67 3.49 3.97 

4 I can continue working for very long periods of time 4.13 3.38 4.01 

5 At my job, Iam very resilient, mentally 4.10 3.79 4.06 

6 At my work, I always persevere even when things don't go well 3.98 3.97 4.03 

 
 

4.02 3.77 4.12 

 From the above table it is inferred factor ‗vigor‘ is high for the Co-operative Banks employees 

since their weighted mean score is 4.12 followed by Public Banks employees (4.02) and lastly by 

Private Banks employees (3.77). The employees of Co- operative banks feel strong and vigorous 

(4.34) and always bursting with energy (4.31) at their job. They feel like going to work in the 

morning (3.97) and always persevere even when things don‘t go well (4.03). This goes to prove 

that the work environment in Co-operative Banks stimulate the ‗vigor‘ and energy of their 

employees more when compared to Public Banks or Private Banks. However Public Bank 

employees are able to work for longer hours (4.13) and are also more mentally resilient (4.10) 

when compared to Private and Co-operative bank employees. To conclude it can be stated that 

‗vigor‘ is more for Co-operative Bank employees followed by Public Banks and lastly Private 

Banks. 

 

Table No.3 Dedication/Emotional - Weighted Mean 

S.No Statements 
Public 
Banks 

Private 
Banks 

Co-operative 

1 I find the work that I do is full of meaning and purpose 4.44 4.21 3.96 

2 Iam enthusiastic about my job 4.50 4.32 3.99 

3 My job inspires me 4.54 4.32 4.07 

4 Iam proud of the work that I do 4.62 4.27 4.14 

5 To me, my job is challenging 4.34 4.10 4.15 

 

 

4.48 4.24 4.06 

 

 From the above table it is inferred that the weighted mean scores for all the three Banks are 

above 4.06 indicating strong level of dedication of employees of all the Banks. However 

‗dedication‘ is noticeably very high among employees of public banks (4.48), followed by private 

banks employees (4.24) and lastly by co-operative bank employees (4.06). The employees in the 

Public banks are proud of the work that they do (4.62), accepting that their jobs inspire 

them(4.54),makes them enthusiastic(4.50) and make them realize that the job they do is full of 

meaning and purpose (4.44). Thus as regards all the five measures of dedication, Public Bank 

employees have emerged as more dedicated than Private Banks and Co-operative Banks 

employees. 
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Table No.4 Absorption/Cognitive - Weighted Mean 

S.No Statements 
Public 

Banks 

Private 

Banks 
Co-operative 

1 Time flies when Iam working 4.26 3.87 4.19 

2 When Iam working I forget everything else around me 3.99 3.89 3.95 

3 I feel happy when Iam working intensely 4.46 4.09 4.03 

4 Iam immersed in my work 4.43 4.02 4.17 

5 I get carried away when Iam working 4.12 3.71 3.95 

6 It is difficult to detach myself from my job 4.05 3.76 3.92 

 
 

4.22 3.89 4.03 

 

 Overall ‗absorption‘ is found to be high among public banks employees, followed by Co-

operative Bank employees (4.03) and lastly by Private Bank employees (3.89). The employees of 

public banks feel happy when they work intensely (4.46) and are carried away in their work (4.12) 

and immersed (4.43) in their work. They also admit that time flies when they work (4.26) making 

it difficult for them to detach themselves from their work (4.05). Thus as regards all the six 

measures of ‗absorption‘ as depicted in the above table , the weighted mean scores for Public 

Bank employees are the highest of 3.99 to 4.46 indicating high level of their absorption, when 

compared to employees of Private Banks or Co-operative Banks. 

Table No.5 Organizational Citizenship Behaviour (OCB) -Weighted Mean 

S.No Statements 
Public 

Banks 

Private 

Banks 

Co-

operative 

1 I adjust my work schedule to accommodate other employees requests for time off 3.99 3.89 4.03 

2 I give up my time to help others who have work or non-work problems 3.79 3.97 3.85 

3 I assist others with their duties 4.12 4.12 4.01 

4 I offer ideas to improve the functioning of the organisation 4.16 4.18 3.91 

5 I take action to protect the organisation from potential problems 4.12 4.21 4.05 

6 I defend the organization when other employees criticize it 4.29 4.32 4.33 

 
 

4.07 4.11 4.03 

  

 The employees of Private Banks have expressed strong agreement as regards four of the six 

measures, relating to helping others with work or non work problems, offering ideas for 

improvement and functioning of the organisation and also taking action to protect the 

organisation for potential problems. However the employees of Co-operative Banks have 

expressed strong agreement than the other two banks employees with respect to defending their 

organisation when others criticizes and also adjusting their work schedules to help co-workers 

respects for time off . thus based on the overall weighted mean score it can be concluded that 

organizational citizenship behaviour is found to be high among the employees of Private Banks 

(4.11), followed by Public Banks (4.11) and finally by Co-operative Bank employees (4.03).  

 Having examined the OCB and the three determinants of EE viz, ‗vigor‘ ,‘dedication‘ and 

‗absorption‘ , independently it is now proposed to establish existence of relationship between 

employee engagement and organizational citizenship behaviour through correlation analysis , the 

results of which are depicted in the table below: 
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Table No: 6 Employee Engagement and Organizational  

Citizenship Behaviour - Correlation Analysis 

 The table depicts that all the three 

determinants of Employee Engagement 

are positively and significantly 

correlated to Organizational 

Citizenship Behaviour at 1% level of 

significance. The strongest relationship 

exists between ‗OCB‘ and ‗Absorption‘ (0.349). When the employees are happily immersed in 

their job, they forget everything else around them and find it difficult to detach themselves from 

their job. This result in them being close to colleagues helping them in times of distress, thus 

contributing to ‗OCB‘. 

 Considering OCB and ‗Dedication‘ correlation value is the second highest at 0.347. When the 

employees find their work to be full of meaning and purpose, inspiring them to enjoy challenging 

tasks, they feel useful and optimistic about the future with improved clarity of thinking enabling 

them to deal with problems easily. Therefore employees tend to exhibit strong OCB. With regard 

to ‗OCB‘ and ‗vigor‘ (0.132), the employees burst out with energy vigor being able to continue 

working for long periods of time, thereby being to apply themselves beyond formal job 

requirements. 

 To conclude the strongest relationship exists between ‗absorption‘ and ‗OCB‘ (0.349) followed 

by ‗dedication‘ and ‗OCB‘ (0.347) and finally by ‗‘vigor ‗and ‗OCB‘ (0.132) 

 The next part of analysis aims at identifying the determinant of EE which has the strongest 

impact on OCB through Regression Analysis. 

 Dependent Variable:  Organizational Citizenship Behaviour 

 Independent Variable:  Vigor/Physical(X1) 

 (Factors of Employee Dedication/Emotional (X2) 

 Engagement)  Absorption/Cognitive (X3) 

 Multiple R value: 0.405 

 R Square value: 0.164 

 F value: 35.710 

 P value: <0.001** 

Table No.7 Employee Engagement and Organizational Citizenship Behaviour 

Variables 
Unstandardized 

Coefficients 
SE of 

B 
Standardized 
Coefficients 

t 
value 

P value 

(Constant) 14.792 1.093  13.537 <0.000** 

X1 0.001 0.037 0.001 0.033 0.974 

X2 0.454 0.164 0.234 5.214 <0.000** 

X3 0.652 0.207 0.238 5.229 <0.000** 

Note: ** Denotes significance at 1% level 

 The multiple correlation co-efficient is 0.405 and it measures the degree of relationship 

between the actual values and the predicted values of employee engagement. The predicted 

values are obtained as a linear combination of ‗vigor‗(X1),‘dedication‘ (X2),‘absorption‘(X3) . The 

co efficient value of 0.525 indicates that the relationship between adjustments and the three 

independent variables is quite strong and positive. 

S.No Factors r value 

1 OCB and Vigor 0.132** 

2 OCB and Dedication 0.347** 

3 OCB and Absorption 0.349** 

** Correlation is significant at the 0.01 level (2-tailed) 
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 The coefficient of determination, R square, measures the goodness of fit of the estimated 

sample regression plane (SRP) in terms of the proportion of the variation in the dependent 

variables explained by the fitted sample regression equation. If the value of R square is 0.164 it 

simply means that 16.4% of the variation in employee engagement is explained by the estimated 

SRP that uses the three independent variables and R square value is significant at 1% level. 

The multiple regression equation is  

   Y = 14.792 + 0.001 X1 + 0.454 X2 + 0.652 X3  

 Here the coefficient of X1 is 0.001 and it represents the partial effect of ‗vigor‘ on employee 

engagement holding the other variables as constant. The estimated positive sign implies that such 

effect is positive and that ‗organizational citizenship behaviour ‗score would increase by 0.001 for 

every unit increase in all the three factors. The co efficient of X2 is 0.454 and it represents the 

actual partial effect of ‗dedication‘ on ‗organizational citizenship behaviour‘ holding the other 

variables as constant. The estimated positive sign implies that such effect is positive and that 

‗organizational citizenship behaviour‘ score would increase by 0.454 for every unit increase in 

‗dedication‘ and this co efficient value is significant at 1% level. The co efficient of X3 is 0.652 and 

it represents the actual partial effect of ‗absorption‘ on ‗organizational citizenship behaviour‘ 

holding the other variables as constant. The estimated positive sign implies that such effect is 

positive and that ‗organizational citizenship behaviour‘ score would increase by 0.652 for every 

unit increase in ‗absorption‘ and this co efficient value is significant at 1% level. Thus based on 

the standardized coefficients, ‗absorption‘ (0.652) is the most important factor ‗dedication‘  

(-0.454) and lastly ‘vigor‘ (0.001). 

Conclusion 

 The major purpose of this study was to examine the relationship between employee 

engagement and OCB in three Banks categories. The results showed that employees of Co-

operative Banks exhibit more ‗vigor‘ and employees of Public Banks exhibits more ‗dedication‘ 

and ‗absorption‘. Thus the employees of Public Banks are more engaged than other banks 

employees. Employees of Private Banks exhibit stronger OCB than other bank employees. On 

examining the EE and OCB it has been established that strong positive relationship exists between 

‗absorption‘ and OCB followed by ‗dedication‘ and ―OCB‘ and lastly ‗vigor‘ and OCB. 
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Abstract 

 
Innovation leads to a process of change in 
organization and its market offering. Innovation is 
one of the way by which the companies can grow 
their brands. Innovation will be a key driver to re-
ignite growth in the FMCG Sector, which has seen a 
slowdown in the last three years according to 
Industry Experts.One of the driver of growth for the 
Industry in the next 5 to 10 years is Innovation. In 
the last three years where the Industry has seen 
recessionary growth trend, it coincided with a 
period where we had deflationary trend in the 
market. At this time innovation should have been 
the key weapon that Marketing Strategists use to 
win customers and markets, through the 

development of sustainable competitive advantage, 
to create customer- oriented innovation. This 
article explain how we can make innovation a key 
business process and outlines the different 
approaches. This study addresses the nature of 
innovation, types of innovation process and 
Guidelines of Marketing innovation which serves 
different objectives as per needs of the organization 
and Customer. 
Key words: Innovation, FMCG, Marketing Strategy, 
Customer, Market  

Track: Innovative Practices of Marketing 

 
Introduction 

FMCG an overview 

 FMCG products are those product which have short life span which are used for short time and 

are replaced within days, week, month, or within a year. Since FMCG products are replaced 

rapidlyso they are having high market demand. They operate at a lower margin. Some of the 

FMCG products are such as soaps, detergents, shampoo, tooth paste, shaving products, shoe 

polish, package foodstuff, and household accessories etc. FMCG sector is a vital contributor to 

India‘s Gross Domestic Product. (Srivastava 2013). It has been contributing to the demand of 

lower and middle income groups of India. The Indian FMCG Companies are now busy in 

formulating new competitive strategies. A major portion of monthly budget allocated on these 

Products. The Industry are constantly extending and developing new product to enhance 

Consumer‘s experience. Major players in FMCG Industries are HUL, ITC, NESTLE INDIA, DABUR and 

P&G. The major FMCG segment are Personal care, Food & Beverage, household care, tobacco and 

oral care. Food segments is the leading segment in FMCG Sector. Taste and preference of 

customers are changing rapidly. So the companies are adopting Innovative process in response to 

technological development to match current customers requirement so there is a huge 

opportunities in the sector. 
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Nature of Innovation  

 Innovation leads to a process of change in organizations and its market offerings, and is a Key 

weapon that marketing strategists use to win customers and markets, through the development of 

sustainable competitive advantage. In the words of Peter F Drucker (1954) ‗there is only one valid 

definition of business purpose: to create a customer‘ and ‗the business enterprise has two and 

only two basic functions: marketing and innovation‘. Innovations use assets and competencies 

(skill and knowledge in both technical systems and management Systems) of the organization 

along with innovation processes to bring about new or different market offerings, which when 

successful in the market bring in immense value to the firm. 

 Innovations also lead to the creation of assets called intellectual property; intellectual 

property rights called IPRs include copyrights, patents, trademarks, trade secrets and industrial 

designs. An ongoing innovation advantage is possible if the organization focus is to build 

organizational Capabilities along with the co-creation of value with the customer, with adequate 

adaptations to 

 Mindsets, skills, behaviors and decision structures in an environment of global resources, 

Flexible, efficient, resilient business processes and focused analytics (Praha lad and Krishnan, 

2009). The world renowned Gillette razor blade firm has studied the Indian consumer for his 

shaving habits and procedures and innovated the Gillette Guard which directly competes to 

substitute the traditional knife or double edged razor blade 

Aim and Objective 

1. To study the importance of innovation in marketing. 

2. To determine the impact of Innovation in marketing of FMCG products. 

Scope for research 

 This research work has a wider scope for innovation is a continuous process and this research 

have the following scope- 

 To understand the need for innovation. 

 To identify the Nature of Innovation. 

 To understand the new method of innovation. 

Research Methodology 

 This study is based on secondary data. The study is conceptual and exploratory in nature.  

This study explored the need of innovation in marketing of FMCG products and explains.  

The conceptual framework of innovation, types, factors influencing and its importance in 

marketing and FMCG sector. Secondary data is used from different research works for 

understanding the innovative marketing concept and its necessity in current globalized scenario. 

Conceptual framework 

Innovation 

 According to the Government of India, National Knowledge Commission innovation is defined 

as a process by which varying degrees of measurable value enhancement is planned and achieved 

in any commercial activity. Innovation is a broad concept which is not limited up to launching new 

products, but it also includes the integration of marketing and technology knowing customer and 

providing them knowledge for purchasing a product and enhancing the customer‘s overall 

experience. There are different types of Innovation which serves different objective as per need 

of the Organization such as- 
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A. Incremental innovation: Small changes in existing products and services via improvements in 

technology or changes to the business model. 

B. Breakthrough innovation or Radical innovation: Technological knowledge required to exploit. 

It usually originates from R&D or Other forms of formal creative activity. At the individual level 

(Kotler et.al, 2013) the consumer adoption processis usuallypostulated to pass through five 

different stages of awareness, interest, evaluation, trial andadoption. 

 

Factors influencing rate of adoption would be  

i) relative advantage that the innovationenjoys to existing comparable products or substitutes, 

ii) compatibility which is the match withthe values and experiences of individuals posited to buy 

the innovative product, 

iii) Complexityor the degree with which the innovation is relatively difficult or easy to use 

iv) Divisibility orthe ease of trial of the innovation 

v) Communicability or the ease with which the innovation isunderstandable and describable to 

others 

vi) Cost 

vii) Scientific credibility 

viii) Social approval. 

 

Marketing Innovation 

 Marketing innovation is the application of new method of marketing involving a significant 

change in product price, product place, promotion and product design. It aims at better customer 

need satisfaction, capturing new market, positioning product in market and customer‘s mind by 

increasing sales. A firm can use innovative marketing for new as well as existing product. 

Innovative marketing is the new method or strategy adopted by a firm for its product which is not 

previously used. FMCG brands design, test, use USP, launch new product to gain customer 

intention. FMCG brands focuses on innovation as means of promoting their product. FMCG 

companies generally use penetration marketing to capture market. Innovative marketing is the 

new method or strategy adopted by a firm for its product which is not previously used. 

Innovation mainly require 4 Guidelines 

1.  An identified need 

2.  Competent people 

3.  Suitable technology 

4.  Financial support. 

 However, before undergoing innovation process it is necessary to identify the need of 

Customers and competent people using required technology along with financial support or R &D 

purpose. Organizational innovation is linked with organizational goal, business Planning and 

market competitive strategy. 

Review of Literature 

 According to Drucker, organization has only two basic functions-Marketing and Innovation for 

the success of a product. It is necessary to sustain in the market and increase its Customer base 

and it is only possible through continuous innovation. A lot of studies are already done in the area 

for knowing the importance of innovation and its need in the current market scenario. 
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 Haussler et al. (2006) focused the study on relevancy of innovation in marketing science.  

They integrated areas of research on innovation in terms of marketing science a revealed from 

the study that innovation should be continuously improved for better Performance of 

organization. Mohr &Sarin (2008) studied Drucker insight on market orientation and innovation 

and found that it was explored in respect of high-techcompanies: developing and implementing a 

marketing orientation through breakthrough Innovation 

 Sharma (2013) studied Marketing strategy at different stages of PLC and revealed that sustain 

product in market. Krishnan (2012) focused his studies on innovation strategies and tried to 

understand role of innovation for Indian market leaders and found that it focuses on affordability 

for business model innovation and they also need new organization process model for 

breakthrough innovation. Dixit (2011) studied competitive and innovative strategy focused on 

rural India and found that companies can tap rural market since there is a huge prospects for 

marketers and it is all about creating awareness and promoting culture. 

 According to Srinivasu (2014) prices across retail format to retail format differs and retail 

sector should work on local basis rather then national so that product and price discrimination can 

be made and FMCG companies can overcome intense competition with the innovative promotional 

efforts, competitive strategy brands which are able toposition themselves and increase sales. 

Hussain et al. (2012) studied impact of innovation in FMCG in respect of loyalty and satisfaction 

and found that there is a direct relationship of innovation with customer satisfaction, loyalty, 

quality, perception, pricing so marketerscan work on these things by innovating them and can 

increase purchase rate and gain market share. 

 Chris and Paul (2010) studied product innovation in FMCG for developing understanding of 

product innovation as a whole .It was focused on development of packaging into innovation 

process and it was revealed from the study that product development in marketing is largely 

market driven and basically focused on the development of core product. Anchlia & Motwani 

(2012) focused their studies on Innovation mix and revealed from the study that for innovation 

focus should be on opportunities, problem, clear understanding of issues. This will help in 

innovating in small ways. Gopal &George (2014) studied the packaging in FMCG sector which act 

as a Competitive tool and have a wide scope of innovation for gaining customers. 

 Malmarugan (2008) studied ethics as an innovative approach and found that companies are 

using code of ethics and including it in their culture. They are also using it as a commercial 

practice in their business planning. 

Research Limitation 

1.  Firstly the analysis was done on the basis of earlier research work on marketing innovation in 

FMCG Sector. 

2.  Secondary the direct opinion of customers and marketers of the FMCG Companies is not 

collected and evaluated for deriving conclusion, the study being Conceptual in nature 

Conclusion 

 The challenge for FMCG industry is to tap new customers and retain them, for this purpose it 

is necessary to make pace with technological change and to satisfy the changing tastes and 

preference of customers. .Companies should offer the product with affordable cost, 

newpackaging, and design. Innovation process should be continuous and it should cater to local 

needs rather than global Innovation varies at different stages of Product life cycle so the 

marketers should have a clear understanding of issues andproblem regarding a brand. 
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Abstract 

 Technology is the key aspect driving India 
Today! A slew of aggressive measures by the Indian 
Government including Aadhaar and demonetization, 
aimed at achieving a digital economy, have 
necessitated many innovations, especially in the 
Indian Financial Services sector. One of the most 
striking among these in recent times is the 
emergence of Financial Technology (Fintech) 
companies. These companies make creative and 
intensive use of technology to bring about 
effectiveness and efficiency in the sector. Their 
objective is to use technological tools for a 
seamlessly innovative approach to financial services 
for the banked and unbanked population. They 

operate in important verticals namely Merchant 
services including payments, banking and insurance; 
Personal Finance covering retail lending, tax 
consultancy and financial planning and Consumer 
Payments like Mobile wallets and e-commerce. This 
research paper aims to highlight the Retail Lending 
services of Fintech companies and analyse their 
impact on Personal Finance. The paper provides a 
deep understanding of their innovative practices 
and also analyses the opportunities and problems 
they face. A comparative analysis of Fintech lending 
and traditional lending is also made in this paper. 
Key words: Fintech companies, Online Retail 
lending, Lending innovations, Personal Finance  

 
Introduction 

 The importance of digitalization has grown manifold across all sectors. However, one of the 

pioneers in the adoption of technology has been the financial services industry. Innovative 

technological advancements have changed the way finance is perceived. The most recent 

innovation in the Financial Services sector in India has been the emergence of Financial 

Technology companies, commonly known as Fintech companies. Fintech is an industry consisting 

of companies that use technology to offer financial services. India has tremendous scope to 

emerge as a Fintech hub in the international arena due to huge market of underserved or 

unserved customers, increasing usage of mobile and a large talent pool in technology.  

Structure of Fintech Companies in India 

A significant vertical is the Digital lending 

space to retail customers. Fintech companies can 

play a significant role in making Lending more 

accessible. Digital lending companies focus on 

providing flexible financing options to individuals. 

Technology helps them in coming out with creative 

financial products and convenience, thereby 

enhancing customer satisfaction.  

Objectives 

 This research paper focuses on the Lending 

services provided by the Indian Fintech companies in the Personal Finance vertical. The main 

objectives of the paper are: 
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 To analyse the innovative business practices adopted by the Indian Fintech companies in 

lending services. 

 To analyse the opportunities and challenges they face. 

 To make a comparative analysis of Fintech lending and traditional lending in India. 

 
Scope and Need 

 The Fintech industry in India has made tremendous progress since 2014. Investments into the 

industry were at $1.77 billion between 2014 and 2015 through 158 deals with an average deal size 

of $9.82 million. By 2020, the Indian Fintech market is expected to reach $2.4 billion. Researches 

have been carried out by KPMG, CRISIL, MAPE and the like, about the opportunities for Fintech 

companies in India. As at the end of the financial year 2016-17, 43% of bank accounts remained 

dormant in India. The penetration of Internet services in India is expected to cover 806 million 

users by the year 2020 from 156 million in 2012, a whopping 59% of the Indian population. The 

projected number of smartphone users is 1063 million in 2020 from a mere 865 million in 2012. 

These have been driving factors for the growth of Fintech companies.  

 Fintech Lending has been identified as a business with tremendous potential for growth. 

Research indicates that the opportunity size of Fintech lending services has grown from Rs. 205 

crores in 2014 to a projected Rs. 2837 crores in 2020, a Compounded Annual Growth Rate (CAGR) 

of an impressive 49%. The funding in the sector has been more than $69 million USD since 2014, 

enabling large-scale innovation in technology and processes. Fintech companies accounted for 

nearly 40% of the total lending that has happened in 2016-17. Considering the above prospects, 

there arises a need to analyse Fintech lending companies further in terms of the degree of 

innovation, opportunities, challenges and feasibility compared to traditional lending methods. 

 

Research Methodology 

 This research paper is a purely descriptive study undertaken with secondary data of 13 active 

Indian Fintech companies in the consumer credit space. The data from research papers conducted 

by leading financial firms and the websites of the individual Fintech companies were used for the 

study. An important factor to be noted is that Fintech companies are relatively new entrants and 

are not yet listed on bourses. Therefore extensive financial and business data are not available in 

the public domain. Hence, the research paper has attempted to achieve the objectives based on 

the analysis of the available information and the opinions and judgements of important 

stakeholders.  

 

Analysis  

 The analysis undertaken in this study can be segregated into three parts. The first objective is 

to bring out the innovative practices adopted by the Fintech lending companies. For this purpose, 

their business products and services have been studied and four important criteria identified as 

the basis of innovation.  

 Cost: Fintech companies that have used innovative practices to reduce the ultimate 

transaction cost to the customer not only in terms of interest or service charges but also the 

processing convenience, time spent etc. have been placed under this criterion of innovation. 
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 Marketplace: The companies that use their technology to provide a virtual marketplace for 

customers to compare various offerings and decide upon a product, are placed under this 

criterion. 

 Newer markets: The customers, such as first time borrowers, salaried class etc. hitherto 

untapped by traditional lending institutions, have been served by Fintech companies placed 

under this criterion. 

 Process Enabler: Fintech companies that have completely eased the process of lending are 

positioned under this criterion of innovation. 

Innovative Practices adopted by Fintech companies in consumer lending 

    
Cost Reduction Marketplace New Markets Process Enabler 

    

Online platform to 
compare Consumer loans, 
Debit and credit cards, 
Insurance and Investments 
of various institutions 

Personal Loans at 
low interest rates 

Uses data and machine 
learning to reassess the 
creditworthiness of 
borrowers for the 
disbursal of small ticket 
loans with small tenures. 

Credit scores assigned to 
new-to-credit and thin file 
customers, through 
leveraging non-traditional 
data sources including 
behavioral, social 
networks and 
transactional data points. 

    
A payment solution 
providing short term 
Credit and Pay after 
delivery options for online 
purchases. Discounted 
Bulk purchases encouraged 
during the credit period. 

Providing easy 
access to a wide 
range of credit cards 
& loan products. 

Providing affordable, 
flexible, hassle free loans 
even for customers with 
no credit history for all 
online purchases. 

Complete credit life cycle 
management services that 
enable customers to 
monitor and manage their 
credit performance 
through advanced data 
analytics 

    
Cost Reduction Marketplace New Markets Process Enabler 

 

 

  
One stop Personal Finance 
platform for Indian 
consumers through tieups 
with major financial 
institutions for Personal 
loans, Credit cards, Home 
loans, Car loans and 
Business loans 

 

EMI free loans, Personal 
Loans, Personal 
Overdrafts and special 
purpose loans for 
wedding, premium bikes, 
holiday plans etc. for 
salaried class at simple 
interest calculation. 

Providing information on 
the credit scores of 
customers and thereby 
enhancing their credit 
potential 
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Instalment credit for 
online purchases without 
bank account or credit 
card and credit scoring for 
clients using AI and Mobile 
technology 

 

  

 

 

  

Loans given especially to 
tide over the month-end 
cash crunch of the 
consumers using their 
Mobile application. 

 

 

 The second part of the analysis is to bring out the opportunities and challenges that Indian 

Fintech lending companies face. A SWOT analysis and Porter‘s 5 forces model analysis has been 

carried out for this purpose.  

 
SWOT Analysis 

Strengths 

 Innovative offerings  

 USD 69 million funding  

 Around 40% of lending transactions through 
Fintech companies 

 Very low operating costs 

 Partnership with Financial institutions and  
e-commerce portals 

 Workforce with an average age of about 29 years 

Weakness 

 Low mobile penetration  

 Psychological barriers for online 
financial transactions 

 Lack of proper regulatory control 

 Need for higher capital requirements 
for advance technology 

  

 
Opportunities 

 Expected growth of market opportunity size 
from Rs. 205 crores in 2014 to Rs. 2837 crores in 
2020.  

 An expected Compounded Annual Growth Rate 
(CAGR) of 49% 

 Collaboration, as against competition, with 
financial institutions  

 Enhanced employment generation 

 Untapped rural market and unorganized lending 
sector 

 Growing Internet and Smartphone user base 

 Increasing awareness. 

 
Threats 

 Competition 

 Regulatory concerns 

 Banks‘ gearing up exercise to enhance 
their technology for financial lending 

 Possibility of acquisition by large 
banks 

 Security and Privacy breach 

 Risk of fraud  
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Porter’s 5 forces model analysis 

 
 

 The third part of the analysis is to compare Traditional lending by banks and financial 

institutions and Fintech lending. Few important parameters that serve as differentiators have 

been studied and their advantage position analysed.  

 

Parameter 
Advantage position of Traditional 

Lenders 
Advantage position of Fintech lenders 

Use of 
Technology 

Only a handful of banks led by private 
sector players like ICICI, HDFC and 
Axis banks have a higher advantage 

Highly advantageous position with adequate 
capital inflow and tech-savvy workforce 

Customer 
penetration 

Low as only borrowers with a 
favourable credit history are served 

High as they use innovative methods and data 
points to serve even first time borrowers 

Convenience 
Relatively lower with the customers 
making multiple trips to banks for 
personal scrutiny of documents 

Very high as they offer online verification 
platforms to upload required documents 

Processing 
Time 

Major disadvantage as the time taken 
is 7 to 25 days 

Very high as approvals take only few minutes in 
most cases 

Credit 
worthiness 
check 

Low as only traditional methods of 
verifying such as past credit records, 
pay slips etc. are used 

Very high as highly innovative digital methods 
using behavioural, social media and transactional 
analysis are used to serve even first time 
borrowers 

 

Results and Discussion 

 The analysis of the degree of innovation by Fintech lending companies reveals that a very high 

degree of creativity has been adopted not only in the product or service offered but also in 

 

 

 

Competitive 

Rivalry 

 

 

 

 

Threat of 

New Entry 

 

 

Threat of 

Substitutes 

 

 

Buyer Power 

 

 

Supplier Power 

Threat of new entrants – 

High as market is 

attractive; entry barriers 

are relatively lower thereby 

margins may fall. 

Bargaining power of 

buyers –Low but rising as 

the customers find more 

online platforms for their 

borrowing needs. 

Threat of substitutes – 

High as the ever 

advancing technology may 

open up various other 

platforms for lending. 

Bargaining Power of 

Suppliers – Medium. 
Banks and ecommerce 

companies have other 

competitors to partner with  

Rivalry among existing 

competitors – High as 

banks are enhancing 

technology to target 

untapped market and 

enable hassle-free lending. 
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terms of the process of lending. Some of the companies have also earned international 

acclaim for their innovative practices. For instance, Finomena is the only Fintech Company 

from India to have made it to ―International Innovator of the Year award‖ by LendIt USA 2017, 

the world‘s largest show in lending and Fintech. Products such as Premium bike loans, month 

end loans, credit rating using even social media behavior etc. of some companies are 

revolutionary in nature. The banks are finding it extremely difficult to scale up to Fintech 

companies in terms of product and process innovations. The analysis clearly reveals that 

under the current circumstances, Fintech companies may eat into the retail lending market of 

both public and private sector banks in few years.  

 The SWOT analysis and Porter‘s five forces model analysis reveal that there is tremendous 

opportunity for Indian Fintech companies in the lending space. The expected growth rate of 

the online lending business, mobile and internet penetration and possibility of increased 

funding by international venture capitalists are extremely favourable to the industry. The 

innovative use of technology has been the biggest driver of demand in Fintech lending. 

However, lack of required infrastructure, especially in semi-urban and rural areas combined 

with improper regulatory control are the weaknesses. Given the size of banks and the 

financial support they get from the government, there is always a threat of acquisition of 

Fintech companies by large banks in the long run.  

 A comparative analysis of traditional lending and Fintech lending clearly brings out the huge 

gaps in factors such as convenience, processing time as well as customer penetration. Many of 

the borrowers are induced to take up Fintech lending attracted by easy document 

verification, very less or no charges and credit rating methodologies. 

 

Conclusion 

 The Fintech lending industry has been revolutionary as it has brought lenders and borrowers 

together online. The industry not only offers loans for borrowers but also provides an investment 

opportunity for lenders at a reasonable charge and a significant return. A number of products, 

hitherto unheard of, such as credit scores for customers, credit life cycle management, bridge 

loans just before salary dates, special purpose loans etc. coupled with innovative processes such 

as easy online comparison of various banking products, non-traditional methods of assessing credit 

worthiness of customers etc. have been great enablers in the Financial Retail lending industry. In 

the wake of competition and threat from banks to this industry, a collaborative approach could be 

the key solution. Thus Fintech lending companies in India look like being here to stay and make 

big strides in the consumer lending segment.  
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Abstract 

 Online transactions are set to a record growth 
in the years to come. The digital initiative of the 
government and introduction of affordable smart 
phones in the market is surging the number of 
internet users in India. The penetration of internet 
to the rural masses is also predicted. All these are 
good news for online businesses which is witnessinga 
steadygrowth trajectory. Even as India is hailed as a 
young nation whose youth fuel the growth of this 
market, it is imperative to take note of the segment 
of the population that is slowly rising to occupy a 
significant percentage of the population. The 

elderly segment of the population need to be 
focussed on not only because it is required of by the 
society but also because they can soon turn out to 
be a potential lucrative consumer base for the 
online businesses in our country. This paper looks 
into the perception of the elderly consumers 
towards online shopping and the limiting factors 
that inhibit them from shopping online and suggest 
measures to motivate the elderly to become online 
customers. 
Key Words- online shopping, elderly consumers, 
factors, prospects 

 

Introduction 

 E commerce is India is poised to an explosive growth and is increasing at a rapid rate. Internet 

has made a deep impact in the attitudes and behavioural patterns of consumers across the world. 

Online shopping is shopping over the internet. Ever since its introduction in India in2009,online 

shopping has caught on as a key activity of the internet users. With over 460 million internet 

users, India is ranked second nextonly toChina. Further, the digital initiative of the government 

coupled with entry of affordable smart phones are bound to impact positively the inclusion of the 

rural population in the online shopping market. India‘s Internet economy contributes to India‘s 

economic growth. In 2013, it accounted for 3.2% of the country‘s GDP, and that is likely to 

increase to more than 5% by 2020, according to a report by the Boston Consulting Group (BCG) 

and IAMA. By 2020, the Indian e-commerce industry is expected to reach approximately 35 billion 

dollars, with around 200 million individuals transacting online, which is more than a quarter of the 

700 and odd million Indians who will have access to the Internet by then. Online shopping is 

propelled by the tech savvy young generation who constitute roughly 30% of the population of 

India. But it is important at this juncture to take note of the phenomenon of population ageing 

that is manifesting in Indian population too.According to Census 2011 the elderly- people aged 60 

and above-constituted 8.6% of the total population and it is estimated that by 2050 they would 

constitute around 20% of the population. Roughly 10 crore of the population is a huge market 

opportunity for e commerce. With a likely hood of large number of elderly to add to the 

population who are internet users and retirees and with huge expendable resources make this 

segment of the population difficult to ignore. It is pertinent that the perception of the elderly 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 77 

towards online shopping be studied to serve the purpose of not only the e commerce industry but 

also the needs of the elderly.  

 
Review of Literature 

 This segment of online shopping has just opened up though it is a market worth investing as it 

bound to be on the growth trajectory. Therefore there are not many studies on online shopping by 

elderly consumers particularly in India. There are however, certain literature reviews in the 

context of consumer‘s perception. Benedict et al (2001)studied the perceptions toward online 

shopping and intention to shop online. It revealed that they are notonly affected by ease of use, 

usefulness, and enjoyment, but also by exogenous factors like consumer traits, situational factors, 

product characteristics, previous online shopping experiences, and trust in online shopping. 

 Soonyong Bae, Taesik Lee (2010) studied the effect of online consumer reviews on consumers 

purchase intention. They also studied if there are gender differences in responding to online 

consumer reviews. The results show that the effect of online consumer reviews on purchase 

intention is stronger for females than males and that that femaleconsumers are influencedmore 

by a negative review more than by a positive review.  

 Kanwal Gurleen (2012) investigated on the understanding of demographic profiles of adopters 

and non-adopters of online shopping. The study has been conducted in 3 cities of Punjab, a 

sample of 400 urban respondents were selected from the Jalandhar, Ludhiana and Amritsar. The 

study also analysed the various reasons for adoption and non-adoption of online shopping.   

Jiunn-Woei Lian and David C. Yen (2013) studied why consumers avoid shopping on line. They also 

analysed that there exists considerabledifferences in usage, value, tradition, and image barriers 

between adopters and non-adopters toward buying experience goods online. Dagmar Lesakova 

(2016) researched to determine the behaviour and satisfaction of older customers especially their 

food procurement methods and proposed measures to retail managers to better meet the 

expectations of the older people.  

Objective of the study  

1) To study the perception of the elderly towards online shopping  

2) To study the factors that limit the elderly from doing online shopping  

Research methodology  

 The research is based upon both primary and secondary data . The primary data was collected 

through a questionnaire designed exclusively for the study from 50 elderly respondents in Chennai 

city.This study uses five point Likert scale to measure each variable ranging from strongly 

disagree coded as 1 to strongly agree coded as 5. The perception of elders and the factors limiting 

the elderly from buying online is sought to be studied through analysis of the responses of elderly 

consumers to the structured questionnaire. Secondary data was taken from research papers, 

Journals, magazines and websites. 

Analysis 

 Out of the 50 respondents 17 confirmed to do online shopping and 34 denied to have done 

shopping online. 

Inference 

 From the above it is inferred, only few 

elders do shopping online. Efforts need to be 

taken to educate and encourage the elders to 

Particulars No. of Respondents Percentage 

Yes 17 34 

No 33 66 
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reap the benefits of online shopping experience. 

A) To study the perception of elderly respondents towards online shopping seven statements 

were made and the elderly respondents were asked to mark on the five point scale . 

 To the statement it is easy to buy online the elderly respondents who did shopping online 

agreed as is evident by the weighted average score of 3.2. 

 The factor of convenience of online shopping received the weighted average score of 3.2 

indicating the positive response of the elderly respondents who did shopping online. 

 To the time saving factor of online shopping the elderly respondents agreed as isevident from 

the weighted average score of 2.1. 

 The factor of choice of products available online tilted to a neutral response with a weighted 

average score of 1.6. 

 The elderly respondents agreed to the view that the products available online was cheaper as 

is evident by the weighted average score of 1.4 

 To the statement that it is relaxing to buy online the elderly respondents agreed as is evident 

by the weighted average score of 1.4. 

 To the factor of safety in buying online the response was neutral as is evident by the weighted 

average score of 1.8. 

Inference 

 It is inferred from the above responses of the elderly consumers who did online shopping, that 

they found it easy and convenient way to shop given the advantage of shopping from their own 

homes without having to go through the hassle of travelling to a shop. The time factor was 

acknowledged by the elderly and some of them also find it relaxing to do online shopping. But the 

elderly respondents were not of the view that there is greater choice of products online but they 

agreed that the products online were cheaper during offers and discount sales. The study shows 

that the elderly consumers are not fully satisfied with the safety factor of online transactions. 

These concerns have to be addressed to encourage more of the elderly to shop online. 

B) To study the factors that limit the elderly from doing online, seven statements were made 

and the elderly respondents were asked to mark on the five point scale. 

 The factor of prefering to shop directly was strongly agreed by the elderly respondents as is 

evident from the weighted average score of 2.4. 

 Most elderly consumers were not comfortable buying goods online as is shown in the study 

with an weighted average score of 2.1 of those who agreed buying online is uncomfortable. 

 The elderly respondents strongly agreed that difficulty in navigating the websites was a 

limiting factor and it received the weighted average score of 1.4. 

 The respondents were doubtful of security of online transaction,they strongly agreed that it 

was a limiting factor as is evident from the weighted average score of 2.7.  

 The elderly respondents strongly agreed that they were doubtful of the products sold online 

and it received the weighted average score of 2.4. 

 The respondents were apprehensive of replacement or return of defective products bought 

online, they agreed it was a limiting factor and it received the weighted average score of 2.0. 

 The elderly respondents agreed that the apprehension of after sales service is a liiting factor 

and it received the weighted average score of 1.6. 
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Inference 

 It is inferred from the above responses of elderly consumers who did not shop online the 

prime limiting factor is that they prefer to shop directly as it is the personal interactions they 

yearn more.In their opinion shopping online is a non-perrsonal experience and they prefer 

interactions with society which they gain by shopping directly. The other inhibiting factor is the 

difficulty to comprehend and navigate the websites to transact online. The elderly respondents 

prefer to feel the products before buying and therefore they are doubtful of the quality of the 

products sold online. The apprehension of losing money over defective product is also contributing 

factor. The uncertainity of assured after sales service for the products bought online is also a 

crucial factor that influences the buying behaviour of the elderly consumers. The safety of online 

transactions is a grave concern of all elderly consumers and it is an area of concern that needs to 

be adressed. The factors that inhibit the elders from shopping online need to be addressed. 

Conclusion 

 In light of the analysis of the study undertaken, it is imperative that steps are taken to 

encourage the elderly consumers to do online shopping. The industry must realise the potential of 

this segment of population and create a conducive environment to attract the elderly consumers. 

The websites must be designed in such a way it is easy for the elders to use. Use of big fonts 

would be very helpful. It is also desirable to have simple forms preferably in vernacular for the 

elders to key in data. Care must be taken when live links are provided in the website by clearly 

demarcating between links to help elders choose the required links. The consumer protection of 

online transactions needs to be strengthened and stringent laws have to be enacted and 

implemented to address the issue of lax services to the consumers of online transactions more 

particularly the quality of products delivered and the issues of replacement of defective products 

delivered. After sales service is an area that e- marketers must strengthen to attract the elderly 

consumers. Both the elderly users and non-users of online shopping were vary of the security of 

online transactions.On line transactions pose new threats every day and consumers have to be 

educated to be vigilant of the cyber thieves. A combined effort of the government, businesses and 

consumer groups is essential to make online shopping experience beneficial to this segment of the 

population which could really use this service given their age and the inherent disability that 

comes with it.  
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Abstract

 Workforce Diversity also brings with it a number 
of issues and challenges. This paper aims to throw 
light on whether the Workplace diversity is a boon 
or bane to the business economy. The people at the 
work place are from diverse social backgrounds and 
this is the major reason for the workforce diversity 
and the various challenges faced at work.  

  If the challenges at work are sorted out then 
the work environment will be a very healthy one. 
Key words: Workforce, diversity, job discrimination, 
organization, stress and workplace 
―A strong economy begins with a strong, well-

educated workforce‖ lOwens 

 
Introduction 

 In this present scenario of the competitive world, workforce is the backbone of any business. 

Workforce diversity is a valued asset for any business that pursues a competitive lead in the 

comprehensive economy. People from all walks of life work together in the business world. Many 

multinational organisations take pride in owing a diverse workforce, which is made up of entities 

with an extensive array of characteristics and enormous experiences. There are key 

characteristics to workforce diversity. They include race, ethnicity, gender, age, religion, ability, 

and sexual orientation. An organization that clasps diversity can extend its skill base and become 

further competitive and innovative. Workforce Diversity also brings with it a number of issues and 

challenges. This paper aims to throw light on whether the Workplace diversity is a boon or bane 

to the business economy. The people at the work place are from diverse social backgrounds and 

this is the major reason for the workforce diversity and the various challenges faced at work. If 

the challenges at work are sorted out then the work environment will be a very healthy one. 

Challenges Faced at work 

 Unfair treatment on the basis of personality, job discrimination, on the basis of race, 

ethnicity or gender occurs when someone is denied opportunities and that has no bearing on job 

performance. Discrimination roots excessive detriment and is also considered to be illegal. 

Conflict is an unavoidable fragment of human relationships. The commitment to mission and long 

hours with minimal resources mostly intersect resulting in nonprofit workplaces. These can 

transform into a predominant aspect leading to the conflict. Conflict mostly arises from diverse 

workforce. The differing perspectives are often seemingly incompatible concerns. When the 

natural part of the sensitive landscape is kindled it becomes easier to work with. 

Unfair Treatment on the basis of Personality 

 Conflict persists in every business and to a great extent specifies a healthy exchange of ideas 

and creativity. The unfair treatment on the basis of dislike towards a person‘s personality results 

in counter-productive conflict. This mostly results in employee dissatisfaction, reduced 
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productivity, poor service to clients, absenteeism and increased employee turnover, increased 

work-related stress. In this the worst case scenario can be even litigation, based on claims of 

harassment or a hostile work environment. 

Job Discrimination on the basis of Race 

 Employers during interview and appointments legitimately get the information about their 

employees‘ or applicants‘ race for affirmative action purposes and/or to track applicant. This 

results in a genuine non - discriminatory selection of the employee. Separate forms with 

information about an applicant's race separate from the application can be maintained in order to 

avoid any discrimination. In that way, the employer can capture the information it needs but 

ensure that it is not used in the selection decision. But in the present scenario the aspect of race 

discrimination is in vogue. There are many employees who face discrimination due to their race 

and have reached a saturation level where they mostly flee from the jobs. 

Job Discrimination on the basis of Ethnicity 

 Harassing or otherwise discriminating on the basis of ethnicity or that a person is a member of 

a particular racial, national origin, or religious group whether or not that perception is correct is 

not right. The people belonging to a particular ethnicity are liable not only for harassment by 

supervisors but also by coworkers. Employers should clearly instruct all employees over a written 

policy that harassment towards any employees based on ethnic slurs or other verbal or physical 

conduct should be strictly avoided. Any racial, ethnic, or religious group should be prohibited and 

each employee must respect the rights of each and every individual in their workplace. An 

employer should also have effective policies and procedures to handle complaints of harassment. 

They should also train the managers to identify and retort effectively to harassment even in the 

absence of a complaint. 

Gender discrimination 

 Discrimination based on gender (or sex) is a common civil rights violation that takes many 

forms. Unlawful gender and sex discrimination in a number of work place settings including 

employment and education has resulted in the formulation of a number of laws. Gender 

discrimination takes place in many different settings, but typically occurs mostly in the following 

environments 

 Workplace includes the claims that an impending employer asked discriminatory questions 

based on gender during the interview process. The prerogatives that an employer failed to 

hire, failed to promote, or wrongfully terminated an employee based on his or her gender; 

unequal pay claims and claims for sexual harassment of employees are happening in most of 

the employee environments. 

 Educational Institutions transform to be centers of exclusion from educational programs or 

opportunities based on gender; and gender based sexual harassment of students. 

 Residential and Housing Issues claims for refusal to negotiate with a person seeking housing, 

claims for obligation of different lease/contract terms, and claims for refusal to extend a loan 

based on the gender of the applicant/tenant/buyer. 

 Loans and Debts including claims for refusal to extend credit, imposition of unequal loan 

terms, and improper inquiries during the credit/loan approval process, based on the gender of 

the applicant. 
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 These kinds of gender bias results in the conflict among the employees and eventually 

produces an unhealthy work atmosphere. Gender discrimination also arises due to the patriarchal 

society and male shovenism. Though the job allotment is done based only on the qualification and 

experience of the person and not on the basis of gender, along the line the aspect of gender crops 

in. 

Natural Factors 

 Apart from the external challenges that are faced by the employees at large they also face 

natural factors such as psychological and mental stress resulting in imbalance in the performance. 

These natural factors are also a result of the diversity in the workforce which impacts individually 

on the personal lives of the employees.  

Work tension  

 Workplace stress or tension is normal. The excessive stress of a person can interfere with the 

productivity and performance. It would also impact on the physical and emotional health, and 

affect relationships and family life. Stress isn‘t always permanent or always bad. A little stress 

can help stay focused, energetic, and meet new challenges in the workplace. In today‘s world, 

the workplace is mostly an emotional roller coaster. Long hours of work, very tight deadlines, and 

ever-increasing demands can results in worries and tension. It starts causing damage to the mind 

and body as well as the job. 

Stress  

 Stress is an immediate response to work pressure or threat. Stress results in tension and 

nervousness. The stress response is physical. Stress triggers the surge of the adrenaline that 

temporarily affects the nervous system. These natural factors are easily seen amidst individual 

workers in a diverse workforce. It is very essential that the employers have diverse management 

policies accordingly. Many organizations have initiatives to uphold diversity cognizance and 

understanding. These diversity initiatives have resulted in a positive work environment free from 

all forms of discrimination.  

Pros and Cons of Diverse Workforce   

 Diversity in the workplace seems to be the trend in every modern office these days. In fact, 

modern offices have become centers of various age groups, genders, cultural and educational 

backgrounds. Issues in the workplace can affect the atmosphere where people could work 

productively and efficiently. In order to resolve some cases that should involve diversity in the 

working environment, it is essential to look into the essential pros and cons first before deciding 

whether it is a boon or a bane. 

Pros of Diversity in the Workplace 

1. Co -Working with personnel having diverse skillsets 

2. Proper mentoring 

3. Exposure to diverse perspectives and opinions 

4. Availability of a Wider Talent Pool 

5. Provision of better services to Diverse Customer Base 

6. Internal Cross-Training 

Cons of Diversity in the Workplace 

1. Communication Issues  

2. Personal Prejudice  

3. Persistence of different perspectives and opinions 
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4. Appointment of the wrong Candidates for a responsible Position 

5. Verbal barriers leading to Umbrage 

 Workforce diversity gets further than a company's legal obligations to comply with equal 

opportunities and non-discrimination legislations. Businesses that hire diverse workforces boost 

different perspectives and endorse learning from unconventional perspectives. A diverse 

workforce ought to replicate the society in which the business operates in terms of race, gender, 

physical and mental ability, ethnicity, age, class, spiritual practice and sexual orientation. 

Employing a diverse workforce necessitates a firm to create a culture that reveres conflicting 

ideas and endorses the dignity of each member of the workforce. An firm‘s success and 

competitiveness is determined by its capacity to clinch diversity and comprehend the benefits. 

When organizations dynamically evaluate their conduct of the workplace diversity issues, 

developmental, diversity plans and multiple benefits are reported. Workforce diversity can bring 

about an upsurge in productivity and competitive advantages. Workforce diversity intensifies 

creativity within a company for heterogeneous groups that cross-fertilize with one another within 

the organization. Businesses that plan to expand into global markets benefit from language 

diversity in the workplace.  

Workforce Diversity - A Boon 

 In a random survey research conducted by the University of Illinois in 2009, both racial and 

gender diversity issues were traced and they had contributed definitely to sales, customers and 

profits. Racial diversity has also positively influenced market share. Though the impact of gender 

on market share was not prominent there was a positive impact. The companies that often 

increased their creativity by encouraging diverse opinions and perspectives had fruitful results. 

The company could also widen the talent pool by recruiting employees based on relevant 

qualifications and experience, rather than limiting their search on race, gender, age or other 

grounds that are not included in the job description.  

Workforce Diversity - A Bane  

 Employing diverse workforce has many possible advantages. Though there are a few 

disadvantages as well. An organization that employs a diverse workforce must create a culture 

that promotes dignity and respect to avoid unnecessary tension between employees. In addition, 

communication might get heavily affected if employees' have language issues. Existing employees 

may tend to leave the organization if their personal prejudices were prevented from working with 

colleagues from different backgrounds. Another disadvantage is that, the investigation of 

employee complaints regarding negative attitudes and harassment would take up a considerable 

amount of management time. This might result in more of time consumption. 

Managing Diversity in Workplace 

 Diversity in the workplace refers to bringing together people of different ethnic backgrounds, 

religions and age groups into an interconnected and productive unit. Advances in communication 

technology, such as the Internet and cellular phones, have made the marketplace a more global 

concept. In order to survive, a company needs to be able to manage and utilize its diverse 

workplace effectively. Managing diversity in the workplace should be a part of the culture of the 

entire organization. 

 The vital aspect in successfully employing a diverse workforce is to train and support 

managers within the organization. Managers and the team leaders should understand the need to 

support individuals within the team. It is an important responsibility to balance conflicting needs 
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and opinions. Each team member should have the opportunity to express their opinions and they 

should be respected. Managers should also understand and deal profitably with their own biases 

and prejudices. It would also offer opportunities to all employees based on their performance to 

enable the company to increase its productivity and creativity. 

 
Conclusion 

 Working with people from very varied backgrounds can be stimulating and educational. If a 

person is the manager of a diverse group of staff members, then the essential tools are to keep an 

open mind, be alert to any discomfort amidst the employees, and developing sensitivity to 

cultural variations. The best strategy for managing a group of diverse staff members is to keep 

reaching out to them is all possible ways. Talking to the team members would definitely reduce 

the unwanted speculations, especially the new hires, individually. Thus the workforce diversity is 

both a bane in some aspects and a bane in some others. 
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Abstract 

 In the contemporary world, every single soul is 
running as fast as their legs could carry them. 
Among this there are plenty of new modern 
technologies to make every second useful in life. 
Even after the existence of new technology, man is 
running out of time, these busy citizens cannot 
afford time for simple mechanism of normal life like 
admiring nature, visiting markets, banks etc. To 
overcome the simple mechanism in life, the 
emergence of online marketing, e-banking, etc. the 
whole world is just fitting in our fingertips. So 
everyone prefers online shopping. From this we can 

understand that the technology in all area of 
department has developed, Indian Online shopping 
strengthen their portals and updating to the current 
security issues prevailing in the world; still hackers 
are intelligence enough to hack the entire world 
market example: Recent Ransomware Global attack. 
The Purpose of the study is to know the Impact of 
Online Shopping in current scenario and to analyze 
the Security and Privacy issues still prevailing in 
Digital India.  
Keywords: Online shopping, emergence, impact, 
quality of e-service, security and privacy. 

 

Introduction 

 Shopping has become a hassle-free task now and almost anybody can order products online 

after comparison with other websites. The boom and the resultant competition in online shopping 

business are evident. Shopping sites are more interesting because of huge discounts different 

companies are offering customers. People are attracted to them and this is good news especially 

for the Indian shopper because of our frugal spending habits. The customer can pay cash on 

delivery for a product delivered to his house in a few hours and can return the product if he is not 

satisfied with it. Shopping on the Internet is affordable, convenient and saves time After a long 

term development of internet, which rapidly increased web users and highly speed internet 

connection, and some new technology also have been developed and used for web developing, 

those lead to firms can promote and enhance images of product and services through web site. 

Therefore, detailed product information and improved service attracts more and more people 

changed their consumer behavior from the traditional mode to more rely on the internet 

shopping. On the other hand, more companies have realized that the consumer behavior 

transformation is unavoidable trend, and thus change their marketing strategy. 

 There are many reasons for such a rapid developing of internet shopping, which mainly due to 

the benefits that internet provides. First of all, the internet offers different kind of convenience 

to consumers. Obviously, consumers do not need go out looking for product information as the 

internet can help them to search from online sites, and it also helps evaluate between each sites 

to get the cheapest price for purchase. Furthermore, the internet can enhance consumer use 
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product more efficiently and effectively than other channels to satisfy their needs. Through the 

different search engines, consumers save time to access to the consumption related information, 

and which information with mixture of images, sound, and very detailed text description to help 

consumer learning and choosing the most suitable product. The provision of the security is 

becomes the highest or almost the highest budget in the service development of Internet retailer. 

As this kind of technology is quite complexity and costly for Internet retailer develop by them 

own, therefore, they usually ask for professional security service provider to check their  

E-commerce web site, and get the verify or certificates from the provider like VeriSign, in order 

to let shopper knows that shopping on Internet is very safely. 

Research Methodology 

 Research methodology has many dimensions. It includes not only the research methods but 

also considers the logic behind the methods used in the context of the study and explains why 

only a particular method or technique has been used. It also helps to understand the assumptions 

underlying various techniques and by which they can decide that certain techniques will be 

applicable to certain problems and other will not. Therefore in order to solve a research problem, 

it is necessary to design a research methodology for the problem as the some may differ from 

problem to problem.  

Objectives of the study 

 To know the demographic profile of the online shopping respondents. 

 To know the consumer level of surfing, product purchase and purchase experience. 

 To find the relationship between consumers agree level on the privacy issues statement and 

Level of Satisfaction on online purchase in Digital world. 

 To find the consumer level of agree and satisfaction level on privacy issue statement and 

satisfaction on Online Purchase statement in Digital world. 

 Suggest the online marketers to improvise the web portals to increase the consumer trust in 

Digital world  

Scope and Limitation of the Study 

 This study is limited to the customers with in Chennai city. The study will be able to reveal 

the impact of online shopping in Digital world, Privacy issues, Product and Experience and 

Satisfaction level. It also helps online marketers to know the level of service offered to its 

consumers. The 150 questionnaire distributed, 133 valid questionnaire selected for the study, It is 

difficult to know, all the respondents gave accurate information. 

Literature Review 

 Chaffey 20061 defines the key areas where online customers have high expectation of online 

retailing. The main areas are: logistics, security and privacy of information, timeliness, 

availability, convenience, customer service. In the study conducted by Vellido et al 20001, nine 

factors connected with user‘s viewpoint of online shopping were extracted. Among those factors 

the risk perception of users was showed to be the main discriminator between people shopping 

online and people not shopping online. Geissler and Zinkhan 19982 claimed that the Internet 

shifted the balance of power in favor of consumers as it became very easy for them to make 

shopping comparisons and evaluate alternatives without being pressured by salespeople. Online 

stores reduce transaction costs and have advantage for both consumers and vendors. 
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Analysis and Inference 

Table No: 4.1. Classification of respondent’s Demographic Profile on the basis of Gender, Age, 

Occupation, Educational Qualification and Monthly Income. 

 

  

 

 

 The Above Demographic profile table 

shows 66.2% of male and 33.8% of female 

respondents, 46.6% of respondents are 20 – 

30 years and 9.8% of them are below 18 

years, 36.1% respondents are salaried and 

9% of them are working in other 

occupations, 50.4% of them are graduates 

and 10.5% respondents are HSC, 39.1% 

respondents are earning 20,001 – 40,000 

and 6% of them are earning Above 60,001.  

 

 

 

 

 

 

 

Table No: 4.2. Classification of respondent’s choosing the website, Frequency of purchase and 

spend in online, Types of goods purchase and Aspect you purchase 

 

Product and Experience Frequency Percent 

1. websites you choose for online purchase 

Amazon 17 12.8% 

Ebay 31 23.3% 

Flip kart 37 27.8% 

Jabong 29 21.8% 

Quickr 15 11.3% 

Others 4 3% 

2. How frequently do you shop online 

Daily 8 6% 

Weekly once 37 27.8% 

Monthly Once 44 33.1% 

During Festivals 27 20.3% 

Offers and Discounts 17 12.8% 

3. On an average, how many hours (per week) you spend in surfing the net 

Demographic Profile Frequency Percent 

1. Gender 

Male 88 66.2% 

Female 45 33.8% 

2. Age 

Below 18 years 13 9.8% 

20 – 30 years 62 46.6% 

31 – 40 years 38 28.6% 

40 Above 20 15% 

3. Occupation 

Student 20 15% 

Salaried 48 36.1% 

Business 34 25.6% 

Professional 19 14.3% 

Others 12 9% 

4. Educational Qualification 

HSC 14 10.5% 

Graduate 67 50.4% 

Post Graduate 34 25.6% 

Others 18 13.5% 

5. Monthly Income 

Less than 20, 000 42 31.6% 

20, 001 – 40, 000 52 39.1% 

40, 001 – 60, 000 20 15% 

Above 60,001 8 6% 

Others 11 8.3% 

Total 133 Respondents 100% 
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0-2 hours 49 36.8% 

2-6 hours 43 32.3% 

6-10 hours 29 21.8% 

10-15 hours 9 6.8% 

Above 15 hours 3 2.3% 

4. what kind of goods do you purchase from the internet 

Books 8 6% 

CD/Video 7 5.3% 

Software 11 8.3% 

Dress 33 24.8% 

Gifts 7 5.3% 

Electronics 20 15% 

House wares 25 18.8% 

Computer components 1 .8% 

Hotel/Travel bookings 15 11.3% 

Others 6 4.5% 

5. On which aspect you purchase a product in online marketing 

Look of the Product 36 27.1% 

Quality 24 18% 

Price 38 28.6% 

Quantity 25 18.8% 

Bid 6 4.5% 

Others 4 3% 

Total 133 Respondents 100% 

 
 The Product and Experience table reveals 27.8% of the respondents are purchasing from 

Flipkart and 3% of them choosing other websites, 33.1% of the respondents purchase on monthly 

basis and 6% of them purchase on daily basis, 36.8% of the respondents surf net 0 – 2 hours per 

week and 2.3% of them surf Above 15 hours per week, 24.8% of the respondents purchase dress 

and 0.8% of them purchase computer components, 28.6% of the respondents purchase the 

products based on the price and 3% of them look for other features.  

 

Table No: 4.3. Cronbach's Alpha and KMO Bartlett's Test of Sphericity 

Cronbach's Alpha and KMO Bartlett's Test of Sphericity 

Cronbach's Alpha 0.663 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.776 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1199.653 

df 300 

Sig. .000 

 The reliability for 27 items is 0.663. Even if one of the 27 items is deleted the Cronbach‘s 

Alpha value will be reduced. This indicates that the reliability for all items is higher. The KMO 

counts 0.77 is a satisfactory count and therefore the factors with low KMO statistic values were 

dropped till the overall KMO rose above 77% and in this the KMO sampling adequacy is 77.6% which 

is regarded as Highly Satisfactory for this analysis. 
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Table No: 4.4. Correlation and coefficient between Agreement level on the privacy issues 
statement and Level of Satisfaction on online purchase 

Null hypothesis - There is a significant difference between Agreement level on the privacy 

issues statement and Level of Satisfaction on online purchase 

Correlations significant difference between Agreement level on 
the privacy issues statement and Level of Satisfaction on online 

purchase 

Agreement level on the 
privacy issues statement 

Level of Satisfaction 
on online purchase 

Agreement level on the privacy issues 
statement 

Pearson Correlation 1 -.059 

Sig. (2-tailed)  .497 

N 133 133 

Level of Satisfaction on online purchase 

Pearson Correlation -.059 1 

Sig. (2-tailed) .497  

N 133 133 

 The correlation table shows that the Pearson‘s coefficient of correlation value for the 

relationship between Agreement level on the privacy issues statement and Level of Satisfaction on 

online purchase is -0.059. This indicates that there is a negative relationship between these 

variables in online shopping. Since Pvalue is greater than 0.05 the null hypothesis is accepted at 

5% level of significance, hence concluded that there is no relationship between Agreement level 

on the privacy issues statement and Level of Satisfaction on online purchase. 

Table No: 4.5. Fried Man Test 

Factors Mean Rank Chi-Square Pvalue 

Rate your Overall satisfaction on online purchase 1.00 

201.158 <0.001** Agreement level on the privacy issues statement 2.42 

Level of Satisfaction on online purchase 2.58 

 Since Pvalue is less than 0.001 the null hypothesis is rejected at 1% level of significance hence 

concluded that there is significant difference in Mean rank of factors. Overall satisfaction on 

online purchase (1.00) is the most important factor followed by Agreement level on the privacy 

issues statement (2.42) and Level of Satisfaction on online purchase (2.58). 

Conclusion and Suggestions: Online marketers need to focus on regular consumers, by providing 

them with membership discounts on point‘s basis or regular gifts; offers will motivate their buying 

behavior. In recent years there is a wide range of increase in web users, most of them avoid 

online purchase because of unsecured transaction process; online marketers should strengthen 

their bill payment process and also issuing confirmation e-receipt with tracking identity number 

will satisfy the consumers. Recent Malware virus hacked entire world market; these kinds of 

threats affect the consumer intention and followed by his referral groups. Consumer satisfaction 

towards Privacy issues still affecting the consumer intention, Marketers should update and 

examine their portals and privacy firewalls to overcome upcoming Ransomware and other threats.  
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Abstract

 Motivation is most important for learners since 
the unmotivated will not learn effectively, unable 
to gain knowledge or retain information, shun 
participative learning and ultimately tend to 
become disruptive. In contrast the motivated are 
enthusiastic, drive to achieve and above all imbibe 
behavior towards attainment of goals besides 
enhancing cognitive processing. 

Self-esteem reflects the confidence in one's 
own worth or abilities. Academic achievement is the 
end result of the effort, interest and time spent in 
learning. The paper examines additional factors 
that would contribute to enhanced performance by 
way of better grades and acquiring understanding of 
the subject. 
The main hypotheses of this study were that 
learners high in motivation and self-esteem would 

be good in their academic performance than would 
learners who are low in motivation and self-esteem. 
Engineering students were prescreened using the 
Rosenberg Self-Esteem Scale (short form) and 
Motivation Strategies for Learning Questionnaire 
(MSLQ) by Pintrich and DeGroot. Respective 
faculties provided the marks obtained by the 
students. Questionnaires assessed students' self-
report on motivation to learn and self-esteem. 
Regression analysis and ANOVA shows that the scales 
used has a strong direct effect indicating that the 
hypothesized variables, are reliable, and correlated 
with achievement. Strategic utility along with 
theoretical and managerial implications are 
discussed. 
Key Words: Motivation, Innovative Motivation, Self 
Esteem, Academic acheivement 

 

Is There Innovative Motivation 

Deeper Look at Motivation to Learn Self-esteem and Academic Achievement 

 Major Ashwyn, C and S. Chandra Shekar 

 

Introduction 

 Motivation is most important for learners since the unmotivated will not learn effectively, 

unable to gain knowledge or retain information, shun participative learning and tend to become 

disruptive. In contrast the motivated are enthusiastic, self-driven to achieve and above all imbibe 

behavior towards attainment of goals besides enhancing cognitive processing. Self-esteem reflects 

the confidence in one's own worth or abilities. Academic achievement is the end result of the 

effort, interest and time spent in learning. The paper examines additional factors that would 

contribute to enhanced performance by way of better grades and acquiring understanding of the 

subject. There are no dearth of theories on motivation. Is there still some innovative motivation 

needed? 

Objectives  

The three primary objectives of this study are: 

•  To study the influence of self-esteem on academic achievement 
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•  To study the relationship between self-esteem and motivation to learn, and 

•  To study the impact of motivation to learn on academic achievement 

Cope and Need  

 The growing demand for professional and skilled workers in the any realm of activity cannot 

be over emphasized. Related to this the falling standards in education, increasing unemployment, 

drug abuse and delinquency, drop-outs are a cause of immediate concern to one and all 

stakeholders. The present study envisages in unearthing the answers to the undermentioned 

questions and find ways and means to enhance motivation and self-esteem of individuals, thus 

overcoming the prevailing lacunae in the system. The scope of the present study is limited to 

finding answers to the following research questions: 

 RQ1- Is there any relationship between self-esteem and academic achievement? 

 RQ2 - Is there any relationship between motivation to learn and academic achievement? 

 RQ3 - Is there any relationship between self-esteem and motivation to learn? 

 Based on the review of literature, empirical evidence and existing research gap, a 

conceptualized model is envisaged as given below bringing out the salient findings and 

relationship of variables taken up for the study. 

 

 
Figure1 Conceptualized model for study 

 

Research Methodology  

Participants 

 The sample consisted of 258 students from one of the engineering colleges in Chennai in south 

India. In order to gain the maximum possible representation, students of different disciplines 

were included while considering the official data of percentage of students in each program.  

Instruments 

The following instruments were used for data collection: 

(a) Self-esteem: Rosenberg Self-esteem Scale (RSES scale 10 Items) 

(b) Motivation to learn: Motivated Strategies for Learning questionnaire (MSLQ) Pintrich and 

DeGroot (1990) (31 Items) 

 All the instruments using 5 point Likert type of scale anchored with (1=‘Strongly disagree’) 

and (5=’strongly agree’) which are validated and found to be robust self-reported measures.  

Data Collection 

 The enumeration of the questionnaire were carried out face–to–face by the author.  

The respondent took approx. 50 minutes to complete the constructs out of which 258 were found 

usable. Convenience sampling method was employed for data gathering. 
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Statistical Tools Used: 

 Descriptive statistics: Mean, Standard deviation, frequency  
 Inferential Statistics: Correlation, one way ANOVA, simple regression analysis 

Analysis 

 The data was scrutinized and sanitized for missing responses; assumptions for correlation and 

regressions were verified, then subjected to correlation and regression analysis.  

Correlation Analysis: Self-esteem, Motivation to Learn and Academic Achievement 

 Motivation to learn has positive and a weak correlation with self-esteem (r=·532, p<·01) and 

academic achievement (r=·160, p<·01). There is positive and significant correlation between 

academic achievement and other variable under study with maximum being motivation to learn 

(r=·160, p<·01)  

   Table 5.1 Demographic profile 

Self-Esteem 

 Self-esteem is a personal 

characteristic of an individual, 

and has cognitive and perceptive 

element embedded that makes it 

an interesting variable for study. 

The mean and standard deviation 

of females (M=2·91, SD=·44) and 

males were (M= 2·88, SD = ·40) 

and its differences are found to be 

statistically significant as reported in the independent sample t-test [t= 2·263, p = ·025] as shown 

at Table 5.2. The mean scores of younger age group (less than 25 years) were lower (M=4·71,  

SD=·95) than the other group (greater than 25 years) (M= 4·84, SD= ·84). The differences in values 

of the age groups were not statistically significant as far as self-esteem is concerned [F (4, 254)  

=·765, p= ·663] as shown in Table 5.4. Similarly, family income were analyzed which also 

indicated that there are no differences in the values as far as self-esteem with respect to income 

is concerned. It becomes more evident from the one way ANOVA test shown in Table 5.4 which 

again shows no significant difference among the values [F (4,254)= 1.244, p= .271].  

Table 5.2 Self-esteem and its status across different Groups within demographic profile 

 Gender Age Income 

 Male Female < 27 yrs >27 yrs < 50K >50K 

M 2·88 2·91 4·71 4·84 4·78 4·78 

SD ·40 ·44 ·716 ·719 ·89 ·89 

Table 5.3 Independent t-test for Self-esteem 

Groups Gender N Mean Standard Deviation t p 

Gender 
Female 66 2·91 ·44 2·263 

·025 
Male 192 2·88 ·40  

Table 5.4 One Way ANOVA of different groups for Self-esteem 

Groups Sum of Squares df F p 

Age 

Between groups 6·083 4 

·765 ·663 Within groups 399·706 254 

Total 405·769 258 

Income 

Between groups 7·829 6 

1·244 ·271 Within groups 397·940 252 

Total 405·769 258 

Demographic profile Frequency Percentage 

Gender 

Female 66 25·63 

Male 192 74·37 

Age 

Up to 25 years 114 44·08 

25 years and above 144 55·92 

Income 

Up to Rs.50,000 177 68·54 

Rs.50,000 and above 81 31·46 
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 A simple linear regression analysis was performed by regressing the composite score of 

motivation to learn that was obtained by summated aggregation of the (MSLQ) sub-scales on the 

self-esteem as the dependent variable. It was found that the self-esteem (β=·532, t=14·241, 

p<·01) as reported in Table 5.13 and motivation to learn were found to be significant. The fitness 

of the model was found to be significant [F (1, 257) =202·804, p<·01] which is reported in Table 

5.12. An analysis of the standard residuals was carried out, which showed that the data contained 

no outliers (Std. Residual Min. = -3·635, Std. Residual Max. =3·15). The data had met the 

assumption of independent errors (Durbin-Watson=1·976) which has been indicated in Table 5.13.  

 

Motivation to Learn  

 The predictor, motivation to learn was measured using the MSLQ module relating to 

motivation. It has six sub-scales that were summated and aggregated into a single factor. The 

differences in values of the age groups were not statistically significant as far as motivation is 

concerned [F (10, 248) = ·907, p= ·526] as shown in Table 5·7.  

Table 5.5 Motivation to learn and its status across different Groups within demographic profile 

 Gender Age Income 

 Male Female < 27 yrs >27 yrs < 50K >50K 

M 5·28 5·30 5·24 5·31 5·28 5·29 

SD 0·80 0·79 0·80 0·80 0·81 0·80 

 

 There are hardly any differences as far as motivation to learn with respect to income is 

concerned as evident from one way ANOVA Table 5.7 that shows no significant difference among 

the values [F (8, 252) =·987, p=·445].  

Table 5.6 Independent t-test for Motivation 

Groups Gender N Mean Standard Deviation t p 

Gender 
Female 132 5·30 ·79 ·343 ·731 

Male 383 5·28 ·80   

Table 5.7 One Way ANOVA of different groups for Motivation to learn 

Groups Sum of Squares df F p 

Age 

Between groups 5·808 10 

·907 ·526 

Within groups 322·579 248 

Total 328·387 258 

Within groups 323·341 250 

Total 328·387 258 

Total 328·387 258 

 Hence, it can be concluded that the sample under study is a homogeneous group and the 

variations if at all, are within limits. 

 

Academic Achievement  

 The overall performance of every learners is assessed based on their performance in 

individual theoretical and practical subjects for the entire duration of the course. Academic 

achievement was measured with overall marks obtained (maximum 100 marks) as secondary data 

and were categorized as less than 50= poor; 51- 60= average; 61-70= high average; 71- 80= above 

average; 81- 90=excellent; above 91=outstanding.  
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 A similar analysis was carried out for academic achievement in respect of gender and income 

which were also were not statistically significant as far as academic achievement is concerned [ 

F(10, 248)= ·250, p=·848] as shown in Table 5.10. The one way ANOVA Table 5.10 show that there 

is no significant difference among the values [F (8, 506) = ·691, p=·669].  

Table 5.8 Academic achievement and its status across different groups within  

demographic profile 

 Gender Age Income 

 Male Female < 27 yrs >27 yrs < 50K >50K 

M 5·88 5·93 5·86 5·93 5·89 5·92 

SD ·66 ·69 ·69 ·65 ·65 ·71 

Table 5.9 Independent t-test for Academic achievement 

Groups Gender N Mean Standard Deviation t p 

Gender 
Female 66 5·93 ·69 

·690 ·491 
Male 192 5·88 ·66 

 

 It is highlighted that since in majority of instances there are no statistical differences among 

groups, the data may be treated to be homogeneous. The hypotheses were developed based on 

extant extensive literature review and relevant theoretical framework wherever applicable in 

investigating the proposed influence of self-esteem on the relationship between motivation to 

learn, academic achievement. 

 

Table 5.10 One Way ANOVA of different groups for Academic achievement 

Groups Sum of Squares df F p 

Age 

Between groups 2·505 4 

·250 ·848 Within groups 226·346 254 

Total 228·851 258 

Income 

Between groups 2·475 8 

·691 ·699 Within groups 226·376 250 

Total 228·851 258 

  

Testing the relationship between Self-esteem and Motivation to learn 

 Hypothesis H01: There is no significant relationship between self-esteem and motivation to 

learn (Path a‟). 

 In order to test the hypothesis H01 a simple linear regression analysis was carried out on 

ascertaining that there is a strong and significant correlation between self-esteem and motivation 

to learn (r=·532, p<·01). The results of the regression analysis are as shown in Tables 5.11 to 5.35.  

 

Table 5.11 Regression: fitness of model among self-esteem and motivation to learnb 

Predictors R 
R 

Square 

Adjusted R 

Square 

S.E. of the 

Estimate 

Durbin-

Watson 

Self-esteem ·532a ·283 ·282 ·67732 1·973 

a Predictors: (Constant), self-esteem b Dependent Variable: motivation to learn 

 

  



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

96  MEASI INSTITUTE OF MANAGEMENT 

Table 5.12 One-way ANOVA: fitness of model among self-esteem and motivation to learn b 

 Sum of Squares df Mean Square F Sig. 

Regression 93·040 1 93·040 202·804 ·000 

Residual 235·347 257 ·459   

Total 328·387 258    

a Predictors: (Constant), self-esteem b Dependent Variable: motivation to learn 

 A simple linear regression analysis was performed by regressing the composite score of 

motivation to learn that was obtained by summated aggregation of the (MSLQ) sub-scales on the 

self-esteem as the dependent variable. It was found that the self-esteem (β=·532, t=14·241, 

p<·01) as reported in Table 5.13 and motivation to learn were found to be significant. The fitness 

of the model was found to be significant [F (1, 258)= 202·804, p<·01] which is reported in Table 

5.12. An analysis of the standard residuals was carried out, which showed that the data contained 

no outliers (Std. Residual Min. = -3·635, Std. Residual Max. =3·15). The data had met the 

assumption of independent errors (Durbin-Watson=1·973) which has been indicated in Table 5.11. 

It can be concluded that the null hypothesis H02 be rejected and the alternate hypothesis Ha2 be 

accepted. This indicates there is a significant and positive relationship between EI and motivation 

to learn. This answers the research question RQ2. These analysis also indicate that 28·3 per cent 

of the response variable is explained by the predictor. 

  

Table 5.13 Regression coefficients (Unstandardized / standardized) between Self-esteem and 

motivation to learn 

Predictors 
Unstandardized Coefficients Standardized Coefficients 

t Sig 
B Std. Error Beta 

(Constant) 2·992 ·164  18·291 ·000 

self-esteem ·479 ·034 ·532 14·241 ·000 

a Dependent Variable: motivation to learn 

Hypothesis Testing: Link b 

 The direct relationship between motivation to learn and academic achievement were tested. 

It is anticipated based on the extant literature that the relationship will be linear and positive 

based on which the hypothesis has been developed and described in the following section.  

 Hypothesis H02: There is no significant relationship between motivations to learn - academic 

achievement. A linear regression analysis between motivation to learn as the explanatory variable 

and academic achievement among trainees as the response the variable showed predictor i.e., 

direct effect was statistically significant. as shown in Table 5.11 to Table 5.16. Also an analysis of 

the standard residuals was carried out, which confirmed that the data contained no outliers (Std. 

Residual Min. =-2·353, Std. Residual Max.= 2·411). In addition, the data has met the assumption of 

independent errors (Durbin-Watson value=1·976) as shown in Table 5.57. Since Durbin Watson is 

within limits there is no possibility of multi-collinearity.  

  Table 5.14 Model summary for the link Motivation to learn and Academic achievement 

Predictors R 
R 

Square 

Adjusted R 

Square 

S.E. of 

Estimate 

Durbin-

Watson 

Motivation to learn ·160a ·025 ·024 ·70722 1·976 

 c Dependent Variable: Academic achievement 
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 As shown in Table 5·14, null hypothesis is rejected and alternate hypothesis Ha2 is accepted. 

This means that there is significant relationship between motivation to learn and academic 

achievement. This also answers the research question RQ2. This result is supported with earlier 

empirical studies as brought out in the review of literature. The extent of academic achievement 

of every trainee depends upon his/her level of motivation to learn.  

Table 5.15 One way ANOVA for Motivation to learn and Academic achievement 

 Sum of Squares df Mean Square F Sig. 

Regression 6.699 1 6.699 13.394 .000b 

Residual 256.583 257 .500   

Total 263.282 258    

  a Predictors: (Constant), Motivation to learn c Dependent Variable: Academic achievement 

 All the hypotheses have been tested and the research questions have been adequately 

answered. The results indicate that whenever any training program has to be formulated, self-

esteem cannot be ignored.  

Table 5.16 Regression coefficients (Unstandardized/standardized) between academic 

achievement and motivation to learn 

Variables 
Unstandardized Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta   

Constant) 
MTVN 

1.692 .208  8.116 .000 

.143 .039 .160 3.660 .000 

 a Dependent Variable: Academic achievement 

 Strategies may be adopted to boost the self-esteem among individuals not forgetting the 

ethical issues. Self-esteem and motivation to learn could be understood from another perspective. 

Cadets with high self-esteem who have the resilience to accept more daunting tasks, are more 

curious and take more interest, are more diligent and put in greater effort, persevere in the face 

of bottle-necks, exhibit lower anxiety level, subject themselves to more self-regulation, sharpen 

self-appraisal of their scholastic achievement, hence show greater proclivity for motivation to 

learn. These attributes possibly predisposed cadets to enhanced academic achievement. This 

could be the plausible elucidation for the kind of relationships that was found between self-

esteem, motivation to learn and academic achievement of respondents of this study. 

Results and Discussions 

 It is found that self-esteem augments by motivation to learn resulting in a substantial 

increment to the whole process in furtherance of academic achievement. The incremental value 

to the motivation to learn through the inclusion of self-esteem as a factor in the model is the 

most important finding. Learning when re-oriented and restructured with emphasis on these two 

factors would inevitably bring in desired results and can be used as a mechanism to uplift the 

sagging performance of average and below average learners.  

Table 17 Summary of the analytical results for self-esteem and motivation to learn 

Sl. 
No. 

Paths Analysis Outcome Results/Inferences 

1 
Path ‗b‘: Self-esteem 
and Motivation to 
learn 

[F(1, 257)=202·804, p<·01] 
R2=·283, Adj.R2=ˑ 282, p< ˑ  01 
Self-esteem (β=ˑ 532,t=18ˑ 291, p< ˑ 01) 

Ha1 Alternate hypothesis is 
accepted 

2 
Path ‗b1‘: academic 
achievement and 
Motivation to learn 

[F(1, 257)=144ˑ 102,p< ˑ 01] 
R2= ˑ 219, Adj.R2=ˑ 218, p< ˑ 01 
Self-esteem (β= ˑ 468, t=8ˑ 697, p< ˑ 01) 

Ha2 Alternate hypothesis is 
accepted 
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 This may be extended to workplace at group/team level. The relationship between motivation 

to learn and academic achievement was examined using hypothesis H02 which have a significant 

relationship between motivation to learn and academic achievement. 

 Theoretical and Managerial Implications  

 The empirical study shows that higher the self-esteem in individuals, lead to higher 

motivation to learn. Therefore when the objective is to enhance motivation to learn, then either 

individually or jointly each of the variables can be manipulated in order to derive the desired 

level of motivation to learn. Accordingly intervention mechanisms have to be structured.   

First, Self-esteem awareness can be built through a bundled programs aimed at prevention of 

depression, suicide, drug abuse, delinquency and stress. The objective of such programs must 

concentrate on skill training for conflict resolution, impulse control, self-control of temperament, 

coping with stress. Psychologists can play a role as practitioners, as advocates for timely 

counseling, as evaluators, facilitators and resource personnel in instructional sessions and 

professional consultants. Secondly, it is imperative for teachers and counselors to be particularly 

trained on the effects of high self-esteem.  

 

Conclusion  

 Relatively few studies have examined the association of self-esteem and motivation to learn 

together in predicting academic achievement or individual behavior. Utilizing the perspectives of 

self-determination theory and expectancy value theory, a balanced integration of self-esteem 

into the relatedness with the functioning of positive relationships and motivation to learn for 

academic achievement and thus the overall performance has been established through the 

present empirical study. Future studies will benefit from including samples of learners in other 

institutions to expand on the results found in the present study. 
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Abstract  

 Product positioning plays a vital role in 
marketing process. Positioning also influence the 
consumer‟s perception, purchase decision or buying 
behaviour of consumers, last but not least it also 
satisfy the ultimate objective of company or firm 
i.e. corporate sales objective. It could be rightly 
said that Positioning is the marketing activity and 
process of identifying a market problem or 
opportunity, and developing a solution based on 
market research, segmentation and supporting data. 
Positioning may refer the position a business has 
chosen to carry out their marketing and business 
objectives. Positioning relates to strategy, in the 
specific or tactical development phases of carrying 

out an objective to achieve a business' or 
organization's goals, such as increasing sales volume, 
brand recognition, or reach in advertising. The word 
„positioning‟ is one of the “invisible assets” of the 
firm, positioning encompasses and emphasizes most 
of the common meanings of the word position – as a 
place (which place does the product occupy in a 
given market), a comparative basis (the product 
performance against its competitors in various 
evaluative criteria), and as a mental attitude 
(consumer perceive towards the product). 
Keywords: Positioning, Products, Brands, 
Competitive Advantage 

 
Introduction  

 Positioning is the single greatest influence on a customer‘s buying decision; this helps the 

customer to know about the product well whether that particular would satisfy the needs of 

customer. Each customer evaluates products in the market according to their mental map of the 

market; this means that customer analysis the product with other products and evaluates which 

products will be more suitable for them and how long it would satisfy the needs of them. 

Positioning exists in customers‘ minds, not in positioning statements, this relates that product 

should be established and offered in the market in such a way that it could be retained in the 

mind of consumers for a longer period of time. People do not easily or willingly change their 

minds about a product‘s positioning, i.e. if the positioning strategy for a product is strong and it is 

in the mind of consumers strongly then the marketer would have to enhance the quality or 

feature of other products in such a way that it should influence the consumers to change their 

attitude of buying behaviour towards that particular product. Making the product easier to buy 

through effective positioning makes the product easier to sell, that means effective positioning 

for product makes the consumers know about the characterises of product which help the 

consumers to buy the product and if the demand for the product increases that will directly 

increases the sale of the product.  

 The current study seeks to address some of these gaps and offers further theoretical insight 

into the conceptualization and relevance of positioning strategy in different organization and 

market contexts. Furthermore, the study evaluates positioning strategy as well as the factors that 
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determine the choice of positioning strategy. In this study the review of literature not only 

improve the understanding of the researcher towards the research field and also find out the 

research gap in the research field. Hence the researcher collect as much as possible reviews in 

the prior stage of the research and it has discussed below. 

 
Literature review 

 Levitt (1991)1 stated that, most firms acknowledge the need to differentiate their product or 

service from competitive offerings, executing an effective positioning strategy is a difficult task. 

The trends in today‘s business environment make positioning more complicating, and undermine 

the application of previously used positioning approaches. With the internet, information flows 

more freely than in the past and this exposes similarities between competitive products, and also 

provides ample opportunity for imitation. As a result, many organizations face a commodity 

situation with direct price and feature competition Also long-term brand-customer relationships 

are difficult to establish and maintain in such situations; this prompted a significant shift in 

business practice. This article shows the advantage and disadvantage of internet facility in 

marketing process, although internet provide lot of information to general public as well to 

marketers but it created more problems for the companies or firms i.e. lot of information flows 

has created ample of opportunity for imitation in products, so companies are facing more 

competition in market. Michael and Fred (1993)2 described in their journal, about three 

perspectives of positioning (which they call ―merit disciplines‖): product leadership, operational 

superiority and customer intimacy. Some customers‘ regards a company‘s offering as the best 

product of its class, others prefers the most productive company, and many others like the 

company which offers the best solutions for their needs. This journal emphasis on consumer‘s 

perception point of view that is consumers believe some company would provide best product for 

them whereas other companies would solve the problems or give best solutions for their ultimate 

need/demand.  

 Ries and Trout (2001)3 stated in their article that, a company might claim that it is better 

than competitors in many ways: we are the best, we are more responsive, were reliable ….. and 

the list continues emphasized the need to focus on one key positioning concept so as to create a 

distinct image that will stay in the recipient‘s mind and provide an ‗added value‘ which is 

improved through a remarkable differentiation from competitors. Positioning in a nutshell is a 

way of emphasizing the distinctive characteristics/features of a product (brand) that make it 

different from its competitors and appealing to the public. It has also been recognized as a 

strategy companies adopt in today‘s market place. According to this article the companies mainly 

prefer to enhance or to improve the quality/ features or to increase the creditability of existing 

product and adding new innovative features to that product.  

 Kotler and Armstrong (2006)4 described in their journal that a positioning strategy consists of 

three major components: to reveal possible competitive advantages that will create positioning, 

to choose the right competitive advantages and to choose a comprehensive positioning strategy 

that will align with the organization‘s structure and consistent with the positioning objectives. 

Lastly, the company should adopt effective communication and distribution system to market the 

selected position. In this case the company is more specific to the communication and distribution 

system to be selected for a product in a market area which could bring more advantage point of 

view for the company to face the competition prevailing in the market.  
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 Advertising Age (2008)6 reported that, some companies instead of a single position, prefer to 

adopt a multi positioning strategy. Examples abound across many product and service categories, 

Centrum multivitamin claims to provide essential vitamins from A to Z. This positioning strategy 

has increased in usage due to the crowded nature of the market and increased company‘s 

capabilities; this article encourages more of multi positioning strategy that means relating more 

attributes and features together rather than single positioning of a product.  

 Product or market positioning is dependent on the attitudes of the target market, and the 

internal conventions of the organizations. Marketing management, either tries to change product 

specifications according to that attitude, or tries to change the attitudes of the market. However, 

changing goods is easier and cheaper than changing consumers. Therefore, when the attitude of 

the market is so negative the product may need to be re-position.  

 Far Eastern Economic Review (2000)6 article states that the internal conventions of firm also 

influence its brand values. Values expressed by brand usually centre on issues such as 

professionalism, hygiene, safety, personal attention etc. For example Samsung switch from 

developing me-too consumer electronics to innovative ones by changing from its traditionally non-

transparent and hierarchic form, resulting into a brand values that is distinct, simple and 

innovative. According to this article its is very clear that product positioning also consider on 

other aspects of product features like hygiene, safety, personal attention, so marketer should 

consider these factors also for effective product positioning to face market competition.  

 Al Ries and Jack Trout (2001)7 in their book Positioning: The Battle for Your Mind, introduce 

the subject by saying ―Positioning is not what you do to a product. Positioning is what you do to 

the mind of the prospect. That is, you position the product in the mind of the prospect. So it's 

incorrect to call the concept 'product positioning.' As if you were doing something to the product 

itself. Not that positioning doesn't involve change. It does. But changes made in the name, the 

price and the package are really not changes in the product at all. Positioning is also the first 

body of thought that comes to grips with the problems of getting heard in our over communicated 

society‖. It clearly state that before launching the product in the market, the marketer should 

analysis the market condition & positioning strategy effectively and efficiently so that the product 

could retain in the minds of consumers for a longer period which in turn benefit the company as 

well as general public.  

 Louis E. Boone and David L. Kurtz (2006)8 in their book Contemporary Marketing, put it this 

way: "Product positioning refers to consumers' perceptions of a product's attributes, uses, quality, 

and advantages and disadvantages relative to competing brands. Marketers often conduct 

marketing research studies to analyze consumer preferences and to construct product position 

maps that plot their products' positions in relation to those of competitors' offerings." This 

information mainly refer the customer view regarding the product feature and attributes of 

different brands and the marketer should take corrective steps to analysis the situations 

prevailing in different brands related to product features so that consumers needs or demand 

could be satisfied though that product.  

 After analysing the review of literature written by different eminent personalities or 

researchers regarding the product positioning strategy states that while doing positioning for a 

product the marketer should analysis the needs of consumers i.e. what exactly consumers want 

from a particular product and how to solve different issues or problems of consumers related to 

that product, whether to improve or to add new features to the existing product or establish a 
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new product for the consumers. In this study the companies are more preferring to 

communication and distribution channels to be selected for a product in a market area which 

could bring more advantages for the companies to face the competition prevailing in the market. 

According to this study it is very clear that product positioning also consider other aspects of 

product features like hygiene, safety, personal attention, so marketer should consider these 

factors also for effective product positioning to face market competition.  
 

Importance of positioning  

 This study mainly prominence on product features, attributes, benefits, categories, usage, 

and competitors etc, which play imperative character in product positioning. Therefore product 

positioning should be well balanced by the company this will build an image of the company‘s 

product in the mind of target customers. Consequently the identification and selection of 

positioning strategy is a very complex task and it entails through marketing analysis and planning 

to identify the properties and the images of each of the major competitors. The outcome of 

competitors positioning analysis will in turn determine position for its products. At this point, 

company must take cognizance of the benefits that customers seek and which are not offered by 

competitors but are desired by the target market.  

 In other words, right from product conceptualization stage, management must determine the 

attributes/features of its products or services to be presented to the market, and evaluate ‗what 

kind of differences and superiorities they would have‘, and 'why they should be preferred‘ against 

competitor, a product must be identified in the best way by the customers. Otherwise it will lose 

credibility and will not be remembered sufficiently. Product positioning which is the sixth and 

final step in the market segmentation process it involves developing a product and marketing plan 

that will appeal to the selected market segment. In order to position a product effectively, a 

small business must identify the attributes that are most important to consumers in the segment, 

and then develop an overall marketing strategy that will attract consumers' attention. Positioning 

can be usefully applied during the earliest stages of product design, when a company first 

identifies who its target customer will be in terms of demographic, geographic, and behavioural 

characteristics. 

 

Ways to improve the Brand values in the market: 

 The victory of any product and a prominent brands are influenced by the distinctive features 

such as  

 Unique name: Product naming is the discipline of deciding what a product will be called, it is 

the critical part of branding process, this only lead to many marketing activities such as 

positioning , packaging, logo, etc. some of the example of unique name of products Apple, 

Karbonn Mobiles, Orange, True nice biscuits, Coca cola, Rough and tough . 

 Attractive Logo: A logo is an extremely important aspect of business, logo invokes strong 

emotions for the products and which can inspire the customers to buy the product. 

 Affordable price: 70% percent of the population in India is still getting a monthly income of 

Rs.1000. so pricing of product play an important role for positioning any brands in the market and 

where people are ready to buy them, for example in India firstly Spice jet introduced economical 

class which is in range of every individual. 
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 High quality at cheap price: At first Velvet Shampoo introduced 50paise shampoo sachets, 

followed by other branded shampoo. If the products with high quality are introduced at fewer 

rates from other brands then this kind of positioning help the companies to increase more number 

of valuable customers for the product and this lead to more brand loyalty for the products.  

 Good looking and packing: Different features of the product make the brand more unique in 

the eye of consumers such as colour, thin size of chips, design, and uniformity. This all unique 

features make the brand more attractive in the eye of consumers. Lays and Dairy milk brands are 

the best example of positioning through effective and efficient packaging of the products. In lays 

brand has its unique quality of uniformity of chips i.e. same design and taste in every single slice 

of chips which attract the consumers to buy more than other brands. Usually chocolate where for 

children, but Dairy Milk Chocolate brand has change the uniqueness of chocolate in eye of peoples 

that chocolates are now for everyone, its bring the feeling of love among people, where people 

enjoy their life with this unique brand. 

 Suitable advertisement: Advertisement mostly influences the customers to buy the products 

of differ brands. Good and attractive advertisement makes the peoples aware of the product and 

brands. 

 Differently think: The popular brand for watches THE TITAN always think different for the 

product they launch in the market. This brand emphasis that their product not only shows the 

value of time but it also shows that the watches can be gifted to any one as a token of love.  

 Satisfying customers’ needs and wants: Products are made according to the need of 

customers whether it‘s male or female. When marketers did their research in face creams they 

found that maximum male are using fair & lovely to become fairer, by this they concluded that 

male are also more conscious about to look fairer and handsome, so emphasizing the male group 

Emami brand launched the fairness cream for men, named it as Fair and Handsome. 

 

Conclusion 

 Positioning strategy emerges as a result of the modern mentality and it is a form of expression 

of how certain product or brand is perceived by customers. It is not how products are presented 

or what is presented. However, for the success of brands, positioning and brand identity must be 

put forward clearly. Because the brand position and identity are connected in an intricate way in 

order to emphasize the differences. 

 Positioning strategy refers to the choice of target market segment which describes the 

customers a business will seek to serve and the choice of differential advantage which defines the 

basis of competition in the segment (Doyle, 1983)10. This definition shows that a positioning 

strategy only applies at the level of a particular product and/or service operating within a 

particular market segment, and that it should not be confused with the broader concept of 

―corporate strategy‖, or with the more specific concepts of strategy as it relates to marketing mix 

elements, such as a ―promotion‖, ―distribution‖ ―or ―pricing‖ strategy. Once a positioning plan 

has been finalized it is translated into action by assembling an appropriate marketing mix. 

However, no positioning strategy will last forever; this is because of changes in consumer‘s tastes 

and preferences, competitors, and technology. The concept of positioning is applicable to 

products in the broadest sense. Institutions, Local Governments, States or even Countries can 

benefit from a well developed positioning strategy that focuses on a niche that is unoccupied in 

the mind of the consumer or decision maker. Each customer evaluates products in the market 
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according to their mental map of the market; this means that customer analysis the product with 

other products and evaluates which products will be more suitable for them and how long it would 

satisfy the needs of them. Now it clearly state that before launching the product in the market, 

the marketer should analysis the market condition & positioning strategy effectively and 

efficiently so that the product could retain in the minds of consumers for a longer period which in 

turn benefit the company as well as general public.  
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Abstract 

 
The study focused demonetization effect in Indian 
capital market, demonetization is one of most 
power full weapons deal to black money and 
corruption and counterfeit notes. The paper find 
out before and after announcement of 
demonetization impact capital market in India. 

Investors their fully followed digital payment 
systems so was not affected demonetization system. 
This paper is concluded of demonetization behavior 
and alternative payment system condition on the 
time. 
Key words; FMCG, GDP, NSE, NIFTY 

 

Introduction 

 The old unit of currency must be retrieved and replaced with a new currency unit. The first 

was on 12th January 1946[Saturday], second on 16th January 1978[Monday] and the third was on 8th 

November 2016 [Tuesday]. The purpose of this study is to compare and analyethe impact of 

demonetization and their significance in the economic development of India by compare with 

other countries. Considering the importance and the influence of Indian economy in the global 

financial markets and the growth rate of India‘s GDP‘ This article attempts to document the 

historical importance of the demonetization and their impact on the export and import. Thus, the 

finding of this study reveal that, India will achieve a significant growth by adapting the 

demonetization strategy and it will create a huge positive impact on the entire economy in a long 

run. In the case of demonetization, modi has staked his position as a leader capable of making 

bold decision. However, this support is no turn conditional and depends on the speed with which 

the current liquidity crunch is resolved. And also how the battle is played out in the media [ table 

of sue ring citizens vs the streams of news about tax raids and cash seizure].The ones who are 

most likely to sure are also the ones who are most vulnerable to vote buying. If things go 

downhill, his political foes may have no need to buy votes.Demonetization amendment after had 

been not affected high level being stage but few days affected periodically in NSE 

sectors.Demonetization was not suffering high level in NSE index volume because they were 

followed digital payment method so Demonetization affected only physical currency transaction 

only.  

Review of Literature 

 P. Janaki, B. Adil ahameded, N.Sanjeev [2017] the research paper discussed on 

‗CHALLENGES OF CURRENCY DEMONETIZATION, They discussed that Demonetization is old 

currency retired and replace by new currency. A demonetization was affected at GDP through 

money circulation. The money circulation was affected like construction, real estate, FMCG 
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products. The demonetization more than hit rural areas. The demonetization under taken by 

central government is a large shock to the Economy, it would be unnecessary this is only possible. 

The impact of shock in the medium term is a function of much of ten currencies will be replaced 

at the end of the replacement currency circulati 

What is Demonetization: Demonetization is a process by which a series of currency will not be 
legal tender. The series of currency will not acceptable as valid currency. The same thing happen 
with the Rs. 500 and Rs. 1000 notes Demonetization.  

What are the causes of Demonetization: There can be many causes of Demonetization in any 

economy some of them are; Introduction of new currency, Black Marketing, Currency Storage, 

Corruption and Other. There will be excess fake currency in the economy is main reason of 

Demonetization. 

What Happened on Demonetization: On 8th November 2016, Government of India had announced 
that from today onward rupees 500 and 1000 rupee note be a legal tender. This means that 500 
and 1000 rupee note will be accepted by anyone except the organization declared by 
Government. They can change the currency from the banks and post offices till 30th December 
2016. 
Demonetization in India: High Demonetization notes are misused by terrorists and for holding 

black money. Since India is cash based economy the circulation of fake Indian currency notes 

continues to be threat. In order to contain the rising of fake notes and black money, the 

Government of India has introduced the scheme to withdraw the existing bank notes in 

demonetization f Rs. 500 and Rs. 1000 issued by the Reserve Bank of India till November 8, 2016. 

Further these Bank Notes cannot be used for transacting businessor store of value for future 

usage. The Specified Bank Notes can be exchange for values at any of the 19 offices of the 

Reserve Bank of India or at any of the Bank branches of commercial bank/ Regional Rural Banks/ 

Co- operative banks or at any Head post Office. 

Effect on Parallel Economy: The removal of these 500 and 1000 notes and replacement of the 

same with new 500 and 2000 Notes is expected to –remove black money from the economy as they 

will be blocked since the will not be in a position to deposit the same in the bank- Temporarily 

stall the circulation of large volume of counterfeit currency and –curb the funding for anti- social 

elements like smuggling, terrorism, espionage, etc. 

Tables of Payment System 

Payment 
Mechanism 

Salience of 
Form 

Salience 
of 

amount 
Transparency 

Temporal 
Separation 

Temporal 
Orientation 

Cash Very High High High 
No, Do not 

Exist 
Perception of present-
present 

Cheque Medium High High Low 
Perception of present-
present/future 

Credit card Medium Medium Medium High 
Perception of present-
future 

Debit card Medium Medium Medium 
No, Do not 

Exist 
Perception of present-
present 

Store value card Low Low Low Medium 
Perception of present-
present 

Auto pay[ direct debit 
from account] 

Very Low Very Low Very Low Low 
Perception of present-
present 

Digital 
wallet 

Medium Medium Medium High 
Perception of present-
present/future 
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The chart show that nifty 

movement of before demonetization 

[1/January 2016 to 1/ October 2016]. 

The chart defined nifty performance 

started at 8000 and get down 7000 

and again was goes up above 8000 

between 9000.  

 

 

 

 

 

Chart 1.1 The before demonetization trend movement of Nifty 

 

 The chartshow that nifty 

movement of after demonetization 

[1/ December/ 2016 to 1/ August 

2017]. The chart defined nifty 

performance started at 8000 and 

goes up above 8000 between 1000.It 

is positive performance there.  

 

 

 

 

Chart 1.2. The after demonetization trend movement of Nify 

Conclusion 

 Government of India has introduced the scheme to withdraw the existing bank notes in 

demonetization f Rs. 500 and Rs. 1000 issued by the Reserve Bank of India till November 8, 2016. 

Further these Bank Notes cannot be used for transacting businessor store of value for future 

usage. Demonetization is one of most power full weapon it deal to balck money, and counter fied 

notes, and corruption a most of people welcome the Demonetization for ceiling India. 

Demonetization was affected more that time like, villages and cities. Demonetization was fully 

affected where involved physical currency transaction there. But Demonetization was not 

affected in Indian capital market because their fully followed digital method of payment and 

credit cards and debit cards also cheque. The nifty performance is fully based on market 

condition. 
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Abstract 

 
Derivatives are the most vanguard tools that can be 
found in an investor's portfolio. By their own 
nature, these contracts meet, the more specialized 
needs that arise in the current context of the global 
financial system. They allow companies and 
individuals to protect themselves against risks and 
accept risks in an effective manner. In terms of 
Derivatives market the Indian market has equaled or 
exceeded when we compared to other markets. In 
this derivatives market, the retail investors, private 
sector institutions and large corporations and small 
companies are showing the interest in getting into 
it. Many numbers of derivative instruments were 
available in this segment like forward, futures, 
option and swap. But, a large gap exists in the range 
of derivatives products, which is stock futures and 
index futures alone played a major role in the 
equity derivatives market. In the last decade, NSE 
figure shows around 90% of the activity is performed 

by the futures product and rest of the market were 
performed by options market with limited stocks. 
The main reason for this varies with these two 
products is settlements were made in cash in the 
futures market, in case of options market it is done 
through underlying stocks. And also, in actual 
market the investors do not have any patience to 
get into the real market movement for earning 
more profit. In this paper, the researcher wants to 
identify the general trade practice of the 
derivatives market and also to understand the 
impact of derivative instruments on risk return 
parameters and hedging practices made in the 
options market. For this, the researcher plans to 
take a particular period, which is more volatile and 
unstable one.  
Key Words: Options Market, Strike Price, Stock 
Price, Trading. 

 

Introduction 

 The derivatives market now covers a broad spectrum of risk, including equity risk, interest 

rate risk, weather risk, and, most recently, credit risk and inflation risk. This phenomenal growth 

in size and breadth underscores the role of derivatives in financial markets and their economic 

value. In this paper the researcher focus on volatility trading is motivated to a large extent by the 

fact that equity options are uniquely suited to investors with information about future volatility. 

Unlike trader‘s directional information about underlying stock prices that can trade in either the 

stock or option markets, traders with volatility information can only use nonlinear securities such 

as options. The options market is the primary venue for information trading only for small 

investors, whereas large investors do not necessarily trade options rather than stocks when they 

are informed. With different trading mechanisms in the stock and options markets, this finding 

implies that investors, when facing different impediments to information-related trading, select 

different vehicles to exploit their information.  
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Review of Literature 

 In addition, Pan and Poteshman (2005) found that full-service option traders have a greater 

propensity than discount option traders to open new purchased call (put) positions before stock 

price increases (decreases). Further evidence that full-service option customers are more 

sophisticated than discount option customers is provided in Mahani and Poteshman (2005), which 

shows that discount customers have a greater propensity for entering option positions that load up 

on growth stocks relative to value stocks in the days leading up to earning announce- ments 

despite the fact that at earning announcements value stocks outper- form growth stocks by a wide 

margin [LaPorta et al. (1997)]. Informed traders may prefer to submit market orders that can be 

executed immediately, before their private information is learned by other investors. However, 

by submitting market orders they have to pay the bid-ask spread. Therefore, if the value of 

private information is less than the bid-ask spread, informed investors would either not trade or 

submit limit orders instead. This can be an especially important consideration in the option 

market, where the proportional bid- ask spread is relatively large [Vijh (1990)].  

Options Data 

 In this paper the researcher, combined the several data in this study to get a desirable result. 

A prominent options market websites known as NSE were provided an option value data for 

Reliance stock. The expiry date, strike price, settlement price and the underlying value of stocks 

were taken. Finally, the difference of settlement price and underlying value we're using for the 

nearest month contract views. The descriptive statistics and various econometric tests were used 

to analyze the data of both options strike price and the stock price of Reliance stock for first 

quarterly value for during January 2014 to March 2014 (my Quarterly Report). The correlation test 

was applied both in the values of strike prices and averaged strike price. 

Descriptive Statistics 

 

 
Correlation 

 Average strike price Stock_price 

AVERAGE STRIKE PRICE 1 0.793846 

STOCK PRICE 0.793846 1 

The correlation coefficient is 0.79384, which indicates strong positive correlation.  

 

 Stock price Strike price 

Mean 1036.366 1026.197 

Median 1053.400 1040.000 

Maximum 1127.450 1300.000 

Minimum 928.1000 560.0000 

Std. Dev. 63.37601 168.3178 

Skewness -0.321847 -0.768363 

Kurtosis 1.559193 3.286952 

Jarque-Bera 85.39538 83.80433 

Probability 0.000000 0.000000 

Sum 852929.2 844560.0 

Sum Sq. Dev. 3301578. 23287996 

Observations 823 823 

 
Average strike  

price 
Stock  
price 

Mean 1019.368 1031.752 

Median 1060 1051 

Maximum 1160 1127.45 

Minimum 736 928.1 

Std. Dev. 127.9756 65.3361 

Skewness -1.023154 -0.187532 

Kurtosis 2.98793 1.443997 

Jarque-Bera 8.898483 5.443862 

Probability 0.011687 0.065748 

Sum 51987.76 52619.35 

Sum Sq. Dev. 818887.6 213440.3 

Observations 51 51 
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Regression estimation by actual values Without Log value 

Variable Co-efficient Standard error t-statistic Prob 

C 808.9519 11.04755 73.22454 0.0000 

STRIKE_PRICE 0.221609 0.010624 20.85975 0.0000 

R-squared 0.346405 Mean dependent var 1036.366 

Adjusted R-squared 0.345609 S.D. dependent var 63.37601 

S.E. of regression 51.26768 Akaike info criterion 10.71443 

Sum squared resid 2157896. Schwarz criterion 10.72588 

Log likelihood -4406.986 Hannan-Quinn criter. 10.71882 

F-statistic 435.1291 Durbin-Watson stat 0.271526 

Prob(F-statistic) 0.000000   

Inference:  

 Though the p value indicates less than 0.05, the highlighted values indicate that the model 

estimation not proper fit. 

With Log value 

Variable Co-efficient Standard error t-statistic Prob 

C 5.562149 0.066469 83.68087 0.0000 

LOG(STRIKE_PRICE) 0.199390 0.009604 20.76028 0.0000 

R-squared 0.344244 Mean dependent var 6.941578 

Adjusted R-squared 0.343445 S.D. dependent var 0.061889 

S.E. of regression 0.050147 Akaike info criterion -3.145281 

Sum squared resid 2.064604 Schwarz criterion -3.133827 

Log likelihood 1296.283 Hannan-Quinn criter. -3.140887 

F-statistic 430.9893 Durbin-Watson stat 0.284599 

Prob(F-statistic) 0.000000   

 
Inference:  

 The model considered the log values of both stock and strike prices, here the highlighted 

values indicates that it is a good fit for regression. Since Durbin –Watson stat value is less than 2, 

it indicates that there exists a positive serial correlation.  

 

Trend analysis  

 
 

Findings & Conclusion 

 In this study, the selection of data for Reliance stock in options market with those in their 

underlying NYSE stocks conditional on trade size. We find that the extent of information-based 

trading in the options market decreases with trade size. We also show that adverse selection costs 

for small trades are greater on the CBOE than on the NYSE, while the opposite is true for large 

trades. These findings suggest that the options market is the primary venue for information only 
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for small investors while large investors do not necessarily prefer trading in options. Thus, our 

results support the notion that some informed investors prefer trading options rather than stocks, 

and option markets play an important role in impounding information into security prices, as 

suggested by Easley et al. (1998). Here the researcher also shows that the realized spread is lower 

for high delta options than for low delta options. Given that an option's elasticity with respect to 

the underlying stock is negatively related to option delta, this result suggests that the large 

realized spreads of options are attributable to inventory risk management concerns faced by 

option. The result in this study has not statistically significant; this finding is shown to be 

consistent with the price changes over every day during 2014. Another finding is that all of the 

strategies tested yield returns well below the average return that could be obtained with perfect 

information.  

 

References: 

1. Chance, D. M., 1998, An Introduction to Derivatives, Harcourt Brace College Publishers, New 

York 

2. Cox, J. C., and M. Rubinstein, 1985, Options Markets, Prentice-Hall, Englewood Cliffs, NJ. 

3. Ni, S. X., J. Pan, and A. M. Poteshman, 2006, "Volatility Information Trading in the Option 

Market," Working Paper, University of Illinois at Urbana-Champaign. 

4. Easley, D., M. O'Hara, and P. Srinivas, 1998, "Option Volume and Stock Prices: Evidence on 

Where Informed Traders Trade," Journal of Finance, 53, 431-465 

5. Anthony, J., 1988, "The Interrelation of Stock and Options Market Trading-Volume Data," 

Journal of Finance, 43, 949-964. 

 

 
  



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 113 

 
THE IMPACT OF FOREIGN DIRECT EQUITYINVESTMENTS ON GROWTH AND 

DEVELOPMENT OF SERVICE SECTORS IN INDIA 

 

 

Dr. K. Prabhakar Rajkumar 

Assistant Professor, Dept of Commerce, Periyar University, Salem. 

 
K.Pagavathi 

Ph.D Research Scholar, Dept of Commerce, Periyar University, Salem. 

 
Abstract 

 Any developing economy cannot sustain and 
improve their status without improvingthe 
investments from overseas. A typical characteristic 
of these developing and underdeveloped economies 
is the fact that these economies do not have the 
need level of savings and income in order to meet 
the required level of investment need to sustain the 
growth of the economy.In such cases, foreign direct 
investment plays an important role in bridging the 
gap between the available resources or funds. It 
plays an important role in the long-term 
development of the country not only as a source of 
capital, but also for enhancing thecompetitiveness 
of the domestic economy through thetransfer of 
technology, strengthening infrastructure, raising 
productivity and generating new employment 
opportunities. Many developing economies sustain 
its status through achieving self-reliance in various 

sectors. After liberalizing and globalizing,the 
massive increaseisin the flow of foreign direct 
investment in India.The services sector is not only 
the dominant sector in India‟s GDP, but alsothe 
attracted significant foreign investment flows, 
contributed significantly to exports as well as 
provided large-scale employment. India‟s service 
sectors covers a wide variety of activities like trade, 
hotel, restaurant, transport, storage and 
communication, finance, insurance, real estate, 
business services, community, social and personal 
services, and services associated with construction. 
Finally, this paper attempts to analyzethe impact of 
FDI equity inflows growth anddevelopment of the 
Indian service sector in the generation of 
employment in terms of skilled and unskilled. 
Keywords:Indian Service Sector, Equity inflows,GDP 
growth, Economic development. 

 

Introduction 

 India is a developing country we are making arelationship to some developed country. Since, 

1991 after implementing the economic policy,we received more FDI inflows fromanother neighbor 

country. In this connection, they are investing in different sectors like some developed and listed 

sectors. FromMarch 2000 to 2017, they areconcentratingmore on the leading sectors of service 

sectors only. Because services sector is not only the dominant sector in India‘s GDP, but also 

attracted significant foreign investment flows, contributed significantly to exports as well as 

provided large-scale employment. Service Sector of Indian Economy contributes around 55 

percent of India's GDP during 2006-07. This sector plays a leading role intheIndian economy and 

contributes around 68.6 percent of the overall average growth in GDP between 2002-03 and 2006-

07. There has been a 9.4 percent growth in the Indian economy during 2006-07 against the rise of 

9 percent in the same during 2006-06. During this growth in the Indian economy, the service 

sector witnessed a rise of 11 percent in the year 2006-07 against the 9.8 percent growth in  

2005-06. Today, the India service sector accounts more than 50 percent of India‘s Gross Domestic 

Product (GDP). There is a significant change in thesectoral contribution of each sector to India‘s 

GDP over a period of time. In 1950-51 the primary sector was contributing about 56.5 percent to 
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the Indian GDP. It is followed by the secondary sector with 13.6 percent and tertiary sector with 

29.9 percent. During 1990-91 the share of agriculture sector in India GDP was 34 percent. It was 

followed by the secondary sector with 23.2 percent and tertiary sector with 42.8 percent. During 

2007 the contribution of primary sector came down to 18 percent, and industrial sector increased 

to 29 percent sector to 53 percent. During 2008-09 the share of theprimary sector was 15.7 

percent, the share of thesecondary sector was 28 percent and the share of the service sector was 

56.4 percent (GOI, 2010) which highlights the fact that the share of tertiary sector is rising 

constantly over a period of time. 

Survey of Literature 

 Review of various literature available on FDI reveals that foreign investment is still a matter 

of debate. Whether FDI is boom or bane for the economic growth and development of host 

countries?Many scholars argue that the FDI developed nations may try to invade the sovereignty of 

the host country in order to earn quick profit, they may exploit the natural resources at the 

fastest rate and thus leave the host country deprived in the long run. It has been feared that FDI 

is a big threat to the survival of domestic players. Many of the opinion that the basic objectives of 

foreign investments are to earn profits by ignoring the overall social &the economic development 

of the host nation. Thus, through this section, an attempt has been made to discuss various issues 

raised by the different scholar on the subject.  

 Bhattacharyya Jita, Bhattacharyya Mousumi (2012)1 ―Impact of Foreign DirectInvestment and 

Merchandise and Services Trade of the Economic growth in India:an Empirical study‖, the study 

revealed that there was a long-term relationship betweenFDI, merchandise, service trade and 

economic growth of India. Bi-directional causality isobserved between merchandise trade and 

economic growth, services trade and economicgrowth. Unidirectional causality is observed from 

FDI to economic growth and FDI tomerchandise trade. A unidirectional causality is also observed 

from merchandise trade toservices trade.Abdul A., Morris R. (2011)2 ―Ease of doing business and 

FDI inflow to Sub-SaharanAfrica and Asian countries‖the studyfound thatthe two factors, 

―registering property‖ and ―trading across borders‖,were found to be related to FDI over all six 

years of the study (2000-2005) for thecombined sample. Also, several factors were found to be 

related to FDI received by SSAand Asian countries during various years.Singh Y., Bhatnagar A. 

(2011)4 ―FDI in India and China; A comparative analysis‖The study found that both enjoys healthy 

rates of economic growth but FDI inflow inchina is higher than India.Agarwal G., Khan M. A. 

(2011)5 ―Impact of FDI on GDP: A Comparative Study ofChina and India‖, the study found that 1% 

increase in FDI would result in a 0.07%increase in GDP of China and 0.02% increase in GDP of 

India. We also found thatChina‟s growth is more affected by FDI than India‟s growth.Chee Y. L., 

Nair M. (2010)6, ―The Impact of FDI and Financial Sector Developmenton Economic Growth: 

Empirical Evidence from Asia and Oceania‖The empirical analysis showed that financial sector 

development enhances thecontribution of FDI to economic growth in the region. It also showed 

that thecomplementary role of FDI and financial sector development on economic growth ismore 

important for less developed economies in the region. Key strategies to enhance therole of FDI 

and financial development on economic growth in developing and leastdeveloped Asia and 

Oceania countries are also discussed in the paper. 
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Objectives of the Study  

 Helping this in mind and efforts has been made to study the impact, growth and development 

of the services sector of India. The stipulated objectives of the current study are given below:  

 To analysisthe Impact of Service Sector in Indian Economy.  

 To identify the Growth and Development of Service Sector.  

  To measure the employment and economic growth in India.  

Data Andmethodology 

 The present study is of analytical nature and makes use of secondary data. The relevant 

secondary data are collected fromvarious journals, magazines, and websites, particularly from the 

Department of Industrial Policy & Promotion, Ministry of Commerce and Industry, Government 

Websites, Reports and publications, Industry, Agencies, Historical documents and other sources of 

published information, Secretariat of Industrial Assistance (SIA), Central Statistical Organization 

(CSO).  

FDI in India’s Services Sector 

 The services sector is composed of abroad spectrum of service providing entities spread 

throughout the Country. Economic Survey, 2011-12 observed that ―The services sector has been a 

major and vital force steadily driving growth in the Indian economy for more than a decade.  

The economy has successfully navigated the turbulent years of the recent global economic crisis 

because of thevitality of this sector in the domestic economy and its prominent role in India‘s 

economic interactions‖. In a country like India, having a huge size of thepopulation, theservices 

sector has its huge potential. Development of services sector can transform this burden of 

thelarge size of manpower into an asset by its proper utilizations and thereby can generate a huge 

size of income for the nation as a whole. The service sectorsusually cover a wide range activity 

from the most sophisticated information technology (IT) two simple services provided by the 

unorganized sector like the services of the plumber, mason, barber, etc. National Accounts 

classification of the service sectorsincorporates trade, hotels, and restaurants, transport, storage 

and communication; financing, insurance, real estate, and business services; and community, 

social and personal services. World Trade Organization (WTO) and Reserve Bank of India (RBI) 

classification, construction is also included in theservicesectors. 

 The ambiguity in classifying FDI in different activities under the services sector continues. The 

combined FDI share of financial and non-financial services under services sector, construction, 

development, telecommunications, computer hardware and software, and hotels and tourism can 

be taken as the best estimate of services FDI, though it could include some non-service elements. 

This share is 43.7 per cent of the cumulative FDI equity inflows during the period April 2000- 

November 2014. If the shares of some other services or service-related sectors like trading, 

information and broadcasting, construction (infrastructure) activities, consultancy services, 

hospital and diagnostic centers, ports, agriculture services, education, air transport, including air 

freight, and retail trading are included, then the totalshare of cumulative FDI inflows into the 

services sector would increase to 53.8 percent. In 2013-14, FDI inflows into the services sector 

(top five sectors including construction) declined sharply by 37.6 per cent to US$ 6.4 billion, 

though overall FDI inflows grew by 8.4 per cent. However, during 2014-15 (April to November), 

the FDI inflows to services grew by 105.8 percent compared to 22.2 per cent growth in overall FDI 

inflows. The total FDI inflows to the top five services in the first eight months of this year are 

higher than for the whole of 2013-14 owing to major inflows in telecommunications. 
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Table.1: Statement of Sector-Wise FDI Equity Inflows from January 2000 to December 2016 

Sl 
N
o 

Sector 

2000-2012 
(Jan-Dec) 

2013  
Jan-Dec 

 

2014 
Jan-Dec 

2015 
an-Dec 

2016 
Jan-Dec 

Cumulative Total 
(fromJan. 2000 to 

Dec. 2016) 

FDIin Rs 
million 

FDIin Rs 
million 

FDIin Rs 
million 

FDIin Rs 
million 

FDIin Rs 
million 

FDIin Rs 
Million 

FDIin US$ 

1. 

SERVICESSECTOR (Fin, 
Banking,Insurance,Non 
Fin/Business,Outsourcing,R&D,Courie
r,Tech. TestingandAnalysis, Other) 

1,680,967.4
3 

136,161.4
7 

179,500. 
90 

409,974.58 684,051.94 3,090,656.32 58,366.26 

2. 

CONSTRUCTION DEVELOPMENT: 
Townships, housing,built-up 
infrastructure and construction-
developmentprojects 

997,166. 
69 

69,207.87 61,835.69 10,609.99 7,137.46 1,145,957.71 24,286.56 

3. TELECOMMUNICATIONS 574,749.33 17,700.03 234,555.11 83,373.33 389,710.04 1,300,087.84 23,923.79 

4. COMPUTERSOFTWARE&HARDWARE 524,820.58 36,598.31 95,622.02 425,370.39 161,969.13 1,244,380.43 22,855.98 

5. AUTOMOBILEINDUSTRY 358,788.20 90,020.28 136,349.52 185,207.61 148,087.03 918,452.64 16,675.05 

6. DRUGS&PHARMACEUTICALS 461,575.75 
100,054.5

7 
73,763.98 40,268.56 72,923.61 748,586.48 14,577.87 

7. TRADING 169,730.61 40,846.89 174,613.39 228,091.39 210,535.96 823,818.24 13,896.56 

8. CHEMICALS(OTHERTHAN FERTILIZERS) 398,803.58 35,785.86 51,131.82 91,951.18 70,857.16 648,529.59 12,694.28 

9. POWER 362,659.88 33,770.79 66,773.12 50,097.23 79,270.20 592,571.21 11,480.24 

10
. 

MISCELLANEOUSINDUSTRIES 364,740.51 24,996.76 31,889.62 37,407.18 45,542.71 504,576.78 10,296.27 

 Total 
5,894,002.

56 
585,142.

83 
1,106,035.

17 
1,562,351.

44 
1,870,085.

24 
11,017,617.

24 
209,052.

86 

Source: Based on the Department of Industrial Policy and Promotion (DIPP).  

 From the above table clearly show the FDI equity inflows in thedifferent sector for the period 

2000 to 2016 data reveals that most of the foreign countries like to invest in the service sector. 

Services sector includes Financial, Banking, Insurance, nonfinancial / Business etc. The share of 

theService sector in total FDI is 58,366.26 US$. The second largest share of FDI is in the 

construction development. A Large amount of FDI has also taken place in thetelecommunication 

sector. The telecom industry has now become one of the fastest growing industries in India. Some 

Sector like Information & Broadcasting, Electrical Equipment attracts less FDI in the country. 

Market Size of Service Sector  

 The services sector is the key driver of India‘s economic growth. The sector contributed 

around 66.1 per cent of its Gross Value Added growth in 2015-16, thereby becoming an important 

net foreign exchange earner and the most attractive sector for FDI (Foreign Direct Investment) 

inflows. According to a report by leading research firm Market Research Store, the Indian 

telecommunication services market is expected to grow by 10.3 percent year-on-year to reach 

US$ 103.9 billion by 2020. The Indian digital classifieds industry is expected to grow threefold to 

reach US$ 1.2 billion by 2020, driven by growth in horizontal classifieds like online services, real 

estate, and automobiles.Out of the overall services sector, the sub-sector comprising financial 

services, real estate, and professional services contributed US$ 305.8 billion or 20.5 per cent to 

the GDP. The sub-sector of community, social and personal services contributed US$ 188.2 billion 

or 12.6 per cent to the GDP. 

Investments 

 The Indian services sector has attracted the highest amount of FDI equity inflows in the period 

April 2000-March 2016, amounting to about US$ 50.79 billion, which is about 17.6 percent of the 

total foreign inflows, according to the Department of Industrial Policy and Promotion (DIPP).Some 
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of the developments and major investments by companies in the services sector in the recent past 

are as follows: 

 Gadgetwood, an on-demand repair services & refurbishment company, have raised US$ 6 

million from private equity fund Carpediem Capital, which will be used for expanding its 

presence to other geographies, starting with the metros and moving to set up a presence 

across 10 cities by 2017, and broaden the scope of its repair capabilities to include, laptops, 

wearable tech and LEDTVs. 

 Online food ordering and delivery service firm Swiggy, owned by Bundle Technologies Private 

Limited, has raised US$ 15 million in a fresh funding round led by Bessemer Venture Partners 

along with existing investors SAIF Partners, Norwest Venture Partners, Accel Partners, and 

Apoletto Asia. 

 Factsheet, a US-based financial data, and analytics firmplans to set up its largest global office 

at Divyasree Orion Special Economic Zone (SEZ) in Gachibowli, Hyderabad. 

 LogixHealth Private Limited, a wholly-owned subsidiary of LogixHealthInc, USA, plans to 

invest around US$ 15 million and hire 1,000 people for its upcoming facility in Coimbatore. 

 

Government Initiatives 

 The Government of India recognizes the importance of promoting growth in services sectors 

and provides several incentives in awide variety of sectors such as healthcare, tourism, education, 

engineering, communications, transportation, information technology, banking, finance, 

management, among others.Prime Minister Narendra Modi has stated that India's priority will be 

working towards trade facilitation agreement (TFA) for services, which is expected to help in the 

smooth movement of professionals.The Government of India has adopted a few initiatives in the 

recent past. Some of these are as follows: 

 The Government of India plans to significantly liberalize its visa regime, including allowing 

multiple-entry tourist and business visas, which is expected to boost India's services exports. 

 Mr Ravi Shakar Prasad, Minister of Communication and Information Technology, announced 

plans to increase the number of thecommon service center or e-Seva center to 250,000 from 

150,000 currently to enable village level entrepreneurs to interact with national experts for 

guidance, besides serving as an e-services distribution point. 

 The Central Government is considering a two-rate structure for the goods and service 

tax(GST), under which key services will be taxed at a lower rate compared to the standard 

rate, which will help to minimize the impact on consumers due to increase in service tax. 

 By December 2016, the Government of India plans to take the mobile network to nearly 10 

percent of Indian villages that are still unconnected. 

 The Government of India has proposed to provide tax benefits for transactions made 

electronically through credit/debit cards, mobile wallets, net banking and other means, as 

part of a broader strategy to reduce the use of cash and thereby constrain the parallel 

economy operating outside the legitimate financial system. 

 The Reserve Bank of India (RBI) has allowed third-party white label automated teller machines 

(ATM) to accept international cards, including international prepaid cards which also allowed 

white label ATMs to tie up with any commercial bank for cash supply. 
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Employment in Service Sectors 

 There has been a lot of debate about the capacity of the service sector to generate 

employment. It has been argued that employment growth has not kept pace with income growth 

in the sector (Bosworth and Maertens 2010) or with the rise in its share of GDP (Kochhar et al. 

2006). Furthermore, the change in the production structure from agriculture to services has not 

been reflected by a proportionate change in the occupational structure (Bhattacharya and Mitra 

1990). As a result, service-led growth has been jobless growth (Banga 2005).  FY1993, close to 63% 

of the population was engaged in agriculture while 22% worked in services (in both the formal and 

informal sectors). Over time, thepercentage of people employed in agriculture have declined and 

employment services have increased, although agriculture continues to have the highest share. 

Within services, there has been a change in the pattern of employment. The share of wholesale 

and retail trade has increased while the share of public administration and defense has declined.  

 

Health Service Sector in India 

 Health is defined as a state of complete physical, mental and social well-beingand not just 

thenon-existence of disease or ailment. The health service sector is a primary human right which 

has been accorded as animportant by constitution through Article 21. TheArticle 21 stresses upon 

the state government to safeguard the health and nutritional well-being of the people, the 

central government also plays an active role in the sector. The Indian Health sector consists of:  

(i) Medical care providers like physicians, specialist clinics, nursing homes, hospitals.  

(ii) Diagnostic service centers and pathology laboratories  

(iii) Medical equipment manufacturers 

(iv) Contract research organization (C.R.Os) pharmaceutical manufacturers etc.,  

Education Service Sector in India 

 Our wide range of services provides an end –to-end solution to all our needs in the education 

sector. The education sector in India is poised at a crucial stage in its growth. India‘s demographic 

advantage of having a large population of youth, coupled with low gross enrollment ratios 

presents a huge opportunity to education sector players. At the same time, the growth of the 

Indian economy and upward movement of income levels is boostingspendingon education. This 

accounts for the second-highest share, wallet for the middle-class households. Government 

support for the education sector has also seen as a boost, with substantial reforms and increased 

financial outlays being announced and implemented. 

Recent Issues of Service Sector in India  

 India has the second fastest growing services sector with its compound annual growth rate of 

nine per cent, just below China‘s 10.9 percent, during the last 11-year period from 2001 to 2012, 

the Economic Survey for 2013-14 said. Russia at 5.4 percent is a distant third. Among the world's 

top 15 countries in terms of GDP, India ranked 10th in terms of overall GDP and 12th in terms of 

services GDP in 2012, it is said, adding that services share in world GDP was 65.9 percent but its 

share in employment was only 44 per cent in 2012. As per the survey in India, the growth of 

servicessector GDP has been higher than that of overall GDP between the periods FY2001- FY2014. 

Services constitutes a major portion of India‘s GDP with a 57 per cent share of GDP at factor cost 

(at current prices) in 2013-14, an increase of 6 percentage points over 2000-01. ―Despite 

deceleration, services GDP growth of 6.8 percent was above the 4.7 percent overall GDP growth 

in 2013-14,‖ it said.In fact, the growth rate of 6.8 per cent for the sector is marginally lower than 
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in 2012-13. ―This is due to deceleration in the growth rate of the combined category of trade, 

hotels, and restaurants and transport, storage, and communications to 3 per cent from 5.1 per 

cent in 2012-13,‖ the survey said. 

 On the other hand, robust growth was seen in financing, insurance, real estate, and business 

services at 12.9 per cent.FDI inflows into the services sector (top five sectors including 

construction) declined sharply by 37.6 per cent to USD 6.4 billion, compared to an overall growth 

in FDI inflows at 6.1 per cent.India‘s share in world services exports, which increased from 0.6 

percent in 1990 to 1.1 percent in 2000 and further to 3.3 percent in 2013, has been increasing 

faster than its share in world merchandise exports, according to the survey.While exports of 

software services, accounting for 46 percent of India‘s total services exports, decelerated to 5.4 

per cent in 2013-14 from 5.9 percent in 2012-13, travel, accounting for a nearly 12 percent share, 

witnessed thenegative growth of 0.4 per cent. However, moving in tandem with global exports of 

financial services, India‘s exports of financial services registered a high growth of 34.4 percent in 

2013-14.The survey tabled in the Parliament on Wednesdayand said the immediate challenge in 

the services sector is arevival of growth.―While this could be achieved through reforms and 

speeding up of the policy decision making, a targeted approach to focus on big ticket services 

could lead to a rebounding of services-sector growth in India,‖ it stated. 

 The survey highlighted that some services like software and telecom were big ticket items 

that gave India a brand image in services. While thefurther focus on these services is needed to 

retain and further our lead, the time has come to focus on some other high potential big ticket 

items (such as Tourism and hospitality sector, Ports services and Railways) that have high 

manufacturingsector and employment linkages.Commenting on the outlook forthe services sector, 

which was growing at a steady rate of over 10 per cent since 2005-06, has shown subdued 

performance in the last three years, the survey said the year 2014-15 seems to augue well for the 

services sector with expansion in business activity in India.There are also signs of revival in the 

growth of the aviation sector with the announcement of new players like Air Asia and Tata-SIA 

Airline after a turbulent period of withdrawals and losses by some airlines. There are also 

indications of revival in world GDP that could help in the revival of the tourism and shipping 

sectors.(TheHindu English newspaper dated (August 05, 2016) 

 

 
 

 

Table No 2: Sector wise Employment Trends (UPS) 
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Sectors 

Absolute number (million) (Share in percent given 
in parentheses) 

 
Employment elasticity 

1
9
9
3
-9

4
 

1
9
9
9
-0

0
 

2
0
0
4
-0

5
 

2
0
0
9
-1

0
 

2
0
1
1
-1

2
 

1
9
9
3
-9

4
to

  

1
9
9
9
-0

0
 

1
9
9
9
-0

0
 t

o
 

2
0
0
4
-0

5
 

2
0
0
4
-0

5
 t

o
 

2
0
0
9
-1

0
 

2
0
0
9
-1

0
 t

o
 

2
0
1
1
-1

2
 

Agriculture 
204.3 
(61.1) 

214.7 
(58.5) 

226.8 
(54.5) 

220.5 
(51.6) 

204.4 
(47.1) 

0.3 0.7 0.2 
-

0.5 

Industry 
53.5 

(16.0) 
61.7 

(16.8) 
81.0 

(19.5) 
93.1 

(21.8) 
106.1 
(24.4) 

 
0.4 

 
0.9 

 
0.3 

 
0.9 

Trade, hotels and 
restaurants 

26.8 
(8.0) 

34.1 
(9.3) 

46.5 
(11.2) 

48.4 
(11.3) 

50.5 
(11.6) 

0.5 0.4 0.1 0.6 

Transport, Storage, and 
Communication 

11.0 
(3.3) 

15.0 
(4.1) 

18.7 
(4.5) 

19.9 
(4.6) 

22.8 
(5.2) 

0.5 0.4 0.1 0.6 

Financial, Insurance , Real 
estate and business 
services 

3.7 
(1.1) 

4.8 
(1.3) 

7.5 
(1.8) 

9.4 
(2.2) 

10.7 
(2.5) 

0.5 1.6 0.4 0.6 

Community, Social ,and 
personal services 

35.1 
(10.5) 

36.7 
(10.0) 

35.3 
(8.5) 

36.1 
(8.4) 

39.9 
(9.2) 

0.1 
-

0.2 
0.1 1.1 

 
Total 

334.4 
(100.0) 

367.0 
(100.0) 

415.7 
(100.0) 

427.4 
(100.0) 

434.4 
(100.0) 

0.2 0.4 0.1 0.1 

Source: based on data from National Sample Survey Office (NSSO) different round reports and 

CSO  

Note: Employment elasticity is calculated by CAGR method, employment, Employment 

elasticity = (CAGR employment/ (CAGR GDP at FC constant 2004 -05 prices) for the respective 

period. UPS- Usual principal status 

 
India’s Services Employment 

 The pattern of the sectoral share of employment has changed over the last two decades with 

the share of agriculture, falling and by industry and services rising steadily. Services share of 

employment at 28.5 percent in 2011-12 is higher than the industry at 24.4 per cent. Among the 

different services sectors, from 1993-94 to2011-12, there was a continuous increase in 

employment share of trade, hotels, and restaurants, transport, storage, and communication; and 

financial, insurance, real estate and business services. Employment share in community, social, 

and personal services have fallen continuously except in 2011-12 when there was an increase 

compared to 2009-10 and 2004-05. Employment elasticity has increased for both services and 

industry in 2009-10 to 2011-12 compared to 2004-05 to 2009-10, though industry hadhigher 

employment elasticity. Among services, employment elasticity was the highest in ‗financial, 

insurance, real estate, and business services‘ and ‗transport, storage, and communication.  

 

Road Ahead 

 Services sector growth is governed by both domestic and global factors. The sector is 

expected to perform well in FY16. The Indian facilities management market is expected to grow 

at a 17 percent CAGR between 2015 and 2020 and surpass the $19 billion mark supported by 

booming real estate, retail, and hospitality sectors. The performance of trade, hotels, and 

restaurants, transport, storage and communication sectors are expected to improve in FY17. Loss 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 121 

of growth momentum in commodity-producing sectors had adversely impacted transport and 

storage sectors over the past two years. The financial, insurance, real estate and business 

services sectors are also expected to continue their good run in FY17. The growth performance of 

the community, social and personal services sector is directly linked with government expenditure 

and we believe that the government will remain committed to fiscal consolidation in FY16. 

 

Conclusion 

 FDI is an important role in the long-term development of a country not only as asource of 

capital, but also for enhancing thecompetitiveness of the domestic economy through thetransfer 

of technology, strengthening infrastructure, raising productivity and generating newemployment 

opportunities. India emerges as the fifth largest recipient of foreign directinvestment across the 

globe and second largest among all other developing countries (WorldInvestment Report 2010). 

The huge market size, availability of highly skilled human resources,sound economic policy, 

abundant and diversified natural resources all these factors enable Indiato attract FDI. Further, it 

was found that even though there has been increased flow of FDI intothe country during the post 

liberalization period, the global share of FDI in India is very lesswhen it is compared to other 

developing countries. Lack of proper infrastructure, unstablegovernment, and political 

environment, high corporate tax rates and limited export processingzones are considered to be 

the major problems for low FDI into the country. To overcome thissituation, the Government 

should revise the sectoral cap and bring more sectors under theautomatic route. Further, India 

should sign the agreement of Double Taxation treaties with othercountries in order to increase 

bilateral trade. Therefore, there is an urgent need to adoptinnovative policies and good corporate 

governance practices on par with international standards,by the Government of India, to attract 

more and more foreign capital in various sectors of theeconomy to make India a developed 

economy. 
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Abstract 

 Subliminal messages are hidden messages that 
are made to act on our subconscious mind. They are 
an attempt to make our think or want something 
without We even realizing it. These hidden 
messages can be transmitted by images flashing 
extremely fast on you r screen, in pictures with in 

pictures, in themes, or even in slogans, many 
believe that subliminal advertising purposely play‟s 
on the consumers subconscious manipulating them 
to make impulsive decisions. 
Keywords: Subliminal advertising, subconscious, 
consumers, hidden messages, decisions. 

 

Introduction  

 Subliminal advertising dates back to 1957 when advertising agency, Ogilvy & Mather, were 

experimenting with an ad in a movie theater and the ad subliminally influenced consumers to ―eat 

popcorn‖ and ―drink coke‖ (Broyles 2006). Later that year marketing researcher James Vicary 

claimed that he held a six-week study showing these exact messages across the screen for 1/3,000 

of a second, which lead to an increase in sales of both products. Vicary later admitted that the 

results of this experiment where manipulated to restore face from previous researches that 

failed. Even though Vicary‘s study was fool it stirred up the beginning of many controversial 

arguments to later come. Not only have these various experiments created controversies, but the 

frequently misuse of the word has added fire to the flame. Subliminal advertising is the practice 

in which messages are delivered to the consumer below their threshold of individual conscious 

awareness. Since majority of the research done rarely focuses on the true meaning of subliminal 

advertising and more on the facts of its effectiveness many simply argue that the practice is 

completely deceiving. In rebuttal opposing researchers believe if you compare allegations directly 

to the most commonly used definition of subliminal advertising, it would be preposterous to 

believe that advertisers have the capabilities to understand the vulnerabilities of each consumer‘s 

mind. Due to the fact that subliminal communication is highly misunderstood or rarely visited 

because of the high rate of uncertainty, it creates room for subjective arguments that leaves 

unclear data to answer the innumerable questions raised by subliminal advertising. However, if 

advertisers were using unethical techniques to influence desired actions of consumers the chances 

of finding any hardcore evidence to support this theory would be slim to none. As stated before 

there were various studies that simply focused on the effectiveness of subliminal advertising, 

especially after Vicary‘s spoof in 1957, which have led most to believe placement of subliminal 

messages connotes effectiveness. Contrary to popular belief, there have The effectiveness of 

Subliminal Messages in Advertising. 4 been various subliminal works that did not conclude that 

subliminal advertising propelled desired behaviors of consumers (Broyles 2006). In order to 
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prescribe theory on effectiveness there must be clear concise knowledge on all determining 

factors, you have to know exactly what the factor means to see what it really does. Researchers 

and philosophers have compiled years of information to defend marketers and advertisers and this 

what seems to be very viable marketing technique.  

 

Literature Review  

 The study of sensation and perception dates back to the 19th century, which would later 

emerge in to the study of subliminal perception in which stemmed form the term limen- the 

threshold of consciousness (Broyles 2006). Most of the confrontation comes from advertising 

research that finds some underlying message in ads and then exploits it to the mass public. 

Referring directly to the definition if something is truly subliminal you shouldn‘t be able to 

identify it (Edward 2011). Jim Edwards of CBS News states, ― Most subliminal ads are happy 

accidents, or people seeing what they want to see‖. This could be true; information later in the 

research could have many supporting details. The following ads represent ads that have subliminal 

images but not every consumer will notice the image. If you pay attention to figure 1 The True 

Meaning of Subliminal Advertising: Is it Really Effective? 5 below the Dickies ad represent 

masculinity of the hard workingman, but each consumer may see something different. These 

messages are mostly seen in gender related ads and this may be as close as you can get too 

unethical but legal. 

 This is due to prevarication of information in regards to subliminal The True Meaning of 

Subliminal Advertising: Is it Really Effective? 8 advertising. Professor Benjamin Wolman 

categorized subliminal stimuli into four criteria of awareness and unawareness, which have been 

misapplied in majority of research on subliminal advertising. The misuse of these definitions 

accounts for disinformation of the subject matter present-day (Taylor 2007). Taylor compared his 

research on the controversy of subliminal advertising to The Judas Priest trial. This trial as about 

two teenagers who supposedly had these terrible lives and one day they were listening to a song 

by The Judas Priest while drinking beer and decided to shoot themselves in the head with a 

shotgun. The Judas Priest had various songs that encouraged suicide but this particular song had 

adlibs that chanted, ―Do it‖ throughout the record (Taylor 2007). 

 This trial began many researches and continuous studies to see if subliminal messages could 

affect behavior in such a manner. Many argued that the adlib of the song is what caused the boys 

to shoot themselves, and other argued that something that you are totally unaware of could not 

be successfully processed, understood, and then acted out. A doctorate student of the field 

prepared a study where he had to audio messages one that consisted of subliminal messages about 

self-improvement and the other on self-esteem. Before the study he switched the title labels on 

the audiocassettes and his results would later state that each person in the study had an increase 

emotion of the area of the title instead of that actual message subliminally placed on the 

cassette. Incontestably it is clear that the research result aimed to prove that subliminal 

messages only have an influence on prior thoughts and do not cause people to act in an unaware 

stage. This research was extirpated immediately, Taylor (2007) described it as terrible science. 

Sure enough there are many forms of subliminal messages that influence a previous thought, 

which are discussed earlier in this research, but does not mean that subliminal messages don‘t 

have an influence on the subconscious. That is the purpose of the technique in its entirety, 

subliminally placed messages are supposed to grasp the consumers who have a sense The True 
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Meaning of Subliminal Advertising: Is it Really Effective? 9 of connection to the product and from 

that point on influence a desired behavior of the consumer. Post thoughts and emotions are key in 

retrospect, but are not necessary to influence the stimuli. 

Public awareness and perception  

 Results by Zanot et al. (1983) show that many people are familiar with the notion of 
subliminal advertising. In their study, 81% of respondents were aware of what subliminal 
advertising is. In a similar study of public opinion, Rogers & Smith (1993) obtained more or less 
the same results (74% 4 public awareness of subliminal advertising), leading them to conclude 
that ―subliminal advertising has become a recognizable part of the culture, despite the lack of 
scientific evidence that it is practical or even possible‖. Furthermore Rogers & Smith (1993) found 
that 61,5% of respondents believe that advertisers place subliminal messages in their 
advertisements. But at the same time most people perceive subliminal advertising to be 
unacceptable, unethical and harmful in the context of advertising (Zanot et al., 1983). The study 
by Zanot et al. (1983) also suggests that if people knew that specific advertisers use subliminal 
advertising this would affect their buying behavior.  

The current state of subliminal advertising  

 Many scholars have researched the effects of subliminal advertising. The results are mixed, 

but a majority of articles reports that subliminal advertising does not affect behavior. Moreover, 

people oppose to the feeling of being manipulated without being aware of it. This resulted in 

subliminal advertising being legally banned in countries like the United States, the UK and 

Australia (Karremans et al., 2006: 792). However, George W. Bush used a subliminal message in a 

promotional video for his 2000 presidential campaign, when he flashed the word ‗rats‘ when 

talking about opponent Al Gore. Thus the notion of subliminal messaging is still used nowadays to 

secretly influence human decision making. Even when most evidence shows it doesn‘t have an 

influence. 

Conceptual Models  

 Before an ad is created or even before the product the ad represents is manufactured, the 

first question asked is what consumer need is being catered to? Placing subliminal messages in ads 

helps the consumer identify a desired want 

through some type of emotion. Every consumer 

retains every message placed in an ad 

differently; it may have a common affect on 

consumers who have common wants or needs, 

but the way it is processed may be totally 

different. Therefore, if needs and wants have to 

be identified on a common ground 2Maslow‘s 

Hierarchy of Needs Theory serves as the perfect 

model to create an effective ad or product.  

 Typically on a hierarchy chart you go from 

top to bottom but Maslow Theory proposes that 

the last three levels are interchangeable 

depending on consumer prioritization.  

 2. Maslow‘s Hierarchy of Needs Theory 1954 The True Meaning of Subliminal Advertising: Is it 

Really Effective? 10 When thinking of the last three stages of Maslow‘s model think about a 

fortune cookie. The quotes in fortune cookies are quotes that appeal to the masses, the matter in 

which the consumer relates the quote to their personal life is going to be different for the most 
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part. This is the same process with subliminal messages; similar to the process of reading the 

fortune cookie the consumer has no idea what the message is going to say then the message is 

read and the quote instantly has some relevance to the consumer. 3In 1988 Albert Ellis begat a 

theory that suggests that subliminal information is processed and acted upon. Ellis‘ theory states 

that an activating event influences a belief which then brings forth an emotional or a behavior 

consequence.  

 
3 Albert Ellis ABC Theory 1988  

 This theory represents the true essence of subliminal advertising. The actual ad the consumer 

sees is the activating event, then the subconscious processes the message and retains a belief 

about the product, then finally the consumer has a certain feeling about the product which 

determines if the consumer makes the purchase or not. 

Conclusion  

 Its apparent that subliminal advertising exists and that its effective most of the time not 

matter where it is placed. Subliminal advertising is also an ethical technique it doesn‘t invade the 

privacy of the consumer nor does it deceive the consumer. For the most part the higher the rate 

of attraction the consumer has for the product the higher the consumer‘s response rate will be to 

The Effectiveness of Subliminal messages in Advertising. There are several ways to explain how 

effective subliminal message are, but the meaning doesn‘t change. Society has created their 

perception and philosophies about subliminal messages and advertising, but the truth remains. 

Subliminal advertising is simply that act of embedding messages in ads that influence consumers 

by appealing to their senses or emotions or unconscious assumptions with hopes of desired 

consumer behavior in return. This is by all means brilliant, but an ethical form of marketing as 

well. Subliminal messages can have some bad affects if you take The Judas Priest trial in regards, 

but again people see or hear what they desire in subliminal messages. Although the message can 

influence behavior the amount of belief has to be determined between the two. The Effectiveness 

of Subliminal Messages in Advertising, Is it Really Effective. 
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Introduction 

 The Goods and Services Tax (GST), the biggest reform in India‘s indirect tax structure since 

the economy began to be opened up 25 years ago, at last looks set to become a reality. GST 

would be applicable on the supply of goods or services as against the present concept of tax on 

the manufacture and sale of goods or provision of services. GST is essential to improve the 

transparency, reliability, timeline of supply chain mechanism. A better supply chain mechanism 

would ensure a reduction in wastage and cost for the farmers/retailers. GST would also help in 

reducing the cost of heavy machinery required for producing agricultural commodities. Under the 

model GST law, dairy farming, poultry farming, and stock breeding are kept out of the definition 

of agriculture. Therefore these will be taxable under the GST. GST Impact on Agriculture Sector in 

India. Agriculture provides the principal means of livelihood for over 58.4% of India's population.  

It contributes approximately one-fifth of the total gross domestic product (GDP) and accounts for 

about 10% of the total export earnings and provides raw material to a large number of industries. 

 The Agriculture sector in India has enjoyed a special treatment in the current taxation regime 

and has been granted various tax exemptions and concessions both by the Central as well as the 

State Governments. Sale of Agricultural produce has been exempted from the levy of VAT. State 

wise exemptions from levy of VAT have been granted to commodities like Cereals, paddy, rice, 

wheat, pulses, fresh plants, fruits and vegetables, milk, eggs, meat, etc. Concessional rates of 

VAT have been levied by various states on agricultural machinery and implements, agricultural 

tractors, trailers and trolleys, harvesters, threshers, including attachments, components and parts 

thereof. 

 The fundamental concept of GST is to levy of tax at each stage of supply of goods and services 

along with granting of input tax credit of the taxes paid at the earlier stage. With the onset of 

GST there is a concern whether the various tax exemptions and concessions being enjoyed by the 

agriculture sector would continue or would be removed/reduced and thus leading to higher 

outflow of taxes resulting in increase in costs. 

 As per the Model GST law ―agriculture" with all its grammatical variations and cognate 

expressions, includes floriculture, horticulture, sericulture, the raising of crops, grass or 

garden produce and also grazing, but does not include dairy farming, poultry farming, stock 

breeding, the mere cutting of wood or grass, gathering of fruit, raising of man-made forest or 

rearing of seedlings or plants. This definition of agriculture under the Model GST Law is 

similar to the definition under the Maharashtra Value Added Tax Act (i.e. MVAT Act). 

However, under the Service Tax law, agriculture has been defined as ‗"agriculture" means the 
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cultivation of plants and rearing of all life-forms of animals, except the rearing of horses, for 

food, fibre, fuel, raw material or other similar products‘. The term agricultural produce has 

also been defined under the service tax law and the following services relating to agriculture 

or agricultural produce s Agricultural operations directly related to production of any 

agricultural produce including cultivation, harvesting, threshing, plant protection or for 

testing 

 Supply of farm labours 

 Processes carried out on an agricultural farm, including tending, pruning, cutting, harvesting, 

drying, cleaning, trimming, sun drying, fumigating, curing, sorting, grading, cooling or bulk 

packaging and such like operations which do not alter the essential characteristics of 

agricultural produce but make it only marketable for the primary market 

 Renting or leasing of agro machinery, or vacant land with or without a structure incidental to 

its use 

 Loading, unloading, packing, storage or warehousing of agricultural produce 

 Agricultural extension services 

 Services by any Agricultural Produce Marketing Committee or Board or services provided by a 

commission agent for sale or purchase of agricultural produce 

Under the service tax law, the following services are currently exempt from the levy of 

service tax: 

 Services by way of post-harvest storage infrastructure for agricultural produce including cold 

storages for such purposes 

 Services by way of construction, erection, commissioning, or installation of original works 

pertaining to mechanized food grain handling system, machinery or equipment for units 

processing agricultural produce as food stuff excluding alcoholic beverages 

 Carrying out an intermediate production process as job work in relation to agriculture 

 Services by way of transportation by rail or a vessel from one place in India to another of the 

agricultural produce 

 Services provided in respect of specified agricultural produce by GTA by way of transport in a 

goods carriage. (Milk, salt and food grain, including flours, pulses and rice have been 

specified) 

Review 

 Pravesh Sharma, co-founder at Sabziwala, said GST will bring within the tax net transactions 

such as trading in oilseeds, pulses and cereals, which, at the moment, are happening outside the 

tax structure. It will bring benefit to processor and consumers as cascading impact of prices will 

be checked, Sabziwala is an Indian startup company and its business is to source fresh vegetables 

and fruits directly from farmers and supply them to urban customers. Pritam Shah, MD at Parag 

Milk Food, said GST is not beneficial for agricultural commodities and allied sector but might 

benefit the engineering sector. Meanwhile, the Tea industry feels that it should be exempted 

from GST. Tea is the most popular thing in India after water. A senior Industry executive says, 

―The Tea garden showcases the definition of agriculture in India and the Draft Model GST law 

insisted on its exemption. In case full exemption of GST is not possible, GST rate on tea should be 

kept on a par with the current tax rate of 5-6%. The present concessional tax rate of 0.5/1% for 
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teas sold through auctions be allowed to continue under the GST regime. Otherwise, tea will 

become costlier.‖ 

Current rates basket does not augur well for food processing 

 Let us look at major inputs first. Fertilisers, which currently attract VAT varying between 0% 

and 8% (in several states), will now attract 12% tax under GST. That means the prices of fertilisers 

are likely to go up by 5-7%, unless the government decides to absorb this by increasing subsidy. 

Pesticides are put in the 18% slab, up from the 12% excise they attract today and VAT of 4-5% in 

some states. Tractor rates are tricky. Several components and accessories of it are put in the 28% 

slab, while tractors themselves are in the 12% slab, up from zero excise and VAT of 4-5%. It is not 

very clear yet whether the input credit claims to cover taxes already paid on components and 

accessories will exceed the final tax rate of 12% on tractors, and therefore there could be a scope 

for reduction in tractor prices; or the tax on components may be rationalised and the applicable 

rate brought down from 28% to 12%. There is quite a bit of confusion here. 

 Fertilisers an important element of agriculture was previously taxed at 6% (1% Excise + 5% 

VAT). In the GST regime, the tax on fertilisers has been increased to 12%. The same impact is on 

Tractors. Wavier on the manufacture of Tractors is removed and GST of 12% has been imposed. 

This is beneficial as now the manufacturers will be able to claim Input Tax Credit. Currently, 

there is no tax to procure milk from farmers but only 2% central VAT on sale of milk powder to a 

company. When GST gets implemented, the tax can be 12.5% or 15% or 18%. There will be a 

straight cost hike in milk and milk products prices. Many sectors will be benefited only if things go 

as per the bill. As per the decision of GST council, most of the items are kept in 5 per cent, still, 

there are substitutes which have been taken in 12 percent. 

 

Conclusion  

 An increase in the cost of few agricultural products is anticipated due to the rise in inflation 

index for a brief period. Though, implementation of GST is going to benefit a lot, the farmers/ 

distributors in the long run as there will a single unified national agriculture market. Smooth flow 

of goods across states leading to competitive and transparent prices with likelihood of 

increasedshare to the farmer in the value created in agricultural commodities. The learning‘ from 

the GST experience may also help in resolving various bottlenecks to be encountered in evolving a 

unified common agricultural market.GST would ensure that farmers in India who contribute the 

most to GDP, will be able to sell their produce for the best available price.The government has 

also put forward the provision of e-filing the tax returns under the GST regime online via GST 

portals. Presently, the GST Bill is getting ratified by the state governments  

 
  

http://blog.saginfotech.com/how-file-gst-return-online-india
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Abstract 

 The interaction of people from different 
backgrounds in the business world.Jackwelch‟s 
leadership style mainly focused the leaders in the 
organizations. Jackwelch‟s goal all the company 
best in the world.The importance of Leadership – 
Great leaders always recognized that the HR team 
are vital to the organisation. The head of HR was a 

member of the senior management team and was 
involved in all recruiting, promoting and training 
process. Jack Welch tells that effective leaders are 
not afraid to envision big results. 
Key Words: Leadership style, Welch rules, 
organization goal 

 

Leadership meaning and definition 

 According to Jackwelch, He gives good definition of Leadership 

 

Definition 

 ―Leadership has positive energy, the capacity to go-go-go with healthy vigour and an 

unbeatable attitude through good times and bad‖ The importance of Leadership – Great leaders 

always recognized that the HR team are vital to the organisation. The head of HR was a member 

of the senior management team and was involved in all recruiting, promoting and training 

process. Jack Welch tells that effective leaders are not afraid to envision big results. 

Objectives 

1. To consider build trust 

2. To empower employees 

3. To eliminate unnecessary work 

4. To create a new paradigm  

5. To improve employee morale 

6. To improve industrial productivity 

Leadership in Indian organization – present scenrio 

 The present study proposes to focus on all level managers of organisations to understand the 

dynamics of managerial performance. In this study we have to analyse the Managers capacity and 

how to improve their performance in this work environment. Jackwelch 4 E Concept help the 

management to get the best result. 

Jackwelch 4E Concept 

 Energy – Individuals with energy love to ―go, go, go.‖ These people possess boundless energy 

and get up every day ready to attack the job at hand. High energy people move at 95 miles-per-

hour in a 55 mile-per-hour world. 
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 Energizers – know how to spark others to perform. They outline a vision and get people to 

carry it out. Energizers know how to get people excited about a cause or a crusade. They are 

selfless in giving others the credit when things go right, but quick to accept responsibility when 

things go awry. 

 Edge – Those with edge are competitive types. They know how to make the really difficult 

decisions, such as hiring, firing and promoting, never allowing the degree of difficulty to stand in 

their way. 

 Execute – The key to the entire model. Without measurable results, the other ―E‘s‖ are of 

little use. Executers recognize that activity and productivity are not the same and are capable of 

converting energy and edge into action and results. 

 Indian management is generally believed to be autocratic with subordinates closely supervised 

by their superiors and only a limited degree of participation is allowed to the subordinates. 

 There is no uniformity in the attitude, personality and educational background of Indian 

managers. We find the just literate top managers along with fully qualified professional managers. 

Naturally, leadership style may present two extreme ends. The former group of managers 

perceives them self- developed and self-contained.As such, they present very little scope for 

participation. On the other hand, young professional managers have more interdependence and 

apply more integrated approach. Hence, they are likely to follow and expect of others a more 

democratic approach. There are certain perceptible changes-changes that require greater 

participation. Unionism at workplace, professionalization of management, rapid industrial growth 

and technological changes demand for more autonomy and inter-disciplinary approach by new 

generation and democratic way of living having demanded more participation. 

 India has mainly witnessed the directive style of leadership in the business circles. The leader 

is in charge of the team or the organization and issues orders and gives instructions to 

subordinates to carry out specific tasks. His/her main motive is to get the work done that helps 

him to derive certain benefits, improve his/her image or win against his competitors. This style 

makes the entire workforce dependant on the leader. The employees normally do not think much 

beyond the order of the boss nor do they get motivated to outperform. The leader is busy with 

the most redundant and routine activities and does not get time for creativity or out-of-box 

decision making. This slows down the organizational response, strategic decision making and 

future developments in the organization. India being a multicultural country, the leader should be 

able to handle the diverse communication and functioning styles of the employees. He should be 

curious enough to understand, respect and embrace the cultural diversity of the workforce.   

The leader is expected to be more relationship oriented with good communication and oration 

skills. He should be expressive as well as receptive.  To take into account the changing business 

needs, the leader should promote a more open working environment even if directive style of 

functioning is required. The leader is expected to be friendly with the employees and have regard 

for them. He should exercise patience along with firmness while dealing with abnormal situations. 

Disrespect for employees, particularly elders, is taken seriously in this country. Indian leaders 

should plan about growth and expansion and forays into global markets by means of relevant 

acquisitions or by other effective means. Due to global expansion, leaders should be able to make 

the work environment friendly for foreign employees and connect them emotionally to the 

organization. They should also improve their communication skills to handle the international 

clients and user. 
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Jackwelch leadership style in Indian organizations   

 Many companies followed Jackwelch models and get good results for their companies. 

There are many organisations in the private sector owned by Indians or by multinationals that 

have appreciable degree of participation or Jackwelch leadership style. The reason is that 

multinationals do not bring only their technology but also the work culture which is more 

permissive and conducive towards the application of modern approach of management. As such, 

the degree of participation is greater in such organisations. Reliance group, Tata group, private 

banks, production industries etc., 

 Leadership can be defined as one's ability to get others to willingly follow. Every organization 

needs leaders at every level. Leaders can be found and nurtured if you look for the following 

character traits. A leader with vision has a clear, vivid picture of where to go, as well as a firm 

grasp on what success looks like and how to achieve it. But it's not enough to have a vision; 

leaders must also share it and act upon it. Jack Welch, former chairman and CEO of General 

Electric Co., said, "Good business leaders create a vision, articulate the vision, passionately own 

the vision and relentlessly drive it to completion." A leader must be able to communicate his or 

her vision in terms that cause followers to buy into it. He or she must communicate clearly and 

passionately, as passion is contagious. 

 A good leader must have the discipline to work toward his or her vision single-mindedly, as 

well as to direct his or her actions and those of the team toward the goal. Action is the mark of a 

leader. A leader does not suffer "analysis paralysis" but is always doing something in pursuit of the 

vision, inspiring others to do the same. 

Jack Welch quotes 

1. Change before you have to. 

2. Face reality as it is, not as it was or as you wish it to be. 

3. Control your own destiny or someone else will. 

4. If you pick the right people and give them the opportunity to spread their wings and put 

compensation as a carrier behind it you almost don't have to manage them. 

Scope of the Study 

 The Present study has been undertaken to know the extent of jackwelch leadership style 

companies. To find the measures that is taken to enhance the employee involvement and to 

improve the performances. The study can be used to bring out the solution for the problem faced 

by the employees at work and which affects their performance.  

Source of Data 

1. Secondary data collected from the various websites namely  

2. https://www.linkedin.com/in/johnfwelch 

3. www.brainyquote.com/quotes/authors/j/jack_welch.htm 

4. https://en.wikipedia.org/wiki/Jack_Welch 

5. http://www.citehr.com 

Conclusion 

 Hard work vis-à-vis smart work issue the cultural tendency in India is to be evaluated and 

rewarded for the ―effort‖ or ―hard work‖ alone. The challenge is to redirect them so the focus is 

more on ―smart work‖ rather than just ―hard work‖. The intended goal is working more 

effectively and efficiently to achieve goals. 

 

https://www.linkedin.com/in/johnfwelch
http://www.brainyquote.com/quotes/authors/j/jack_welch.htm
http://www.citehr.com/
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Abstract  
 An organization or organisation is an entity 
comprising multiple people, such as an institution or 
an association, that has a collective goal and is 
linked to an external environment. There are a 
variety of legal types of organizations, including 
corporations, governments, non-governmental 
organizations, political organizations, international 
organizations, armed forces armed forces, charities, 
not-for-profit corporations, partnerships, 
cooperatives, and educational institutions. The term 
virtual organization is gaining a great importance in 
the current scenario. This organization can be 
precisely defined as below „A virtual organization or 
company is one whose members are geographically 
apart, usually working by computer e-
mail and groupware while appearing to others to be 
a single, unified organization with a real physical 
location”. The virtual workforce or the virtual team 
is a great support to the organization in many ways 
and at times it also creates unexpected problems in 
the working culture as it does not involve any 

physical involvement of the team mates. As any 
other organization strives to capture its positions 
Virtual Organization also have a lot of challenges to 
face in the market. Strategic planning poses new 
challenges as virtual firms determine effective 
combinations of core competencies. Common vision 
among partners is quite essential to cooperating 
firms. Focused on a common goal, firms develop 
close interdependencies that may make it difficult 
to determine where one company ends and another 
beg. The work can be done in different and distant 
geographical palaces through new trends of Virtual 
organization. The success of the Virtual organization 
needs few conditions to be fulfilled. The trust is the 
heartbeat of these Virtual organizations and it helps 
to implement polices usefully. Definitely Virtual 
organization is going on to set a new and a great 
trend for the upcoming market with more shortage 
of time and effective work force.  
 Key Words: Virtual Organisations, Cooperating 
firms, Virtual workforce, Technology, Globalisation. 

 

Introduction: 

 A social unit of people that is structured and managed to met a need or to purse collective 

goals. All organization has a management structure that determines relationships between the 

different activities and the members, and subdivides and assigns roles, responsibilities, and 

authority to carry out different tasks. Organizations are open systems- they affect and are 

affected by their environment. An organization or organisation is an entity comprising 

multiple people, such as an institution or an association, that has a collective goal and is linked to 

an external environment. The word is derived from the Greek word organon, which means 

"organ". 

The Types of Organization:  

 There are a variety of legal types of organizations, including corporations, governments,  

non-governmental organizations, political organizations, international organizations, armed 

forces, charities, not-for-profit corporations, partnerships, cooperatives, and educational 

http://searchmobilecomputing.techtarget.com/definition/e-mail
http://searchmobilecomputing.techtarget.com/definition/e-mail
http://searchdomino.techtarget.com/definition/groupware
https://en.wikipedia.org/wiki/American_and_British_English_spelling_differences#-ise.2C_-ize_.28-isation.2C_-ization.29
https://en.wikipedia.org/wiki/Entity
https://en.wikipedia.org/wiki/Person
https://en.wikipedia.org/wiki/Institution
https://en.wikipedia.org/wiki/Voluntary_association
https://en.wikipedia.org/wiki/Organ_(anatomy)
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institutions. A hybrid organization is a body that operates in both the public sector and the 

private sector simultaneously, fulfilling public duties and developing commercial market 

activities. A voluntary association is an organization consisting of volunteers. Such organizations 

may be able to operate without legal formalities, depending on jurisdiction, including 

informal clubs. Organizations may also operate in secret and/or illegally in the case of secret 

societies, criminal organizations and resistance movements. 

 Virtual Organizations 

 Definitions of Virtual Organizations A virtual organization is an organization involving 

detached and disseminated entities (from employees to entire enterprises) and requiring 

information technology to support their work and communication. Virtual organizations do not 

represent a firm‘s attribute but can be considered as a different organizational form. 

Unfortunately, it is quite hard to find a precise and fixed definition of fundamental notions such 

as virtual organization or virtual company. The term virtual organization ensued from the phrase 

―virtual reality‖, whose purpose is to look like reality by using electronic sounds and images.  

The term virtual organization implies the novel and innovative relationships between 

organizations and individuals. Technology and globalization both support this particular type of 

organization.  

 A virtual organization or company is one whose members are geographically apart, usually 

working by computer e-mail and groupware while appearing to others to be a single, unified 

organization with a real physical location. Virtual can be defined as "not physically existing as such 

but made by software to appear to do so", in other words ―unreal but looking real‖.  

This definition precisely outlines the leading principle of this unconventional organization, which 

holds the form of a real (conventional) corporation from the outside but does not actually exist 

physically and implicates an entirely digital process relying on independents web associates.  

Thus, virtual organizations are centred on technology and position physical presence in the 

background. Virtual organizations possess limited physical resources as value is added through 

(mobile) knowledge rather than (immovable) equipment.  

Virtual Organizations in the Expert Point of View 

 ―A company that knows how to utilise partnerships both inside and outside its boundaries in 

order to mobilise more assets than it presently has on its own‖ stated by Jan Hopland (Digital 

Equipment Corp. Executive). 

Challenges 

 Virtual organizations can be very complex and problematic; they fail as often as they succeed. 

Among the many challenges of the virtual organization are strategic planning dilemmas, boundary 

blurring, a loss of control, and a need for new managerial skills. Strategic planning poses new 

challenges as virtual firms determine effective combinations of core competencies. Common 

vision among partners is quite essential to cooperating firms. Focused on a common goal, firms 

develop close interdependencies that may make it difficult to determine where one company ends 

and another begins. The boundary-blurring demands that these boundaries be managed 

effectively. Coordinating mechanisms are critical elements for supporting these loose collections 

of firms. Virtual structures create a loss of control over some operations. This loss of control 

requires communication, coordination, and trust among the various partners, as well as a new set 

of managerial skills. Employees are exposed to increased ambiguity about organizational 

membership, job roles and responsibilities, career paths, and superior-subordinate relationships. 

https://en.wikipedia.org/wiki/Voluntary_association
https://en.wikipedia.org/wiki/Club_(organization)
https://en.wikipedia.org/wiki/Secret_society
https://en.wikipedia.org/wiki/Secret_society
https://en.wikipedia.org/wiki/Secret_society
https://en.wikipedia.org/wiki/Criminal_organization
https://en.wikipedia.org/wiki/Resistance_movement
https://en.wikipedia.org/wiki/Globalization
http://searchmobilecomputing.techtarget.com/definition/e-mail
http://searchdomino.techtarget.com/definition/groupware
https://en.wikipedia.org/wiki/Software
http://www.referenceforbusiness.com/knowledge/Ambiguity.html
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This ambiguity requires management to rethink rewards, benefits, employee development, 

staffing and other employee-related issues. Developing leaders who are able to create and sustain 

these organizational forms is critical. 

 Les Pang offers a list of best practices, based on a review of successful implementations of 

virtual organizations. 

 Foster cooperation, trust and empowerment. 

 Ensure each partner contributes and identifiable strength or asset. 

 Ensure skills and competencies are complementary, not overlapping. 

 Ensure partners are adaptable. 

 Ensure contractual agreements are clear and specific on roles and deliverables. 

 If possible, do not replace face-to-face interaction entirely. 

 Provide training that is critical to team success. 

 Recognize that it takes time to develop the team. 

 Ensure that technology is compatible and reliable. 

 Provide technical assistance that is competent and available. 

Merits of Virtual Organization: 

There are some of the key advantages to establishing a virtual workforce: 

 Lower overhead costs. If you run your company virtually, you don‘t have to worry about 

leasing office space, buying furniture, paying for utilities, etc. And even if you establish a 

main office with just a few employees, you won‘t need to lease nearly as much office space. 

 More satisfied employees. Because of a need or desire for flexible hours, more talented 

employees than ever are looking for jobs where they can work from home. This gives you 

more opportunities to hire talented team members who might not otherwise be able or willing 

to work for you. 

 Higher scalability. With a real office, increasing your staff often requires moving into a larger 

office space. But with a virtual team, you can scale up your business without worrying about 

how much more square footage you need. And there‘s no need to worry about increased 

power, heating, and air conditioning costs. 

 Time: It saves time, travel expenses and eliminates lack of access to experts. 

 Distance: Virtual teams can be organised whether or not members are in reasonable proximity 

to each other. 

 Expenses: Use of outside experts without incurring expenses for travel, logging and downtime 

 Transfers: Dynamic team membership allows people to move from one project to another. 

  Work life Balance: Employees can accommodate both personal and professional lives. 

 Expansion: Virtual teams allow firms to expand their potential labour markets enabling them 

to hire and retain the best people regardless of their physical locations. 

Demerits  

 However some potential pitfalls to consider when deciding whether to create a virtual 

workforce. These include: 

 Less cohesiveness. When you allow a virtual team to mostly choose their own work hours, 

your organization can be more fragmented. For example, if there‘s an emergency, such as a 

major equipment failure or serious IT issues, you can‘t easily call a meeting of your entire 

organization to deal with these crises. 
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 Lack of camaraderie. Social interaction does help encourage more effective teamwork. In a 

virtual environment, however, there isn‘t much of an opportunity for employees to gather for 

impromptu conversations that can often enhance collaboration. The lack of physical 

interactions with its associated verbal and non-verbal cues and also the synergies that often 

accompany face-to-face interaction 

Non- availability of preverbal and non- verbal clues such as voice, eye movement, facial 

expression and body language which help in better communication.Ability to work even if the 

virtual teams are miles apart the members have never or rarely meet each other face to face. 

 Risk to reputation. If potential customers find out that you run a virtual office with remote 

employees, they may not think of your firm as a ―real‖ company. 

 Security and compliance issues. In some industries, it‘s extremely risky to have confidential 

information stored remotely. For example, the accidental loss or release of data in specific 

industries, such as financial services and healthcare, can carry serious repercussions. 

 

Conclusion 

 The work can be done in different and distant geographical palaces through new trends of 

Virtual organization. The success of the Virtual organization needs few conditions to be fulfilled. 

The trust is the heartbeat of these Virtual organizations and it helps to implement polices 

usefully. Definitely Virtual organization is going on to set a new and a great trend for the 

upcoming market with more shortage of time and effective work force.  
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Abstract

 Many factors determine the meaning of Quality 
of Work Life (QWL), one of which is work 
environment. QWL consists of opportunities for 
active involvement in group working arrangements 
or problem solving that are of mutual benefit to 
employees or employers, based on labor 
management cooperation. This article reviews the 
meaning of QWL, analyses dimensions of QWL, 
dimensions of QWL include health and wellbeing, 
job security, job satisfaction, competence 
development and the balance between work and 
non-work life. Organizations are fully aware of the 
importance of employee performance, increasing 
employee performance or to find out the ways 
through which high level of employee‟s performance 
can be achieved is becoming one of the decisive 
factors for any organization success, “how to make 

work-life and employees more qualified” and “how 
to increase productivity and efficiency of the 
employees”. Improving the quality of work-life 
(QWL) serves to the aim of improving the efficiency 
of employees. The elements that are relevant to an 
individual‟s quality of work life include the task, 
the physical work environment, social environment 
within the organization, administrative system and 
relationship between life on and off the job. QWL is 
a comprehensive construct that includes an 
individual‟s job related wellbeing and the extent to 
which work experiences are rewarding, fulfilling and 
devoid of stress and other negative personal 
consequences . 
 Key words: Quality of Work Life, Job 
satisfaction, career development, Job involvement, 
Organisation Performance. 

 

Introduction 

 Recently, most of organizations are fully aware of the importance of employee performance, 

increasing employee performance or to find out the ways through which high level of employee‘s 

performance can be achieved is becoming one of the decisive factors for any organization success. 

Management‘s mission is to get people together to accomplish corporate goals and objectives by 

using available resources efficiently and effectively. Manpower performance can be increased by 

putting efforts to factors that enhance the employees‘ motivational level, creativity, job 

satisfaction and comfort workplace environment, etc… Within the context of this subject, ―how to 

make work-life and employees more qualified‖ and ―how to increase productivity and efficiency 

of the employees‖ have become an important problem particularly for developing countries. 

Thus, they have started to develop new programs where employees are actively involved and 

work safety and health issues are well-considered. Activities have been conducted to provide 

better working conditions for the employees so as to make organization‘s life longer and to 

improve productivity and efficiency.  
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 The employees have a great 

impact on organisation performance 

and five definitive factors that affect 

and organisation‘s performance as 

mentioned below: 

 Improving the quality of work-life 

(QWL) serves to the aim of improving 

the efficiency of employees, and thus 

of improving the efficiency, profit and 

savings of the organization. Improving 

employees‘ efficiency gets through 

improving working conditions as well 

as employees‘ integrating themselves 

with the organization. Several studies reveal that the quality of work-life do influence employees‘ 

organizational behaviors such as organizational identity, organizational commitment, job 

satisfaction and work performance (Fields and Thacker 1992; Efraty and Sirgy 1990; Anuradha and 

Pandey, 1995. 

 The elements that are relevant to an 

individual‘s quality of work life include the 

task, the physical work environment, social 

environment within the organization, 

administrative system and relationship 

between life on and off the job. QWL consists 

of opportunities for active involvement in 

group working arrangements or problem 

solving that are of mutual benefit to 

employees or employers, based on labor 

management cooperation. People also 

conceive of QWL as a set of methods, such as autonomous work groups, job enrichment, and high 

involvement aimed at boosting the satisfaction and productivity of workers. It requires employee 

commitment to the organization and an environment in which this commitment can flourish. 

Thus, QWL is a comprehensive construct that includes an individual‘s job related wellbeing and 

the extent to which work experiences are rewarding, fulfilling and devoid of stress and other 

negative personal consequences . 

 The dimensions of QWL are health and wellbeing, job security, job satisfaction, competence 

development and the balance between works with non-work life. Each of the dimensions of QWL 

from the perspectives of employees is briefly discussed below. 

Health and wellbeing 

 Health and wellbeing of QWL refer to physical and psychological aspects of an individual in 

any working environment. Asakura and Fujigaki (1993) examined the direct and indirect effect of 

computerization on workers health and wellbeing. An unstrained work environment ensures good 

health and psychological conditions which enable the employees to perform job and non-work 

related functions without inhibitions. Thus, it leads to an unstressful work environment providing 

comfortable work life. There are many definitions of stress as it is deemed as a subjective 
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phenomenon of QWL. Chan et al. (2000) 9 defines stress as a response to the perceived 

relationship between the demands on individuals and the ability to adjust to their work 

environment. Physical illness and psychological disorders increase when pressure at work 

increases.  

Job security 

 A dramatic change of workforce in contemporary work environment has revealed a significant 

amount of organization change (Watson et al., 2003) Organization change such as downsizing, 

rightsizing and outsourcing have adversely affected employees‘ loyalty, morale, motivation and 

perceived job security. Job security is the most controversial issue in contemporary work 

environment. Job security, the central aspect of QWL represents strength of the organizations to 

provide permanent and stable employment regardless of the changes in work environment. 

Hence, providing a sense of security is important especially in the work environment where many 

facets of jobs can be outsourced. 

Job Satisfaction 

 Later, cognitive and behavioural components were added to this definition. The cognitive 

aspect represents an employee‘s belief about his job or job situation. This means an employee 

may believe that his or her job is interesting, stimulating, or otherwise. The behavioural 

component represents an employee‘s behavioural tendencies toward his or her job. The action of 

attending work regularly, working hard and intending to stay in the organisation for long period of 

time shows the positive behaviour which indicates job satisfaction. In contrast, negative 

behavioural outcomes reveal dissatisfaction in job. Job satisfaction of an employee differs in 

meaning and importance in relations to the facets of work. Some may feel pay and fringe benefits 

that meet his expectations to be extremely important; another, it may be essential to have a job 

that provides an opportunity for challenging assignment. The results of previous studies indicate 

that many different aspects of the job, such as pay, promotions, supervision, fringe benefits, 

one‘s coworkers support, and excessive working hours (Watson et al,. 2003) are associated with 

levels of satisfaction. 

Competency Development 

 Growth in skills and knowledge is an important aspect of competency development that 

enhances QWL. Therefore competency development is operationalised as the nature of the job 

that provides opportunities and stimulates growth in skills and knowledge either for career or 

organizational development. Career development opportunity will provide essential training that 

will help the individual employees to equip with the new skills to spearhead in their career.  

Most contemporary organizations do not limit themselves to just training an employee for a job, 

but they go beyond to furnish them with a support system that encourages workplace learning. 

Learning opportunities and skill discretion have also proven to have a positive effect on job 

satisfaction and reduced job stress that will lead to better QWL. The opportunity to develop and 

the use of skills are associated with learning mechanisms. This applies especially when the job 

requires employees to deploy cognitive skills. With respect to learning, greater autonomy on job 

enhances the acquisition and utilization of knowledge whilst greater participation is held to 

promote cognitive growth via increased knowledge transfer among employees (Scully, Kirkpatrick 

and Locke 1995). Such a job environment expands knowledge base, leads to a better 

understanding of how the job is related to other organizational practices and a greater ability to 

solve problems. In such a situation, employees gain the cognitive and behavioural repertoire to 
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predict, control or cope with uncertain demands thus reducing the likelihood of poor QWL. In 

contrast, high job demands with inadequate control reduce the ability and opportunities to 

develop new skills and knowledge and thus enforce negative attitudes and anxiety which 

deteriorate QWL. 

Objectives of QWL 

The main objectives of the QWL programmes are to: 

1. Improve employee satisfaction; 

2. Improve physical and psychological health of employees which creates positive feelings; 

3. Enhance productivity of employees; 

4. Reinforce workplace learning; 

5. Improved management of the ongoing change and transition; and 

6. Build the image of the company as best in recruitment, retention, and in general motivation 

of employees 

Conclusions 

 Employee performance is supposed to be one of the most important factor affecting the 

overall organization performance and the success of the organization in the competitive market 

nowadays. The main purpose of this paper presentation is to analyze the factors affecting 

employee performance. Firstly, there are three different main factors affecting employee 

performance: Empowerment, Rewards & Knowledge and Skills. Through empowerment or 

increasing the employees‘ participation, the employees definitely perform in a better way. 

Rewards & Pay to employees for increasing their performance is one of the most important factor. 

Especially in an organization where employees are much valued for their high-education, 

knowledge, qualification, skills and experience, the best employee can perform is the best they 

are motivated. Through I emphasize the strong relationship between training and employee 

performance. Practically, training for employee to approach new technology and improve their 

competencies to be qualified for high-technical and international projects become a very 

important determinant for enhancing the company‘s competitive advantage in the market and its 

sustainable development. 

 Quality of Work Life (QWL) is a comprehensive construct that includes an individual‘s job 

related wellbeing and the extent to which work experiences are rewarding, fulfilling and devoid 

of stress and other negative personal consequences. The QWL has been increasing several factors. 

These include increase in education level and consequently job aspirations of employees; 

association of workers; significance of human resource management; widespread industrial 

unrest; growing of knowledge in human behaviour, and the like. The elements of QWL comprise of 

health and wellbeing, job security, job satisfaction, competence development and the balance 

between works with non-work life. In this context, for improving the QWL different groups have 

been taken responsibility such as employers, workers, professional organisations, government, 

and managers. Therefore, quality circles, management by objectives, suggestion system and other 

forms of employees‘ participation in management help to improve QWL in the organisation 

circles. Techniques to improve quality of work life include job redesign, career development, 

flexible work schedules, job security and the like. If any organization properly adopts these 

techniques, the QWL will certainly be improved to the desired levels. 
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Abstract  

 The frame work of motivation indicates that 
motivation is a simple process. But in reality the 
task is more daunting. Employees need motivation 
for optimum performance of Job. Some employees 
can be motivated financially while others feel 
motivated by rewards and recognition. Motivation 
levels within organization have direct impact on 
productivity of employee‟s. Employee motivation 
has always been one of the challenges for leaders 
and managers. The highly motivated employees are 
likely to be more productive and produce high 
quality output. An attempt is made to study various 
financial and non-financial motivators and impact of 
same in linking employee‟s productivity.  
 Efforts have been made to identify various 
motivational techniques used in the organisations. 
Brief study has been made based on various 
motivational theories in practice. Management has 

to play key role in motivating its employees and in 
today‟s world, usage of technology as motivating 
tool will be very powerful tool for organization. 
Techniques used by organization should correlate 
with its core values and culture. The dynamic 
nature of needs often possess challenge to any 
manager in motivating their subordinates. An 
employee, at any given time, has various needs, 
desires and expectations. Further all these change 
overtime and may also conflict with each other. 
Motivation is too complex tool and no single 
technique can meet individual and organisations 
need. These paper emphases on various aspects of 
motivation and its impact in employee‟s 
productivity and job satisfaction. 
Key words: Motivation, Performance, Challenges, 
Employee, Incentives 

 

Introduction  

 Every company wants to be successful in business with desire to achieve consistent growth. 

Only very few companies believe that employees are their first asset that can lead to 

achievement of above goal. Retention of employees is one of the major challenge faced by all 

organizations irrespective of size. A strong bondage and relationship between employer and 

employee is very important to meet above requirement. Motivation is one of the main tool which 

will help company to improve the relationship with employees. 

Objectives 

 Motivation can be in form of Incentives/Training/Promotion which meets the expectation of 

employees. Needs of person may vary from Time to time and needs between individuals need not 

match. Hence arriving at motivating tool which meets the requirement of entire organization will 

be very challenging task for Human Resource department and management. Focus of this paper is 

to review the importance and theories involved in motivation of employees. 

Scope and Need for Motivation 

 Most of motivation theories and practices followed in western countries may not be applicable 

to Indian companies due to various reasons involving cultural changes and financial requirements 

in life. Though motivation is universal factor, when we analyses the same in Indian context, we 

may have fine tune it. Historical motivational theories though relevant today needs to be  

fine-tuned in today‘s context to achieve desired result. Leadership pattern and methodology of 
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communication or organization structure followed by Indian companies are more orthodox and 

conservative in nature when compared to western world. With change in business environment 

and globalization, older techniques of motivation may not be applicable today and hence efforts 

was made to identify various innovative motivational techniques and impact of same in today‘s 

business environment. 

Importance of Employee Motivation for Performance 

  Managers need to find creative ways to consistently keep their employees motivated to 

achieve organizational goals. Such benefits include: 

1. Human Capital utilization: A company can achieve its full potential only by making use of all 

the financial, physical, and human resources that it has. It is through these resources that the 

employees get motivated to accomplish their needs. This way, the enterprise begins to listen as 

everyone is doing their best to fulfill their tasks. 

2. Meet Employee’s Personal Goals to Stay Motivated: Motivation can facilitate an employee 

reaching their personal goals, and can facilitate the self-development of an individual. Once the 

employee meets initial goals, they realize the clear link between effort and results, which will 

further motivate them to continue further since path of growth is clear. 

3. Improved Employee’s Satisfaction: Employee‘s satisfaction is crucial for success of every 

company, as this factor can lead towards progress or regress. In the absence of a concrete 

incentive plan, employees may not be ready to fulfill their objectives. Thus, management should 

seek to empower them through, monetary and non-monetary rewards, or disincentives in case of 

inefficient employees. 

4. Raising Employee Efficiency: In order to get the best results, an employee needs to have a 

perfect balance between ability and willingness which can lead to an improvement in 

productivity, reduced operational costs, and an overall improvement in efficiency, and can be 

achieved only through motivation. 

5. Organisational Stability: Stability of the workforce is highly important from a business point of 

view. The staff will stay loyal to the enterprise only they get a sense of participation within the 

management side. The abilities and potency of staff can be used in their own advantage, but also 

in the benefit of the company. This may cause an honest public image within the market which 

can attract competent and qualified individuals into the business.  

Theories on Motivation 

Popular theories on motivation in brief are given below 

1. Maslow‘s Need Hierarchy Theory. 

2. McGregor‘s X and Y Theory. 

3. Ouchi‘s Z Theory. 

4. Herzberg‘s two-factor Theory. 

5. Mc Clelland‘s Need Theory. 

6. Vroom‘s Expectancy Theory. 

Techniques of Employee Motivation 
 Job enlargement, job enrichment and job rotation are three main approaches for motivation: 
1. Job Enlargement: Job enlargement involves expanding the job responsibility of an employee 
that gives them freedom in doing more work of a similar nature than what they do now. This may 
be allowing them to complete the whole task instead of just part of it, for example, designing the 
products as well as manufacturing and packaging them. This process ideally removes the boredom 
out of the job by eliminating the repetitiveness out of tasks and allowing them to complete the 
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entire process, further increasing their responsibility.  

2. Job Enrichment: Job enrichment is a method to give employees more control over their tasks 

and more responsibility (end to end responsibility) for design, execution, and output.  

The members take some of the functions previously carried out by his or her immediate 

supervisor. 

3. Job Rotation: Job rotation is a practice whereby each employee learns several operations in 

manufacturing process in methodical manner. It eliminates person dependency and improves 

process dependency. When same job or process is done by different persons, it will be easy for 

organization to set standard based on average output. Different methodologies followed by 

different employees provide greater synergy to company which results in win to win situation. 

 

Impact of Technology in Motivation 

 Technology has an influence on motivation in three areas.  

1. Employees can feel like they could possibly be replaced by technology 

 First, employees ‗morale may be affected if they think the technology will replace their jobs. 

This was shown in Mark Sidler‘s article titled ―High Tech as a Motivating Force.‖ Although this 

article was published in 1984, the message of the article is relevant even today because 

technology‘s role in a job is increasing day by day due to advancement in technology. Sidler said 

that it is important to let the employees know what tasks the technology in their jobs will be 

performing in an attempt to ease the thoughts of the employees and tell them that they are ―not 

going to be replaced by a computer‖ . This is especially important today as technological 

advances are making it possible for fewer individuals to accomplish a task, as well as the growing 

issue of outsourcing jobs, which has many people fearing for their jobs. Sidler said that if the 

employees have been prepared for technology entering their workplace then their ―motivation to 

work on the computer will be high‖ .If they know how technology will help them in their job, they 

may tend to like it instead of looking it as threat. 

2. Telecommuting affects an employee’s motivation 

 Second, in the book The New Workplace: A Guide to the Human Impact of Modern Working 

Practices, the authors mentioned that motivation is affected by telecommuting or teleworking, as 

it is called in the United Kingdom. This is an important area in technology to examine. 

Organizations enjoy telecommuting because they see benefits through their work force and 

travelling costs - relatively their two largest overheads - because of these benefits, 

telecommuting has been connected with ―improved productivity, improved employee retention, 

greater employee flexibility and more efficient use of work area‖ .Telecommuting improves 

motivation for employees because it includes individual benefits of ―more flexible working hours; 

more time for home and family; reduced commuting time to work; greater job autonomy; less 

disturbance in work; and the chance to remain in work Because of this technology, employee 

morale and motivation is able to stay high and even possibly rise when the employee is not even 

in the office, while at the same time providing benefits for the organization‘s overhead.  

3. Mobile technology can affect motivation 

 Finally, employee motivation can increase through the help of personal digital assistants,  

cellular phones, and laptops. According to an article titled meet the Mobile Messaging Needs of 

the Modern Worker, mobile technology is helping businesses achieve goals including  

―addressing employee needs and overall satisfaction through managed accessibility, and flexible  
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work schedules‖. Because businesses are ―recognizing that external work-related  

factors can affect employee morale, more employers are looking at solutions that provide  

employees with a better work-life balance‖. The reason for looking for solutions that  

create a better work-life balance is that the companies know that if they are able to provide their  

employees with a better work-life balance, their employees will be happier overall, and their  

productivity will be increased. 

 

Financial and Non-Financial Incentives for Motivation 

 Incentives are nothing but the inducements provided to employees in order to motivate them. 

These may be of two types. 

 Financial Incentives. 

 Non-Financial Incentives. 

 Financial Incentives involve money payments by the employer either directly or in-directly. 

Higher wages and salaries, bonus, profit sharing, commission, increment etc are direct financial 

incentives. Provision of high quality furniture, subsidized food, separate telephone, air 

conditioner, water cooler etc are examples of in-direct financial incentives. 

 Non-Financial Incentives do not involve money payments. These are also important in 

motivating employees. These are: 

 1. Job Security: Nothing can motivate a worker, appointed temporarily better than provision 

of job security. Even if a temporary worker puts in greater efforts, lack of job security will always 

pose a threat if such a worker is given job security, he will be ever grateful to the management. 

 2. Challenging work: Workers, who are dynamic in nature, do not show preference for 

routine jobs. They are always ready to accept challenging assignments. It is therefore, the duty of 

employer to understand the capabilities of every individual in the organization and accordingly 

assign him work. If a conservative person is given a job that requires a dynamic approach, he may 

not have any motivation to take it up. On the other hand, if a dynamic person is given a routine 

job, he too would not feel inducted. 

 3. Recognition: It is important that the employer recognizes hard work. Even a word of 

appreciation from him would motivate the employees to maintain the same level of performance 

or do even better. Recognition need not be in form of tangible benefits to employees. It may be 

any gesture from the employer which should come at right time. 

 4. Opportunities for advancement: There should never be a stagnation point for any 

employee during the prime time of his career. The employer must always provide opportunities 

for his employees to perform well and move up in the hierarchy. 

 

Conclusion 

 Corporate world are multi-faceted. Not only do managers need to be versed in finance, 

economics, and other business activities. It is essential for them to have a firm grasp on Employee 

motivation and behavior. They must understand how their employees think and what makes them 

do so. Making sure management is aware of this concept and art is the job of not only human 

resource department, but all managers across the organization have a responsibility to understand 

and act on it A key aspect of organizational behaviour is motivation. Managers must understand 

why their people behave the way they do, so that these buttons can be pushed at the discretion. 

A motivator is that which impels or compels an individual to act toward meeting a need.  
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When looked upon the first time, the link between employee motivation and performance is 

valuable to us, we act with a high level of dedication and enthusiasm to its completion. However, 

the relationship between these two things is in fact a lot more complex. With that in mind, 

managers need to find creative ways in which to consistently keep their employees motivated as 

much as possible. Motivation with out of box thinking is very important for every company to 

improve the employee performance and productivity of the organization.  
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Abstract 
 Land is an asset that promises price 
appreciation always and there is a constant demand 
for it. Real estate has become a major part of 
business with the development for property 
ownership. In Tamil Nadu the development of real 

estate properties in Chennai city has evidenced the 
overall growth of real estate market. The study 
indicates that, mostly 56% of male respondents are 
dealing with real estate market. 

 

Introduction 

 Indian markets in recent times have been undergoing a recession period due to incredible 

factors like varying government policies, fluctuation in rupee value and financial crunch due to 

the closing down of various non-banking financial companies. The factors of productions are land, 

labour, capital and organisation. Land is an asset that promises price appreciation always and 

there is a constant demand for it. This appreciation has led to an upward trend for the people 

those who are invest in this market. Now a days, it is very difficult to get a property for rent, 

because the demand is more than the supply. It is likely to become worse in the coming years due 

to several reasons like increase in population and development of urbanization. In order to face 

this problem, people are ready to invest their money in Real Estate Investment. Real estate 

covers three parts namely land, building materials and the entrepreneurship. Real estate includes 

building or residential properties which are generally sold by Realtor or Individual who owns the 

property. Real estate has become a major part of business with the development for property 

ownership. Real estate transaction requires a significant investment. 

Meaning  

 The word Real estate is derived from the word Royal estate. Definition of real estate is an ―an 

interest in Land‖. Here interest in land it means ownership interest or a leasehold interest. The 

realtor will like to have ownership interest for earning a return on that marketing by issuing 

leasehold interest to tenants, who will in turn pay rent. It is also not uncommon for a realtor to 

acquire a long – term leasehold interest in land for building construction. At the end of the land 

lease agreement, the land and building become the property of the original land owner. 

Characteristic of Real Estate 

 There are two characteristics of economic characteristics and physical characteristics.  

They are a) Economic characteristics b) Physical characteristics 

Components of Real Estate 

 Real Estate Appraisal: It means valuing real property. 

 Agent: A person got license to work as a real estate broker. The agent will get commission if 

he sells a house property of other person successfully. 
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 Contract: A contract for the sale, purchase, exchange of any real estate property between 

parties. 

 License law: State law used to protect the public from any fraudulent activity.  

Types of Real Estate 

 The real estate properties are generally classified into two types. There are Income 

generating investment and Non- Income generating investment. They are briefly discussed below.  

Income Generating Investments 

 There are four broad types of income-generating real estate namely commercial spaces, 

retail, industrial and leased residential. The others are being hotels, mini-storage, parking lots 

and senior care housing. These investments are focused on their income generating capacity. 

Non- Income Generating Investments 

 Non-income generating investments, namely houses, vacant properties or vacant commercial 

buildings, are as sound as income-producing investments. If people invest equity of non-income 

producing property they will not receive any rent, but they gain capital appreciation.  

Features of Real Estate Market 

 Real estate properties are generally worthy long term investment. Hence, it requires at most 

care either for acquisition or disposal. The unique features of the real estate market include 

durability, heterogeneity, high transaction cost, long term investment, utilization nature and 

immobility. 

Risks Involved in the Real Estate Investment Market  

a) Liquidity risk  

 The real estate investment market is still in its infant stage. The time lag for liquidity of real 

estate property varies depending on the quality and location of the property.  

b) Regulatory risks  

 Real estate being a developing and growing sector, the rules, regulations and legal formalities 

and their frequent amendments, make investment option to cumber source to the investors. 

Permission from the Reserve Bank of India is required for property ownership for foreign investors. 

For capital repatriation, investors need to apply for approval from the RBI. 

c) Property market transparency risk  

 The Indian property market has low transparency when compared to developed real estate 

markets. Although market transparency has improved, reliable and consistent information on the 

Indian property market is still not easily available. There is a need for professional diligence and 

valuation institutions in the real estate sector.  

d) Macro-economic risks  

 The important macro-economic indicators are interest rates, inflation and exchange rate 

risks. The provision for infrastructural facilities like education, healthcare and transport in many 

regions, are still inadequate. These factors are also to be considered for a phased development in 

the development of real estate sector.  

e) Ownership and Land Title Issues  

 Lack of information and low transparency in the real estate segment regarding the age of the 

property, title of the property and other related issues show down the investment of the large 

players in the semi urban and rural areas thus slacking an overall growth of the real estate sector. 

Need of the Study 

 When the population increases they need residential place for living and commercial place for 

working. Land price in Chennai have showed an upward trend it leads to more demand for flats or 

apartments.  
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Objectives of the Study 

1. To study the features of real estate market in Chennai. 

2. To identify the growth of real estate business in Chennai. 

Research Methodology 

 The study is based on convenient sample survey method. The study depended on primary and 

secondary data. 

Sample Tool and Design 

 Descriptive statistical tools such as frequency tables, percentages have been used to describe 

the profiles of the respondents. Sample size used is 50. Used percentage analysis. 

Limitation 

1. The study is restricted to selected areas of Chennai city. 

2. The study is based on questionnaire administered only to convenient respondents. 

Review of Related Literature 
 Here an attempt is made to review the past studies related to real estate market in Chennai 
city. The researcher has reviewed the available literature on real estate market in Chennai city. 
 Ashwinder Raj Singh (2017), has pointed out that there is a growth in real estate sector 
which provides affordable housing for all (i.e) middle and lower income group of people can get 
house. It brings massive demand for land. The good news for the affordable housing segment is 
Indian government's determined policy to provide 'Housing for All' by 2022 under the Pradhan 
Mantri Awas Yojana (PMAY). 
 Larry Godin (2017), has analysed that real estate investments and transactions will continue 
to be closely regulated from time to time. Developers, owners, and fund managers should seek 
new strategies and plans to strengthen in-house compliance and government policies to manage 
risk. 
 Phil Marra (2017), have revealed that many real estate investors are seeking lower-risk 
strategies, with greater levels of portfolio diversification because they are trying to avoid risk. 
Now a days both from existing investors as well as new entrants are interested to invest more in 
new real estate investments either for personal purpose or for official purpose.  
 RBI (2017), has expressed that on quarterly basis housing prices started to increase in 
Chennai. RBI has released this information based on index of transaction data received from 10 
cities based on housing registration authorities. 
 Sudhir Pai (2017), has indicated that property seekers were increased in this year when 
compared to last year. GST will make all transactions delay because people needs more 
clarification on pricing. In future there is a chance for all getting new dream house with 3D model 
house setting. 
Data Analysis and Interpretation 
 In this chapter, the data collected from 50 respondents of related study through 
questionnaires have been analyzed and interpreted using percentage analysis. There are two 
categories of respondents namely male and female. Those details are shown in the following 
table. 

Table 1: Gender Classification 

Source: Primary data 

Inference: From the above table, it is observed that 56% are 

male respondents and 44% are female respondents. This 

indicates that majority of respondents dealing with real 

estate market are male.  

The age-wise classification of respondents are shown in the following table. 

  

Category Number Percentage 

Male 28 56 

Female 22 44 

Total 50 100 
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 Table 2: Age-Wise Classification 

Source: Primary data 

Inference: The above table explains that the age 

group of 26% of the respondents is upto 30 years, 20% 

belong to 31-40 age group, 40% belong to 41-50 age 

group, and 14% belong to above 50 age group. It is 

concluded that the age group of 41-50 years are 

majority in real estate market. 

  Table 3: Employment Status 

Source: Primary data 

Inference: The above table illustrates that 12% of 

respondents are in government service, 48% are in 

private service, 16% are business people and 24% are 

in other service. It is obvious that most of the private 

service respondents are interested in dealing with 

real estate market. The information about dwelling 

status of respondents are expressed below. 

 Table 4: Dwelling Status 

Source: Primary data 

Inference: The above table and chart expose that 52% of 

respondents are dwelling in own house, 24% of 

respondents are in rented house, 16% of respondents are 

dwelling in lease and 8% of respondents are dwelling in 

other places. It is inferred that most of the respondents 

are dwelling in own house.  

 The details of nature of the property need namely commercial building, independent house, 

apartment/flats, plots/villas and so on are expressed below. 

  Table 5: Nature of Property Need 

Source: Primary data 

Inference: The above table and chart express 
that 8% of respondents need commercial 
building, 44% need independent house, 36% need 
apartments/flats, 10% need plot/villas and 2% of 
respondents have different choice. So, it inferred 
that most of the respondent need independent 
house. The respondents collect information from 

various sources to buy the property. They are explained in the following table. 

 Table 6: Sources to Buy the Property 

Source: Primary data 

Inference: It is observed from the above details 

that 28% of respondent are interested to do the 

real estate market through online, 12% of 

respondent are interested to refer real estate 

agent to buy or sell the property, 10% of 

respondent are interested to refer recognized 

Age Group (in Years) Number Percentage 

Upto-30  13 26 

31-40 10 20 

41-50 20 40 

Above 50 7 14 

Total 50 100 

Employment Details Number Percentage 

Government service 6 12 

Private service 24 48 

Business 8 16 

Others 12 24 

Total 50 100 

Nature of Dwelling Number Percentage 

Own house 26 52 

Rented house 12 24 

Lease 8 16 

Others 4 8 

Total 50 100 

Nature of Property Need Number Percentage 

Commercial building 4 8 

Independent house 22 44 

Apartments/Flats 18 36 

Plots/Villas 5 10 

Others 1 2 

Total 200 100 

Sources Number Percentage 

Interested to do online 14 28 

Through real estate agent 6 12 

Through recognized firm 5 10 

Through friends/relatives 23 46 

Others 2 4 

Total 50 100 
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firm to deal with real estate business, 46% of respondent are interested to refer their friends and 

relatives to deal with real estate market and 4% of the respondent are interested to refer 

different informer.  

Findings of the Study 

 The majority of the respondents are aware of real estate market. 

 It is found that maximum number of respondents are dealing with real estate market are 

male. 

 The respondents who deal with real estate market are in the age group of 41-50. 

 Most of respondents are not interested to deal real estate business through online and they 

refer their friends and relatives to deal with real estate market. 

Suggestions  

 Many foreign investors from countries, such as Singapore, are keen to tap the real estate 

market in Chennai for profitable investments. It may help our country to increase the foreign 

reserves. 

 There must be a transparency in dealing real estate market. 

 The government sector needed to provide the facilities like tax and interest free. 

Conclusion 

 The vital factors such as types of real estate, feature of real estate market are contributed 

for growth of real estate in India. In Tamil Nadu the development of real estate properties in 

Chennai city has evidenced the overall growth of real estate market. With the housing loans at 

attractive terms and all the above factors, investment in Chennai real estate market is sure to 

provide maximum profit to any investor. 
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Abstract 

 Purchase of consumers, both quantity and 
money wise, are dominated by Fast Moving 
Consumer Goods (FMCG), which are alternatively 
referred to as Consumer Package Goods. Chips 
constitute large proportion of FMCG consumed in 
India and this descriptive study proposes to analyse 
the nature of Bingo chips consumption by 
administering a well-structured questionnaire to 200 
Bingo chips consumers in Chennai. Results of the 
study reveal that chips in general and Bingo chips in 
particular, is largely consumed rarely while students 

alone consume quite often. Mad Angles (Tomato 
madness) is the most preferred flavour of Bingo 
chips while 10 Rs. pack is largely preferred.Yumitos 
(salt) flavour and 5 Rs. pack is largely preferred by 
consumers consuming Bingo chips often. The study 
has also revealed that low price is the major reason 
for consumers consuming chips despite the ill-
effects associated with such consumption.  
Keywords: Bingo chips, Fast Moving Consumer Goods 
(FMCG), Unhealthy, Correspondence Analysis 

 

Introduction  

 Purchase of consumers, both quantity and money wise, are dominated by Fast Moving 

Consumer Goods (FMCG),which are alternatively referred to as Consumer Package Goods. FMCG 

are goods with swift turnover and low price, offering low marginand usually branded, supported 

by aggressive marketing strategies consisting of substantial advertising, classy packing and robust 

distribution networks. FMGC sector comprise of Popular and Premium segments. The latter 

segment engulfs creamy people who are brand conscious and price insensitive while the former 

segment consist of semi-urban or rural masses who are price sensitive and not particular about 

branding. FMCG sold in the former segment are low priced when compared with those sold in 

latter segment (Ali Md. et al., 2012).  

The Indian FMCG Sector 

 The Indian FMCG sector has witnessed an unprecedented growth during the last decade, 

clocking a cumulative annual growth of 11% (The Indian FMCG Industry Report, 2012). The sector 

makes the fourth largest contribution to Indian economywith turnover valued to reaching a 

whopping figure of 3340 crore dollars. Spread of literacy and rising middle class population have 

contributed to this unprecedented growth (Shalini Srivastava, 2013). Indian FMCG sector is 

characterized by the existence of intensive competition among formal and informal players, 

coupled with well established distribution networksand proficient value chain networks consisting 

of multi-nationals. Proficient value chain networks and constant availability of economic labour 

and materials have enabled Indian FMCG players gain immense competitive advantage.  

Some Important Players of Indian FMCG Market 

 Distribution growth, innovations around sachet offerings, employment rates and index of 

industrial production (IIP) are the key factors which are likely to contribute to increasing sales in 
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India's FMCG sector. India‘s FMCG industry is massive. In 2013, 8.4 million outlets were serving 

1.26 billion people, accounting for turnover of US$37 billion. ITC Limited, Pidilite Industries, 

Amul, Godrej Consumer Products Limited, Dabur India Limited, Emami, Zydus Wellness, Britannia, 

Wipro Consumer Care & Lighting Limited, Marico, Future Consumer Enterprises Limited, 

CavinKare, Parle Agro, Jyothy Laboratories, Haldiram's, Nirma, Himalaya Healthcare Limited and 

Bik are some of popular Indian FMCG companies. 

Important players in chips market 

Some top brands of chips in India are:  

 Uncle Chippsof PepsiCo 

 Pringles Chips of Kellogg‘s; 

 Lay‘s Chips of PepsiCo; 

 Haldiram‘s Chipsof Haldiram‘s; 

 Rufflesof Frito Lay; 

 Jackerof Oriental Food Industries; 

 Tastilo of Sri Shandar Snacks Private Limited; 

 Bingoof ITC Limited. 

Consumer Behaviour 

 Cluster of deeds and mannerisms undertaken by consumers when they obtain, consume and 

dispose products and services comprise consumer behavior (Blackwell et al. 2001). An analysis of 

consumer behavior engulfs the entire process of consumption which is influenced by factors such 

as gender, age, education level, views and beliefs, lifestyle, character formation, philosophy, 

emotions and outlook, enthusiasm, economic status, temperament, culture, etc. (Schiffman G. 

Lean and Kanukand Leslie Lazar, 2004). 

Objectives of the Study 

1. To analyse the nature of consumption of Bingo chips; 

2. To identify the reasons for people consuming chips despite knowing that the same in 

unhealthy. 

Methodology 

 The proposed research is descriptive in nature, based purely on primary data, collected by 

administering a well structured questionnaire to 200 consumers of Bingo chips selected using 

Convenience sampling. The sample frame for the study is Chennai while consumers of Bingo chips 

constitute the study population. The collected data has been represented in tabular and 

diagrammatic form and analysed using MS Excel and SPSS, employing the analytical tools of 

Frequency, Mean, Correspondence Analysis and Chi-square Analysis.  

Data Analysis 

Demographic Profile of Respondents Selected for the Study 

 Of the 200 customers selected for this study, 117 are males and 83 are females;  

12 respondents are aged less than 20 years, 163 are aged 20-30, 17 are aged 36-50 and 8 are aged 

above 50 years; 17 possess school-level educational qualifications, 8 are diploma-holders, 93 are 

graduates and 82 are post-graduates; 79 respondents are Private employees, 9 are Government 

employees, 17 are Businessmen, 78 are Students, 15 are Home makers and 2 respondents are 

retired; 62 respondents have monthly family income of less than 25,000 Rs., 81 have income of 

Rs. 25,000-50,000 and 57 respondents have family income of more than Rs. 50,000; 60 are 
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married and 140 are unmarried; 182 respondents are aware of different brands of chips while 18 

respondents are not aware; 110 respondents have indicated that they have gained awareness 

about different brands of chips through advertisements, 50 through retail shops, 4 through sales 

executives and 18 through Friends.  

 
Frequency of Chips Consumption 

 Frequency of chips consumed by the customers is depicted in Table 1.  

Table 1: Frequency of Chips Consumption 

 It can be inferred from Table 1 

that 31.5% of the respondents 

consume chips rarely, 52 % 

consume chips sometimes and 16.5 

% of respondents consume chips 

very often while 50.5 % 

respondents consume bingo chips 

rarely, 37.5 % consume sometimes and 12 % of respondents consume bingo chips very often. 

 
Flavor of Bingo Chips Preferred by Customers 

 The flavor of Bingo Chips Preferred by Customers has been picturised in Table 2. 

Table 2: Flavor of Bingo Chips Preferred by Customers 

It can be inferred from Table 2 that 

9.5 % of respondents prefer Mad 

Angles(Acharimasti) flavour of Bingo 

chips, 28 % prefer Mad Angles(Tomato 

madness) flavour, 22 % prefer 

Yumitos(Chili) flavour, 21 % prefer 

Yumitos(Salt) flavour, 15.5 % prefer 

Tangles(Masala cheese) and 4 % prefer Yumitos(Cream & Onion). 

 

Size of Bingo Chips Pack Preferred by Customers 

 Bingo chips are sold in three packets of Rs. 5, 10 and 20 and the preferred pack size of Bingo 

chips by customers has been depicted in Table 3. 

Table 3: Pack Size of Bingo Chips Preferred 

 It can be inferred from Table 3 that 27 % of respondents 

prefer Rs.5 pack while majority of 64 % prefer Rs.10 pack 

and 9 % of respondents prefer Rs.20 pack. 

Association between Profile of Customers and Frequency 

of Bingo Chips Consumption  

 Association between demographic characteristics of 

Bingo chips consumers and their frequency of consuming Bingo chips have been explored using 

Correspondence Analysis and Chi-square Analysis and the results have been displayed in figures 1-

4 and Table 4. 

Frequency 
Chips in General Bingo Chips 

Frequency Percent Frequency Percent 

Rarely 63 31.5% 101 50.5% 

Sometimes 104 52.0% 75 37.5% 

Very Often 33 16.5% 24 12% 

Total 200 100% 200 100% 

Flavour Frequency Percent 

Mad Angles(Acharimasti) 19 9.5% 

Mad Angles(Tomato madness) 56 28.0% 

Yumitos(Chili) 44 22.0% 

Yumitos(Salt) 42 21.0% 

Tangles(Masala cheese) 31 15.5% 

Yumitos(Cream & Onion) 8 4.0% 

Total 200 100% 

Pack Size Frequency Percent 

Rs.5 54 27.0% 

Rs.10 128 64.0% 

Rs.20 18 9.0% 

Total 200 100% 
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 Figures 1-4 suggest that Bingo chips is consumed sometimes by customers aged 20-35 years 

and above 50 years, post-graduates and those with monthly Income of Rs. 25000-Rs.50000 while 

the chips are consumed rarely by those aged 36-50 years, graduates, Private employees and those 

with monthly family income of less than Rs. 25000. Bingo chips is consumed quite often by 

Students.  

Table 4: Association between Frequency of Bingo Chips Consumption by Consumers and their 

Gender and Marital Status 

 Table 4 suggests that out of 60 

married respondents, 34 consume 

bingo chips rarely, 22 consume bingo 

chips sometimes and 4 consume bingo 

chips very often while out of 140 

unmarried respondents, 67 consume 

Respondents 
Consumption of Bingo chips 

Total 
Rarely Sometimes Very often 

Males 62 42 13 117 

Females 39 32 11 83 

Married 34 22 4 60 

Unmarried 67 53 20 140 

Total 101 75 24 200 

Fig 3: Occupation Fig 4: Monthly Income 

Fig 1: Age Fig 2: Education 
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bingo chips rarely, 53 consume bingo chips sometimes and 20 consume bingo chips very often. The 

table further suggests that out of 117 male respondents, 62 consume bingo chips rarely, 42 

consume bingo chips sometimes and 13 consume bingo chips very often while out of 83 female 

respondents, 39 consume bingo chips rarely, 32 consume bingo chips sometimes and 11 consume 

bingo chips very often. 

 

Association between Profile of Customers and Preferred Flavour of Bingo Chips  

 The preferred flavour of Bingo chips for customers belonging to different groups based on 

their profile has been analysed using Correspondence Analysis and the results have been depicted 

in Figures 5-9. 

 

 
Fig 9: Consumption Frequency 

 

 

Fig 5: Age Fig 6: Education 

 

Fig 7: Occupation Fig 8: Monthly Income 
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 It can be observed from Figures5-9 that consumers with monthly Income of Rs. 25000-

50000,those aged 20-35 years, Students and Private employees, Graduatesand those consuming 

bingo chips rarely prefer Tangles(Masala cheese) flavour of Bingo chips while Yumitos(salt)flavour 

is preferred by those with monthly Income of Rs. 25000-50000,those aged 20-35 years, Home 

makers and those who consume bingo chips very often.Mad Angles(Tomato madness) flavour is 

preferred by those with monthly Income of Rs. 25000-50000,those aged 20-35 years, Students, 

Private employees and Post Graduates while Yumitos(cream & onion) flavour is preferred by 

Students and Private employees and those with monthly Income of less than Rs.25000.Mad 

Angles(Acharimasti)is preferred by customers aged less than 20 years, Students and Private 

employees while Yumitos(Chili)flavour is preferred by customers who consume bingo chips 

sometimes and Post-Graduates. 

Table 5: Preferred Flavour of Bingo Chips According to Gender and  

Marital Status of Customers 

Respondents 

Flavor 

Total Mad Angles 
(Acharimasti) 

Mad Angles 
(Tomato 
madness) 

Yumitos 
(Chili) 

Yumitos 
(salt) 

Tangles(Masala 
cheese) 

Yumitos 
(Cream & 

Onion) 

Males 10 34 28 25 17 3 117 

Females 9 22 16 17 14 5 83 

Total 19 56 44 42 31 8 200 

Unmarried 17 43 30 23 22 5 140 

Married 2 13 14 19 9 3 60 

Total 19 56 44 42 31 8 200 

 Table 5 portrays that out of 60 married respondents, 2 prefer Mad Angles(Acharimasti), 13 
prefer Mad Angles(Tomato madness), 14 prefer Yumitos(chili), 19 prefer Yumitos(salt), 9 prefer 
Tangles(Masala cheese) and 3 prefer Yumitos(Cream & Onion) while out of 140unmarried 
respondents, 17 prefer Mad Angles(Acharimasti), 43 prefer Mad Angles(Tomato madness), 30 
prefer Yumitos(chili), 23 prefer Yumitos(salt), 22 prefer Tangles(Masala cheese), 5 prefer 
Yumitos(Cream & Onion). It can further be inferred from Table 5 that out of 117 male 
respondents, 10 prefer Mad Angles(Acharimasti), 34 prefer Mad Angles(Tomato madness), 28 
prefer Yumitos(chili), 25 prefer Yumitos(salt), 17 prefer Tangles(Masala cheese), 3 prefer 
Yumitos(Cream & Onion) while out of 83 female respondents, 9 prefer Mad Angles(Acharimasti), 
22 prefer Mad Angles(Tomato madness), 16 prefer Yumitos(chili), 17 prefer Yumitos(salt), 14 
prefer Tangles(Masala cheese), 5 prefer Yumitos(Cream & Onion). 
Profile-wise Analysis of Preferred Pack Size of Bingo Chips 
 The preferred size of Bingo chips of customers grouped on the basis of different demographic 
characteristics have been depicted in Figures 10-14 and Table 6.  

 

 

Fig 10: Age Fig 11: Education 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 159 

 

 
Fig 14: Frequency of Bingo Chips Consumption 

 

 It can be observed from Figures 10-14 that Graduate customers, students, Government 

employees, businessmen, those with monthly income of more than Rs. 50000, those aged 20-35 

years and those consuming bingo chips rarely prefer 10 Rs. packet while customers who consume 

bingo chips very often, under-graduates, those with monthly income of less than Rs. 25000, Home 

makers and those aged below 20 years prefer 5 Rs.packet.  

 

Table 6: Preferred Bingo Chips Packet According  

to Gender and Marital Status of Customers 

It can be inferred from Table 6 that out of 117 
male customers, 28 prefer 5 Rs. packet, 77 prefer 
10 Rs. packet, 12 prefer 20 Rs. packet while out 
of 83 female customers, 26 prefer 5 Rs. packet, 
51 prefer 10 Rs. packet and 6 prefer 20 Rs. 
packet. Table 6 further suggests that out of 60 
married respondents, 18 prefer 5 Rs. packet, 37 
prefer 10 Rs. packet, 5 prefer 20 Rs. packet while 
out of 140unmarried respondents, 36 prefer 5 Rs. 
packet, 91 prefer 10 Rs. packet and 13 prefer 20 
Rs. packet. 
 

 

Fig 12: Occupation Fig 13: Monthly Income 

Respondents 

Packet Size 

Total 
Rs.5 Rs.10 Rs.20 

Males 28 77 12 117 

Females 26 51 6 83 

Total 54 128 18 200 

Married 18 37 5 60 

Unmarried 36 91 13 140 

Total 54 128 18 200 
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Respondents Opinion about Eating Chips Though Unhealthy  

 Chips being a Jung food, is criticized very much for its ill-effects. It results in obesity and 

many other health hazards for those eating them. Despite well known about health hazards 

associated with eating chips, many people eat them and also provide them for their children. This 

arouse interest on the researcher to ascertain the reasons for people consuming chips despite the 

ill-effects associated with consuming them and the results of this attempt has been displayed in 

Table 7. 

Table 7: Customer Opinion aboutEating Chips Though Unhealthy 

 It can be inferred from 

Table 7 that respondents 

are of the opinion that 

taste drive them to 

consume chips despite 

knowing that consuming chips is unhealthy. The easiness to carry chips packets when travelling as 

well as eating chips for fun also contributes to consumers buying and eating chips despite the 

unhealthiness associated with eating chips. 

 

Profile-wise Analysis of Consumers Consuming Chips for Fun Despite Being Unhealthy 

 Profile-wise analysis of consumers consuming chips for fun despite being unhealthy has been 

captured using Correspondence Analysis and the results have been depicted in figures 15-18. 

 

 
 Figures 15-18 reveal that consumers with monthly family income of Rs.25000-50000, students, 

graduates and those Aged 20-35 years agreethat they consume Bingo chips for fun despite such 

 

Fig 15: Age Fig 16: Education 

 

Fig 17: Occupation Fig 18: Monthly Income 

Reason Mean 
Strongly  
Disagree 

Disagree Neutral Agree 
Strongly  
Agree 

Fun 3.1450 14 28 82 67 9 

Taste 3.5300 7 14 64 96 19 

Low Priced 2.9150 23 36 86 45 10 

Easy to carry 3.1450 18 28 70 75 9 
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consumption being unhealthy, while under-graduates and Home makers disagree and Post-

graduates strongly disagree to the issue. Private employeeshave a neutral opinion about the issue. 

 
Profile-wise Analysis of Consumers Consuming Chips for Taste Despite Being Unhealthy 

 Profile-wise analysis of consumers consuming chips for taste despite being unhealthy has been 

captured using Correspondence Analysis and the results have been displayed in Figures 19-22. 

 

 
 It can be observed from figures 19-22 that consumers Aged20-35 years and graduates agree to 

the issue that they consume Bingo chips despite its unhealthiness due to the taste these chips 

provide them with. 

 

Profile-wise Analysis of Consumers Consuming Chips due to Price Despite Unhealthiness 

 Profile-wise analysis of consumers consuming chips due to price factor despite being 

unhealthy has been captured using Correspondence Analysis and the results have been displayed 

in Figures 23-26. 

 

Fig: Age Fig: Education 

 

Fig: Occupation Fig: Monthly Income 
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 It can be inferred from Figures 23-26 that Graduates,government employees and those with 

monthly family income of more than Rs.50000 agree to the issue that they consume Bingo chips 

due to price factor while Diploma-holders strongly agree to the issue and post-graduates disagree. 

Profile-wise Analysis of Consumers Consuming Chips due to Convenience in Carrying Despite 
Unhealthiness 

 Profile-wise analysis of consumers consuming chips due to Convenience in Carrying despite 

being unhealthy has been captured using Correspondence Analysis and the results have been 

displayed in Figures 27-30. 

 

 

Fig: Age Fig: Education 

 

Fig: Occupation Fig: Monthly Income 

 

Fig: Age Fig: Education 
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 Figures 27-30 suggest that those consumers aged 36-50,private employees and those with 

monthly family income of Rs.25000-50000 agree to the issue that they consume Bingo chips largely 

due to the convenience associated with carrying them while graduatesdisagreeand diploma-

holders strongly disagree to the issue. 

 

Inferences from the Study and Conclusion 

 Chips in general and Bingo chips in particular, is largely consumed rarely while students alone 

consume quite often. Hence, the best target market for Bingo chips shall be the students 

community and attractive promotion campaigns and pricing strategies targeting students shall 

increase the market share of Bingo chips.  Mad Angles (Tomato madness) is the most preferred 

flavour of Bingo chips while 10 Rs. pack is largely preferred. However, Yumitos (salt) flavour and 5 

Rs. pack is largely preferred by consumers consuming Bingo chips often. Hence, Bingo chips must 

ensure that retailers stock sufficient 5 Rs. packets so that demand can be fully satisfied.  

 The study has also revealed that low price is the major reason for consumers consuming chips 

despite the ill-effects associated with such consumption. This is also reiterated by the fact that 5 

Rs. pack is most preferred by consumers consuming Bingo chips often. Hence, pricing strategy has 

to be designed very carefully and cost minimisation should be strived for to ensure that price 

remains quite cheap. The study has interestingly revealed that consumers aged 36-50, private 

employees and those with monthly family income of Rs.25000-50000 agree to the issue that they 

consume Bingo chips largely due to the convenience associated with carrying them while 

Graduates, government employees and those with monthly family income of more than Rs.50000 

consume Bingo chips due to price factor while consumers Aged 20-35 years and graduates 

consume Bingo chips despite its unhealthiness due to taste and consumers with monthly family 

income of Rs.25000-50000, students, graduates and those Aged 20-35 years consume Bingo chips 

for fun despite such consumption being unhealthy. Hence, ITC can promote their chips as 

consumption for fun among students, youngsters and the moderate income consumers, which shall 

further enhance their market share. 
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Abstract 

 Promotion is one of the most important 
marketing mix strategies. Promotion plays a vital 
role in taking a product to the customers and the 
right promotional mix is required to position a 
product in the minds of the people. This descriptive 
research tries to throw light on the most rational 
promotional mix that is required to promote 
tourism in Pondicherry by collecting primary data 
from 101 tourists who visited Pondicherry by 
administering a well structured questionnaire to 
these tourists selected using Convenience Sampling. 
Results of the study revealed that Social Media and 
Internet Marketing seem to be the most influencing 
promotional mix on tourists while deciding about 
choosing Pondicherry as their tourism destination 
while other promotional mix strategies could 

manage to exert only a marginal influence. There is 
no significant relationship between all the profile 
variables and the marketing mix strategies studied. 
However, the study has revealed that a section of 
the educated class can be better reached through 
personal selling and tourist service providers may 
concentrate on this segment to boost their tourism 
business. Similarly, youngsters and students can be 
reached effectively through social media networking 
which necessitates tourism service providers to be 
agile and active in social media networks and 
indulge more in social media marketing of their 
products and offerings 
Keywords: Tourism, Puducherry, Promotion mix, 
Social media and Internet. 

 
Introduction 

 Promotion is one of the most important marketing mix strategies. Promotion plays a vital role 

in taking a product to the customers and the right promotional mix is required to position a 

product in the minds of the people. This paper tries to throw light on the most rational 

promotional mix that is required to promote tourism in Pondicherry, the coastal town in South 

India. Pondicherry is known for its rich cultural heritage, spiritual background and historical 

importance. This paves way for tourists all over the world to visit Pondicherry. This study helps in 

getting an insight into the promotional mix and promotional activities that can induce people to 

visit Pondicherry. 

Elements of Marketing Mix  

 Consumer behaviour is undergoing tremendous change and different promotion mix strategies 

of personalised selling, advertising and public relations influence consumer behaviour towards 

deciding about purchasing a particular product (Gunasekharan, Shaik Suraj Basha & Lakshmanna, 

2015). According to Shallu & Sangeeta Gupta (2013) consumers accord due importance to 

advertisements in newspapers while selecting their brand of choice while word of mouth and peer 

group also play a dominant role in this selection process. Haythem Ayachi and Said Jaouadi (2017) 

attempted to study the problems and prospects associated with eco-tourism in Farasan Island of 

Saudi Arabia. Their study revealed that local population and resource availability positively 

influences eco-tourism while old aged and male tourists are more favourable towards eco-
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tourism. Philip Kotler has provided detailed description about different elements of marketing 

mix namely, Advertising, Public Relations, Sales Promotion, Personal Selling, Direct Marketing, 

Word of Mouth Marketing, Online & Social Media Marketing. This study has made an attempt to 

study these elements of marketing mix in aiding tourism in the Union Territory of Pondicherry. 

Objectives of the Study 

1. To unearth the promotional mix strategy that influence tourists visit Pondicherry; 

2. To study the relationship prevalent between demographic characteristics of tourists and 

promotional mix strategies casting an influence on their choice of tourism destination. 

Methodology 

 The proposed study is descriptive in nature, based purely on primary data collected by 

administering a well-structured questionnaire to 101 tourists who visited Pondicherry, selected 

using Convenience sampling technique.  

Data Analysis 

Demographic Profile of Respondents Selected 

 Of the 101 tourists selected for this study, 83.2% are males and 16.8% are females; 72.3% are 

aged less than 30 years, 23.8% are aged 30-50 and 4.0% are aged above 50; 5% are under-

graduates, 10.9% are Diploma-holders, 41.6% are Graduates, 35.6% are Post Graduates, 2% are 

Ph.D.-holders and 5% possess other educational qualifications; 5.9% are Government Employees, 

66.3% are Private Employees, 9.9% are Businessmen, 15.8% are Students and 2% are Pensioners; 

56.4% have a monthly family income of less than Rs. 30,000, 32.7% have income of 30,000-70,000 

while 10.9% have a monthly income of more than Rs. 70,000; 60.4% are unmarried, 37.6% are 

married and 2% are separated. 

Level of Influence of Promotional Activities 

 Tourists who visited Pondicherry have rated the promotional mix elements according to the 

influence exerted by them on their decision to choose Pondicherry as their tourist destination and 

the results have been depicted in Table 1. 

Table 1: Level of Influence of Promotional Activities 

Activity Mean Activity Mean 

Social Media 3.3168 Ads through TV 2.3168 

Service Provider Apps 3.0693 Influence of Independent Agents 2.2277 

Scenes shown in Movies 2.8614 Influence of E-Mails 2.2277 

Ads on the Internet 2.8218 Coupons Offered (Incentive travel) 2.2079 

Travelogues (Blogs, Films, Slides) 2.8119 Newsletters by Tourist Service Providers 2.198 

Discount offered by Tourist Service Providers 2.6634 Ads through Newspapers 2.1881 

Influence of Tour Agencies 2.5842 Influence of Telemarketing 2.0594 

Event Promotions 2.5347 Press Releases 2.0396 

Influence of Catalogues 2.4356 Ads through Radio 2.0099 

Ads through Magazines 2.4059 

 It can be inferred from Table 1 that social media has been the largest influencing factor 
inducing tourists to choose Pondicherry as their tourist destination. Factors such as Service 
Provider Apps, scenes in movies, ads on the internet, Discount offered by Tourist Service 
Providers and catalogues provided by them exert marginal influence on tourists in deciding about 
their tourist destination. 
Promotional Mix Strategies Influencing Tourists Decision on Offerings 

 The promotional mix strategies exerting the most influence on tourists‘ decision on Offerings 

have been captured in a Likert's five point scale and the response has been displayed in Table 2. 
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Table 2: Most Influencing Promotional Mix 
S No Promotional Mix Promotional Activities Mean 

1 Advertisement 

Ads through TV 

2.3485 

Ads on the Internet 

Ads through Radio 

Ads through Newspapers 

Ads through Magazines 

2 Sales Promotion 
Discount Offered by Tourist Service Providers 

2.4356 
Coupons offered (Incentive travel) 

3 Personal Selling 
Influence of Tour agencies 

2.4059 
Influence of Independent Agents 

4 Direct Marketing 

Influence of Telemarketing 

2.2409 Influence of E-Mails 

Influence of Catalogues 

5 Publicity 

Scenes shown in Movies 

2.4084 
Press Releases 

Newsletters by Tourist Service Providers 

Event Promotions 

6 Social Media & Internet 

Social Media 

3.0660 Travelogues (Blogs, Films, Slides) 

Service Provider Apps 

 The 20 promotional activities have been grouped into six promotional mix strategies and the 

mean values in respect of each of the strategy reveal that tourists have been largely influenced 

by Social Media & Internet while all other strategies have made only a marginal influence. 
 

Relationship between Influencing Promotional Mix Strategies and Profile of Tourists  

 The relationship between the degree of influence exerted by promotional strategies on 

tourists decision to choose Pondicherry as their tourism destination and their demographic profile 

has been explored using ANOVA and the results have been portrayed in Tables 3-8. 

 

Table 3: Relationship between Gender and  
Promotional Mix 

 It can be inferred from Table 3 that the value of 

significance in respect of all the 6 promotional mixes 

far exceed the threshold limit of 0.05 and hence, it 

may be concluded that there is no relationship 

between the influence of promotional mix strategies 

to choose Pondicherry as their tourism destination and 

their gender.  

 
Table 4: Relationship between Age and  
Influential Promotional Mix 

 Table 4 suggests that there is no 

significant relationship between the 

influential marketing mix strategies 

and age of tourists. 

 

 

Promotional Mix F Sig. 

Word of Mouth Marketing 0.002 0.969 

Advertisement 1.325 0.252 

Sales Promotion 0.383 0.537 

Personal Selling 2.931 0.090 

Direct Marketing 0.009 0.924 

Publicity 0.301 0.584 

Social Media & Internet 0.254 0.615 

Promotional Mix F Sig. 

Word of Mouth Marketing 1.727 0.183 

Advertisement 1.083 0.343 

Sales Promotion 0.553 0.577 

Personal Selling 2.052 0.134 

Direct Marketing 1.640 0.199 

Publicity 1.828 0.166 

Social Media & Internet 2.432 0.093 
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      Table 5: Relationship Between Educational  
      Qualification and Promotional Mix 

Table 5 displays that educational 

qualifications of tourists have 

significant relationship with personal 

selling alone. The nature of such 

relationship is assessed using Mean 

Analysis and the results have been 

depicted in Table 6.  

Table 6: Relationship between Education  
 of Tourists and the Influential  
Marketing Mix Strategy of Personal Selling 

 Table 6 suggests that highly educated tourists 

(i.e. post-graduates and Ph.D. holders) have 

been least affected by personal selling marketing 

mix while graduates and under-graduates have 

been marginally influenced while diploma-

holders seem to be the most influenced by 

personal selling to choose Pondicherry as their 

tourist destination.  

Table 7: Relationship between Occupation and  
       Influential Promotional Mix Strategy 

 Table 7 reveals that there is no 
significant relationship between 
occupation of tourists and influence 
exerted by the promotional marketing 
mix strategies on their decision to 
choose Pondicherry as their tourism 
destination.  
Table 8: Relationship between Monthly  

Income and Influential Promotional Mix 

 Table 8 also reveals that there is no 

significant relationship between monthly family 

income of the tourists and the influence exerted 

by the marketing mix strategies to choose 

Pondicherry as their tourism destination. 

 

 
Table 9: Relationship between Marital Status and  

       Influential Promotional Mix 

 Table 9 also portrays the absence of 

significant relationship between marital 

status of tourists and the influence exerted 

by promotional mix strategies on their 

decision to choose Pondicherry as their 

tourism destination.  

 

Promotional Mix F Sig. 

Word of Mouth Marketing 0.870 0.504 

Advertisement 0.375 0.865 

Sales Promotion 0.907 0.480 

Personal Selling 2.392 .043 

Direct Marketing 1.365 0.244 

Publicity 0.904 0.482 

Social Media & Internet 0.668 0.648 

Education Qualification Mean N 

HSC 2.5000 5 

Diploma 3.0909 11 

Graduate 2.6667 42 

Post Graduate 1.9306 36 

PhD 1.0000 2 

Others 2.6000 5 

Total 2.4059 101 

Promotional Mix F Sig. 

Advertisement 2.007 0.100 

Sales Promotion 1.380 0.247 

Personal Selling 1.824 0.130 

Direct Marketing 1.170 0.329 

Publicity 1.142 0.341 

Social Media & Internet 2.062 0.092 

Promotional Mix F Sig. 

Word of Mouth Marketing 1.383 0.256 

Advertisement 0.317 0.729 

Sales Promotion 0.344 0.710 

Personal Selling 0.438 0.647 

Direct Marketing 0.122 0.885 

Publicity 0.461 0.632 

Social Media & Internet 0.971 0.382 

Promotional Mix F Sig. 

Word of Mouth Marketing 1.946 0.148 

Advertisement 0.024 0.977 

Sales Promotion 0.493 0.612 

Personal Selling 0.181 0.835 

Direct Marketing 0.410 0.665 

Publicity 0.615 0.543 

Social Media & Internet 0.099 0.906 
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Grouping of Tourists Based on Influential Marketing Mix Strategies  

 The tourists studied have been grouped into three categories using Cluster Analysis and the 

results have been portrayed in Table 10.  

Table 10: Final Cluster Centers 

Marketing Mix Social Media-Driven Tourists Institution-Driven Tourists Self-Driven Tourists 

Advertisement 2.63 4.17 1.40 

Sales Promotion 2.57 4.20 1.67 

Personal Selling 2.70 4.33 1.40 

Direct Marketing 2.57 4.24 1.18 

Publicity 2.78 4.25 1.36 

Social Media & Internet 3.66 4.33 1.99 

No. of Tourists in Cluster 44 15 42 

 Since the mean in respect of the first cluster is largest for Social Media & Internet, this cluster 

is designated as "Social Media-Driven tourists". As the third cluster has got mean values of less 

than two for all the mix strategies, they are not influenced by any of the marketing mix strategies 

and hence this cluster has been labeled as "Self-driven Group". The mean value in respect of the 

second cluster is largest in the case of personal selling offered by institutions and hence this 

cluster has been christened as "Institution-Driven tourists". These three clusters comprise of 44, 

15 and 42 tourists. 

  Table 11: ANOVA 

 It can be observed from the above table that the 

value of significance in respect of all the promotional 

strategy is less than 0.05, suggesting that all the factors 

contribute to the clusterisation process. Since Direct 

Marketing has the highest F value, this influential 

marketing mix strategy makes the maximum contribution 

to the clusterisation process.  

Demographic Characteristics of the Three Clusters 

 The demographic characteristics of the three clusters formed have been explored using 

Correspondence Analysis and the results have been portrayed in Figures 1-4. 

 
Figure 1: Education    Figure 2: Occupation 

 

Promotional Mix F Sig. 

Advertisement 113.715 0.000 

Sales Promotion 42.929 0.000 

Personal Selling 62.232 0.000 

Direct Marketing 191.024 0.000 

Publicity 138.741 0.000 

Social Media & Internet 54.978 0.000 
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 Figure 3: Marital Status  Figure 4: Monthly Income 

 It can be inferred from Figures 1-4 that unmarried, graduates and students are social media 

driven while tourists with monthly family income of less than Rs. 30,000, married, post-graduates 

and businessmen are self driven and diploma-holders are institutional driven. 

Inferences from the Study and Conclusion 

 There is no significant relationship between all the profile variables and the marketing mix 

strategies studied. However, the study has revealed that diploma-holders can be better reached 

through personal selling and tourist service providers may concentrate on this segment to boost 

their tourism business. Similarly, youngsters and students can be reached effectively through 

social media networking which necessitates tourism service providers to be agile and active in 

social media networks and indulge more in social media marketing of their products and offerings.

  The study has revealed that very few market segments are excessively influenced by 

marketing mix strategies while deciding about Pondicherry as tourist destination. This implies that 

good feedback from past tourists who visited Pondicherry can play a decisive role in influencing 

more tourist visits to the Union Territory. Hence, tourism service providers must ensure that all 

tourists who visit Pondicherry return back with good experience so that they become brand 

ambassadors for tourism in Pondicherry. 
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Abstract 

 This descriptive research tries to forecast the 
ideal working capital to be maintained by Josco 
Footwear Products Private Limited for the coming 
five years. Towards accomplishing this endeavour, 
the company's past five year sales figures have been 
taken and future sales for the coming five years of 
2017-21 has been forecasted using MS Excel. DEA has 
been used to arrive at the ideal working capital to 
be maintained by the company for managing the 
current level of sales and using the ideal working 

capital for given sales during 2016, the ideal 
working capital to be maintained during the next 
five years of 2017-21 has been arrived at. Results of 
the study reveal that the company needs to 
drastically cut short its working capital in the 
present year of 2016 as well as the five years to 
come. 
Keywords: Ratio Analysis, Common Size Statement, 
Working Capital, Prediction. 

 
Introduction  

 Working capital is a common measure of a company's liquidity, efficiency and overall financial 

health. Technically speaking, working capital is the excess of a company's current assets over its 

current liabilities as on a particular period. Hence, working capital concept engulfs cash, 

inventory, accounts receivable, accounts payableand debts due within one year. If the company 

does not have sufficient current assets to honour its current liabilities, then it will be confronting 

a serious liquidity crunch. Contrarily, too much of working capital will result in unnecessary 

locking of funds which will result in adverse effect on profits.  

Literature Review 

 FareedSiddique(2014) has indicated that Ratio Analysis conducted for one year or Common 

Size Statement Analysis are all instances of vertical analysis of financial performance or position 

of companies. Marc Deloof (2003) analysed the relationship between working capital management 

and corporate profitability for 1009 large Belgium non-financial firms for the period of 1992-96. 

The study revealed that maintenance of excessive working capital in the form of liquid cash will 

have an adverse impact on company‘s profitability. The study suggested that reduction in 

inventories and number of days of accounts receivables will create value to shareholders and 

enhance profits of the company. Pedro Juan Garcia-Teruel, Pedro Martinez-Solano (2007) 

analysed the effect of working capital on corporate profits of 8872 SMEs during the period of 

1996-2002 using Panel data methodology and established that reducing inventories shall create 

more value for firms while shortening cash cycle enhances profitability of firms. 

 Deriving insights from the above sited studies, the researcher has decided to analyse the sales 

of Josco Footwear Products Private Limited during the past five years of 2012-16 and try to fit a 
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projection curve to predict the likely sales of the company for the next five years. Further, the 

researcher proposes to use DEA to establish the ideal working capital to be maintained for 

managing the current sales and using these figures as a base, arrive at the most ideal working 

capital to be maintained by the company for the coming five years. 

Objectives of the Study 

1. To compare the current ratio of Josco Footwear Products Private Limitedwith Lawreshwar, 

Relaxo, Phoneix and Mirza during the five year period of 2012-16; 

2. To forecast the likely sales of Josco Footwear Products Private Limited for the subsequent 5 

years; 

3. To forecast the ideal working capital to be maintained by Josco Footwear Products Private 

Limited during the subsequent five years considering the likely sales forecasted. 

Methodology 

 The proposed research is descriptive in nature, based purely on secondary data.Financial data 

pertaining to sales, current assets and current liabilities of five companies namely, Josco 

Footwear Products Private Limited, Lawreshwar Polymers, Relaxo Footwear Products Private 

Limited, Phoneix International and Mirza International during the five year period of 2012-16 have 

been collected from moneycontrol.com and company web sites. These five companies are 

engaged in footwear manufacture and the collected data pertaining to these five competing 

companies has been represented suitably in tables and analyzed using Microsoft Excel and Data 

Envelopment Analysis, employing statistical tools of Percentage, proportion, Ratio analysis, Trend 

analysisand DEA. 

Analysis and Interpretation 

Current Ratio of the five Companies 

 Current ratio of the five companies studied during the five year period of 2012-16 has been 

portrayed in Table 1. 

   Table 1: Current Ratio 

 The ideal current ratio is 2:1. Table 1 

suggests that the current ratio of all the 

companies excluding Josco Footwear 

Products Private Limited is hovering around 

the one mark during the entire five year 

period. Current ratio of Josco Footwear 

Products Private Limited is also hovering around the one mark during the first three years of 2012-

14 while it has reached the near about of two mark during the two years of 2015 and 2016.  

Trend of Sales of Josco Footwear Products Private Limited during 2012-16 

 The sales managed by Josco Footwear Products Private Limited during the five years of 2012-

16 are displayed in Table 2. 

Table 2: Trend of Past Sales 

 It can be observed from Table 2 that sales of Josco Footwear 

Products Private Limited have shown a reverse trend wherein sales of 

alternative years are increasing. Sales during the last year of 2016 

have decreased quite sharply by almost a quarter. 

 

Year Josco Relaxo Lawreshwar Phoneix Mirza 

2016 1.90 0.89 0.92 0.95 0.92 

2015 2.14 0.93 1.04 0.97 0.74 

2014 1.19 0.85 0.9 1.11 0.7 

2013 1.17 0.86 1.04 1.13 0.73 

2012 1.22 0.69 1.24 1.32 0.7 

Year Sales (in Crores) 

2012 9.11 

2013 12.40 

2014 11.87 

2015 13.42 

2016 10.56 
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Predicted Sales 

 The likely sales which may be managed by Josco Footwear Products Private Limited for the 

subsequent five years has been forecasted using Prediction option in MS Excel by constructing a 

trend curve and the results have been depicted in Table 3. 

Table 3: Predicted Sales 
 Table 3 suggests that the sales that could be managed by Josco 

Footwear Products Private Limited will be around the 11 or 12 crores 

mark. 

Ranking Companies Using Working Capital as Input Variable and 

Sales as Output Variable  

 Performance of the five companies studied have been ranked using 

Data Envelopment Analysis by considering working capital as input variable and sales as output 

variable and the results have been displayed in Table 4.  

Table 4: Efficiency Summary Using DEA for the  
Five Companies During 2016 

 Relaxo is the only company which has performed above par among 
the five companies when working capital is considered as input 
variable and sales as output variable while all the other companies 
have performed below par as their efficiency score is far below the 
mean score of 0.414. This implies performance of Josco warrants 
drastic improvement by way of rationalizing the working capital 
maintained in tune with its sales and the market requirements which 
can be gauged by analyzing the trend of the other five companies.  

Ideal Working Capital for Josco Footwear Products Private Limited 

 The ideal working capital which should have maintained by Josco Footwear Products Private 

Limited during 2016 considering the sales managed by it and the other five companies has been 

depicted in Table 5.  

       Table 5: Ideal Working Capital for the  

        Companies During 2016 

 It can be observed from 

Table 5 that all companies 

excepting Relaxo needs to 

drastically reduce their current 

working capital in tune with the 

industry requirements in the light 

of sales managed by them during 

2016 

Table 6: Forcast of Future Idealworking Capital 

 It can be observed from Table 6 that 

Josco Footwear Products Private Limited 

needs to reduce its working capital in the 

future and keep it around the one crore 

mark considering the probable sales the 

company could manage in the next five 

years. 

 

Year Sales (in Crores) 

2017 12.66 

2018 11.94 

2019 11.90 

2020 11.60 

2021 12.12 

Company Efficiency 

Josco 0.244 

Relaxo 1.000 

Lawreshwar 0.233 

Phoneix 0.341 

Mirza 0.251 

Mean 0.414 

Company Sales Working Capital 
Effective Working  

Capital 

Josco 10.57 4.04 0.985 

Relaxo 1704.18 158.73 158.73 

Lawreshwar 99.98 39.89 9.312 

Phoneix 49.29 13.45 4.591 

Mirza 854.42 316.69 79.582 

Year Future Sales Future Idealworking Capital 

2017 12.66 1.18 

2018 11.94 1.11 

2019 11.90 1.11 

2020 11.60 1.08 

2021 12.12 1.13 
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Possible Course of Action for the Company 

 To suggest the probable course of future action for Josco Footwear Products Private Limited, 

Common Size Statement was worked out based on the company's Balance Sheet as on 2016 and 

the results have been displayed in Table 7. 

      Table 7: Common Size Balance Sheet of Josco for 2016 

 A close scrutiny of Table 7 suggests that 

the composition of fixed assets in the total 

assets is quite low at a meagre 13.78% which 

might be too low for a manufacturing 

company. Hence, the company must try to 

invest more funds in fixed assets and cut 

short its investment in current assets which 

will automatically reduce the working 

capital. Further, the company should try to 

increase its current liabilities as they 

constitute only 63.74% of total liabilities while shareholders funds constitute a mere 10.75%. AN 

increase in debt-payment period through effective negotiations with suppliers might increase the 

company's current liabilities, which shall result in the desired cut in working capital. 

 

Inferences and Conclusion  

 The study has revealed that position of Josco Footwear Products Private Limited is quite grim. 

The company has to drastically decrease its working capital as it amounts to unnecessary of 

locking of funds which will have an adverse impact on the company's profits.  To add salt to the 

problem, projected sales of the company displays a decreasing trend which is a serious issue 

meriting immediate attention and redressal. Hence, management of the company has to take 

drastic and immediate measures to correct the financial position of the company, failing which it 

will face curtains. 
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Particulars Amount (in crores) % 

Shareholders' fund 1.13 10.75 

Non-current liability 2.67 25.51 

Current liability 6.67 63.74 

TOTAL LIABILITY 10.47 100 

Fixed assets 1.44 13.78 

Non-current assets 0.35 3.38 

Current Assets 8.67 82.83 

Total Assets 10.47 100 
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Abstract 

 This descriptive research has made an attempt 
to appraise three life insurance policies offered by 
BharatiAxa and Aviva Life Insurance using the 
capital budgeting tools of NPV and IRR. Results 
reveal that all the three policies offered by 
BharatiAxa namely, Elite, Elite with Special 
Surrender Option and Protection Plan yield an IRR of 
less than the cut off mark of 8% and negative NPV, 
suggesting that these three policies may not be the 

best avenues of investment for an investor. Only 
DhanSamrudhi policy offered by Aviva Life Insurance 
offers better IRR of 10% and a healthy positive NPV, 
suggesting that of the six life insurance policies 
offered by the two companies, only one company 
offers good returns for the investor. 
Keywords: Life Insurance, DhanSamrudhi policy, 
Aviva Life Insurance, BharatiAxa. 

 

Introduction 

 Many avenues of investment are available for the modern investors. Some popular avenues of 

investment may be corporate securities, government securities, mutual fund, gold, bullions, 

commodities, real estate, insurance, etc. Risk involved, expected returns, lock-in period. Despite 

Indians being good in savings, they prefer to invest in gold and other fixed assets. Hence, 

insurance has always remained a huge untapped market in India. 

 
Insurance 

 Insurance and banking are two service sectors which are growing at a rapid pace in India, 

especially after liberalising and privatising the sectors. Insurance consist of two types namely, 

general and life insurance. Life insurance is an agreement between the insured and insurer 

whereby the latter agrees to pay a fixed sum of money to the latter upon death of him or the 

person whose life is insured. Hence, life insurance covers risk of life upon the payment of fixed 

amount of premium by the insured. Being a service, insurance is an invisible and intangible 

product, meriting strict regulation and the IRDA takes care of regulating the affairs of insurance 

players, both public and private. Quality of insurance companies depends on the intrensic value of 

security provided, reasonable premium charged as well as prompt honouring of claims. Insurance 

is aimed at protecting economic values and pool savings for provide for future loss and 

contingencies. Life Insurance assures the insured to protect his family in his absence caused due 

to his unforeseen demice.  

Important Players in Private Life Insurance  

 Life Insurance business was a monopoly of public sector undertaking of Life Insurance 

Corporation of India. Ever since the privatisation and liberalisation era started, IRDA announced 
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privatisation of life insurance business and allowed foreign players to enter Indian insurance 

market with the condition that they should forge an alliance or partnership with an Indian 

company. Consequently, many foreign companies forged partnership with Indian companies and 

new companies were incorporated as joint venture undertakings. Details of such companies are 

contained in Table 1.  

Table 1: Insurance Companies Formed as Joint Venture between  
Indian and Foreign Companies 

Company Indian Promoter/Partner Foreign Company 

Reliance Mitton RELIANCE GROUP(ADAG) Aviva Life Dabur Aviva (UK) 

Bajaj-Allianz Bajaj Auto Allianz(Germany) 

Birla Sun Life Aditya Birla Group Sun Life (Canada) 

HDFC Standard HDFC Standard Life(UK) 

ICICI Prudential ICICI Bank Prudential (UK) 

Vysya Vysya Bank ING Ins.(Netherlands) 

Kotak Mahindra Old Mutual Kotak Mahindra Bank Old Mutual (SouthAfrica) 

Max Newyork Max India New York Life(US) 

Met Life J&K Bank Met Life (US) 

Sahara Life Ins. Sahara India None 

SBI Life SBI Card iff (France) 

TATA AIG TATA Group AIG (US) 

Shriram Shriram Sanlam Life Ins. 

Bharti AXA Bharti Group AXA(Australia) 

Benefits of Life Insurance 

 Investing in life insurance policies yields the policy-holders the benefits of covering life of 

assured, Good Avenue for long and medium term savings, drafting effective plan for the entire 

life and reasonable tax relief. However, investing in life insurance will yield the fullest benefit 

only if the investor seriously considers certain aspects such as integrating insurance investment 

into financial planning, risk appetite, expected returns in light of rate of inflation, utilising life 

insurance only for covering risk of life, amount needed to secure good life for family members in 

the absence of the bread-earner who shall be the insured and ensuring correct choice of insurance 

provider and right life insurance plan for the most ideal period. Ideal amount of risk cover shall be 

ten times of annual income. However, it should be remembered that the agony of losing money as 

investment shall be three times more than the happiness derived from earning the same 

Shanmugsundaram and Balakrishnan (2011). Hence, policy-holders might consider different 

monetary and risk cover benefits derived from their investment in life insurance policies before 

choosing the life insurance plan for investment. Many insurance companies come out with many 

new schemes with attractive terms. However, the final choice shall be largely influenced by the 

returns which the policy-holders may derive from such investment in the form of claim honoured 

during maturity or death. This study has made an attempt to evaluate the superiority of returns 

offered by three popular life insurance companies to their policy-holders through their three 

different schemes.  

Objectives of the Study 

1. To ascertain the Net Present Value (NPV) of selected life insurance policies offered by two 

popular life insurance service providers and compare the returns offered by these schemes to 

policy-holders; 

2. To determine the Internal Rate of Return (IRR) of the policies for which NPV has been 

ascertained and compare the returns offered by these schemes to policy-holders. 
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Methodology 

 The proposed study is descriptive in nature, based purely on secondary data collected 

fromreliable public disclosures of insurance companies as per IRDA regulations. The life insurance 

companies selected for this study are BharatiAxaand Aviva Life Insurance. Three life insurance 

policies of these companies have been taken and based on the premium paid by the investors and 

the returns promised by the insurance companies, IRR and NPV of these policies have been 

computed. Discount factor has been arrived at as 8% for the purpose of computing NPV based on 

the average inflation rate as revealed by the average Consumer Price Index for the past five 

years. 

Evaluation of Bharati Axa Life Insurance Policies 

 IRR and NPV of three life insurance policies of BharatiAxa namely, Elite, Elite Scheme with 

Special Surrender Option and Income Protection Plan have been computed and the results have 

been disclosed in Tables 2-4.  

Table 2: NPV and IRR of ELITE 

Term Outflow Cash Inflow PV Of Outflow PV of Inflow 

1 21093 0 21093 0 

2 21093 0 19530.5556 0 

3 21093 0 18093.8477 0 

4 21093 0 16744.3034 0 

5 21093 0 15503.9846 0 

6 21093 0 14355.5413 0 

7 21093 0 13292.1679 0 

8 21093 0 12307.5629 0 

9 21093 0 11395.8915 0 

10 21093 0 10551.7414 0 

11 21093 0 9770.1402 0 

12 21093 0 9046.4261 0 

13 0 20623 0 8189.677 

14 0 20623 0 7583.034 

15 0 20623 0 7021.328 

16 0 20623 0 6501.2296 

17 0 20623 0 6019.6571 

18 0 20623 0 5573.7565 

19 0 20623 0 5160.8857 

20 0 20623 0 4778.5978 

Maturity 0 422,893 0 90,730.94 

Total   171,685.1626 141,559.1007 

NPV -30,126.0619 

IRR 6% 

 It can be inferred from Table 2 that the IRR for Elite policy offered by BharatiAxa is merely 6% 

while the NPV is -30,126.0619, which is negative, giving a bad signal. 
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Table 3: NPV and IRR of ELITE with Special Surrender Option 

 Table 3 highlights that the 

NPV of Elite with Special 

Surrender option is slightly 

better than the Elite scheme but 

still, it is negative (-11690.809), 

showing that the policy is not 

advisable for investment. IRR of 

7% is also lower than the cut of 

rate of 8%.  

 
 

 

 

 

 

 

  Table 4: IRR and NPV of Protection Plan 

 Table 4 portrays that the 

NPV is -69,401.6312, which is 

again negative and IRR of 3%, 

which is far below average 

returns. 

 It can be inferred from 

Tables 2-4 that, among the 

three policies of BHARATI AXA, 

ELITE SCHEME has the highest 

IRR, implying that this is the 

better policy. However, the IRR 

of all these policies is below the 

cut off mark of 8% and the NPV 

of all these policies are in 

negative, implying that these 

three policies are not good 

avenues of investment. 

 

 

 

 

 
Appraisal of three policies offered by AVIVA Life Insurance 
 Three policies of Aviva Life Insurance have been appraised using NPV and IRR and the results 

have been portrayed in Tables 5-7. 

 
 

Term Outflow Cash Inflow PV of Outflow PV of Inflow 

1 21093 0 21093 0 

2 21093 0 19530.5556 0 

3 21093 0 18093.8477 0 

4 21093 0 16744.3034 0 

5 21093 0 15503.9846 0 

6 21093 0 14355.5413 0 

7 21093 0 13292.1679 0 

8 21093 0 12307.5629 0 

9 21093 0 11395.8915 0 

10 21093 0 10551.7414 0 

11 21093 0 9770.1402 0 

12 21093 0 9046.4261 0 

13 0 402,893 0 159994.3536 

Total   171685.1626 159994.3536 

NPV -11,690.809 

IRR 7% 

Term Outflow Cash Inflow PV of Outflow PV of Inflow 

1 15948 15283 15948 0 

2 15948 15283 14766.6667 0 

3 15948 15283 13672.8395 0 

4 15948 15283 12660.0365 0 

5 15948 15283 11722.256 0 

6 15948 15283 10853.9408 0 

7 15948 15283 10049.9452 0 

8 15948 15283 9305.5048 0 

9 15948 15283 8616.2081 0 

10 15948 15283 7977.9705 0 

11 15948 15283 7387.0097 0 

12 15948 15283 6839.8238 0 

13 15948 15283 6333.1702 6069.0895 

14 15948 15283 5864.0465 5619.5273 

15 15948 15283 5429.6726 5203.266 

16 15948 15283 5027.4747 4817.8389 

17 15948 15283 4655.0691 4460.962 

18 15948 15283 4310.2492 4130.5203 

19 15948 15283 3990.9715 3824.5591 

20 15948 305,660 3695.3439 65578.805 

TOTAL   169106.1993 99704.5681 

NPV -69,401.6312 

IRR 3% 
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  Table 5: NPV and IRR of DHAN NIRMAN 

 The NPV of this policy is -

276,981, which is negative and 

the IRR is 5%, which again, is 

very bad for investment 

purpose. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  Table 6: NPV and IRR of Dhan Samrudhi 

 NPV of this policy is 281,888, 

which is very good as the value is 

positive and quite handy. IRR is 

also pretty good at 10% which is 

more than the cut off mark of 8%. 

Hence, this policy is a very good 

one for investment purpose. 

 The NPV of this policy is -

91,428, which is negative and the 

IRR is also less than 8% (6%), 

suggesting that this policy is again 

unsuitable for investment purpose. 

Inferences from the Study 

 Based on the results provided 

by NPV and IRR analysis, it can be 

said that only DhanSamrudhi policy 

offered by Aviva Life Insurance 

offers good remuneration for the 

investors. Two things may be 

placed as arguments by the 

companies to justify the negative NPV namely, tax saving and life insurance policies are meant for 

Term Outflow Cash Inflow PV of Outflow PV of Inflow 

1 88040 0 88040 0 

2 88040 0 81518.5185 0 

3 88040 0 75480.1097 0 

4 88040 0 69888.9905 0 

5 88040 0 64712.0282 0 

6 88040 0 59918.5446 0 

7 88040 0 55480.1339 0 

8 88040 0 51370.4944 0 

9 88040 0 47465.2725 0 

10 88040 0 44041.9191 0 

11 88040 0 40779.5546 0 

12 88040 0 37758.8469 0 

13 88040 0 34961.8953 0 

14 88040 0 32372.1252 0 

15 88040 0 29974.19 0 

16 0 132,060 0 41630.8195 

17 0 132060 0 38547.0551 

18 0 132060 0 35691.7177 

19 0 132060 0 33047.8867 

20 0 132060 0 30599.8951 

21 0 132060 0 28333.23627 

MATURITY  16,55,780  328930.2138 

TOTAL   813,762.6234 536,780.8242 

NPV -276,981.7992 

IRR 5% 

Term Outflow Cash Inflow PV of Outflow PV of Inflow 

1 60240 0 60240 0 

2 60240 0 55777.7777 0 

3 60240 0 51646.0905 0 

4 60240 0 47820.4542 0 

5 60240 75300 44278.1983 55347.7479 

6 60240 75300 40998.3317 51247.9144 

7 60240 75300 37961.4183 47451.1772 

8 60240 75300 35149.4614 43936.8267 

9 60240 75300 32545.7976 40682.247 

10 60240 75300 30134.9977 37668.7472 

11  75300 0 34878.4696 

12  75300 0 32294.8793 

13  75300 0 29902.666 

14  75300 0 27687.6537 

15  75300 0 25636.7164 

16  75300 0 23737.7003 

17  75300 0 21979.3522 

18  75300 0 20351.252 

19  75300 0 18843.7518 

20  75300 0 17447.9184 

Maturity  882532 0 189345.6586 

Total   436,552.5274 718,440.6787 

NPV 281,888.1513 

IRR 10% 
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covering risk of uncertain demise of policy-holder and returns on investment may not be that 

important. Hence, it is the investor who has to take a decision as to whether to invest in life 

insurance policies which are not at all remunerative. 

   Table 7: NPV and IRR of I Growth 

Conclusion 

 Though life insurance offers risk 

cover for lives of policy-holders, 

insurance companies must also 

consider providing better returns for 

their policies. Returns lesser than 

the rate of inflation is not going to 

serve any purpose for the investor. 

Hence, insurance companies must 

consider cost cutting and investing in 

remunerative avenues so as to offer 

better returns to policy-holders. 
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Term Outflow Cash  
Inflow 

PV of  
Outflow 

PV of  
Inflow 

1 50000 0 50000 0 

2 50000 0 46296.2963 0 

3 50000 0 42866.941 0 

4 50000 0 39691.612 0 

5 50000 0 36751.4926 0 

6 50000 0 34029.1598 0 

7 50000 0 31508.4813 0 

8 50000 0 29174.5197 0 

9 50000 0 27013.4423 0 

10 50000 0 25012.4483 0 

11 50000 0 23159.6744 0 

12 50000 0 21444.1429 0 

13 50000 0 19855.6879 0 

14 50000 0 18384.8962 0 

15 50000 0 17023.052 0 

16 50000 0 15762.0852 0 

17 50000 0 14594.5233 0 

18 50000 0 13513.4475 0 

19 50000 0 12512.4514 0 

20 50000 0 11585.6032 0 

MATURITY  2045,000  438,751.0841 

TOTAL   530,179.9573 438,751.0841 

NPV -91,428.8732 

IRR 6% 
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Abstract 

 Mobile led e-commerce also popularly referred 
to as m-Commerce is changing the way a lot of 
people shop. Moving the shopping experience to the 
mobile has brought in a tremendous amount of 
convenience. It is not uncommon to see people order 
groceries, food and dresses while they are on the 
move. While this has become convenient, it brings 
its fair share of risk. The customer needs to be 
protected from wrong goods being sent, fraud 
transactions and non-responsive companies. The 
payments in this m-Commerce world are also 
fraught with additional danger. There could be 
frauds in terms of additional money being paid, 

money being redirected to other places and also 
sensitive customer information being stolen. Also, 
there is a new economy in terms of digital goods, 
where there are no physical goods – These could be 
entertainment products (songs, videos etc) or could 
be some important files / software necessary to run 
businesses. In this paper, I survey the changes that a 
customer needs to face in the new digital economy, 
the potential issues and challenges that can be 
faced by a customer, and potential ways to mitigate 
some of the major risks.  
Keywords: m-commerce, fraud prevention, digital 
payments, phishing risks 

 

Introduction 

 Mobile led e-commerce also popularly referred to as m-Commerce is changing the way a lot of 

people shop. Moving the shopping experience to the mobile has brought in a tremendous amount 

of convenience. It is not uncommon to see people order groceries, food and dresses while they 

are on the move. While this has become convenient, it brings its fair share of risk. The customer 

needs to be protected from wrong goods being sent, fraud transactions and non-responsive 

companies. The payments in this m-Commerce world are also fraught with additional danger. 

There could be frauds in terms of additional money being paid, money being redirected to other 

places and also sensitive customer information being stolen.  

 Also, there is a new economy in terms of digital goods, where there are no physical goods – 

These could be entertainment products (songs, videos etc) or could be some important files / 

software necessary to run businesses. In this paper, I survey the changes that a customer needs to 

face in the new digital economy, the potential issues and challenges that can be faced by a 

customer, and potential ways to mitigate some of the major risks. The subjects that would 

broadly be covered are: 

1. Rise of the m-Commerce, benefits and challenges 

2. Customer Protection 

 Digital goods 

 Fraud Prevention 
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 Product Safety 

 Financial risks 

 Digital Payments 

 Phishing risks  

 Customer information protection 

3. Suggestions to protect Consumer Interests 

 

Connected and Mobile First World 

 Currently, the world is pivoting into a completely connected and mobile first world. For e.g., 

we are having TVs, Fridges and even personal Weighing Scales connect to Internet. This has 

brought out a level of convenience never before experienced. For e.g., in the Fitbit Aria weighing 

scale, an entire family can individually track their weight on their phone for years just by standing 

on the scale every morning / week (or any other frequency). And each person gets their weight 

updated on their own phone without any effort! TVs stream YouTube, Netflix, HotStar, Amazon 

and a variety of other services by connecting to Internet. A lot of purchases (as high as 70%) 

happen over the mobile for various portals like Flipkart / Amazon / Myntra etc. A few years ago, a 

fashion company called Myntra created a flutter by completely moving to Mobile only strategy.  

 Though not ubiquitous in India, we can see a lot of builders advertising ‘Smart Homes’ in 

newspapers and in Internet where people can access their household appliances via internet. E.g., 

start the AC at home even before reaching or checking if the light or fan is on even when outside. 

Needless to say, this brings in a level of convenience and comfort never before seen in previous 

years. 

Dangers in the Mobile and Connected World 

 There are many dangers to the customers in the mobile and the connected world. Some of 

them are described below: 

Privacy Risks 

 Since the mobile is always carried along by the person, some of the services can illegally, and 

non-explicitly track the position of the user and use it for business benefits and can even harm 

the user by inadvertanly leaking this information. Whenever an app or a mobile service (say 

Google) tracks your position, it is important to get explicit permission of the user for the same. 

There have been complaints esp in US, for apps / services that track the user even if explicitly 

denied permission. While it is ok to share one’s data on location, purchase behavior etc to avail 

free services, discounts or even a personalized experience, it is very important that the services 

that collect / share / monetize this data take permissions explicitly and honor the commitments. 

The user has to be wary of any fine-print before agreeing to use any services. 

Security Risks 

 Security risks are when a user’s data or sensitive information like bank / credit card 

information are stolen without the user being aware of it. Fraudsters even pose as bankers or 

their representatives or some other genuine eCommerce / mCommerce sites and acquire this 

information for later fraud. Since many are new to this kind of commerce it is very important to 

protect the new customers from this kind of fraud. Also, in the future, people can be held liable 

for attacks initiated on the government or infrastructure using their equipment even thought it 

was done without their knowledge. Hence it is imperative that the user understands the security 

risks that come with their connected equipment 
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Non Functional Equipment 

 As mentioned earlier, more and more devices connect to Internet for their functionality. It 

has become a norm when TVs, DVD Players, Set top boxes update themselves with new features 

over the internet with little user intervention. When equipment like these relying totally on the 

internet for their working, the companies that provide the services should exist as long as the life 

of the product extends. For e.g., esp. in places of extreme weather, failure of a temperature 

control equipment (AC or Heater) can mean difference between life and death. In these cases, 

Government must establish rules for support of services just as they have mandated for the ‘Old 

Economy’ industries like automobiles.  

Digital Goods 

 In this digital age, some of the products could be digital instead of real physical goods. For 

e.g., the products could be eBooks (e.g. Kindle eBooks from Amazon), music (Apple Music) or 

Digital Subscriptions of Magazines or Multimedia (Hotstar, Netflix etc.) In the case of digital 

goods, the customer needs to know explicitly know if they own a product or is leasing a product. 

Also, the quality of the products should be communicated explicitly to avoid disappointments 

later. Also, returns in the domain of digital goods are not yet defined well (What if a user copies a 

music he buys and he says he wants to return?) 

Consumer Protection 

 The companies and the Government must adhere to a set of rules and recommendations to 

make transition to mobile and digital commerce not just convenient but also safe, thus ensuring 

its success in the log run. 

Transparency 

 The companies should enforce maximum transparency in terms of the goods sold, the fine-

print, included and excluded costs, total cost of ownership etc. A company should also mention 

the return policies explicitly. By creating a high level of transparency, companies instill 

confidence in the mind of the buyers. 

Quality Control 

 Companies should mandate inward and outward quality control measures and processing to 

avoid tampering at source and transit to make sure that the customer gets the quality he ordered.  

Fair Business, Advertising and Marketing Processes 

 Companies should not make misleading claims in their advertising and marketing campaigns. 

Government also should provide ways for redressal of complaints that are filed against such 

claims. Businesses should not hide terms and disclosures or make them hard to read or notice. 

Businesses should also enforce that if they use third party companies to extend their reach or 

outsource, they also should buy into the fair business clauses. It is also important that the 

customers’ reviews (both positive or negative) is given unbiased position in forums of discussion. 

This has proven to help businesses in the long term (instead of a usually expected reduction in 

business). Customers appreciate transparency in the long term, and believe that the companies 

which act in fairness will evolve to overcome their deficiencies. Also, businesses should try to 

accommodate people with disabilities to use their services (e.g. supporting visually / audio 

challenged or color-blind customers). 
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Payment 

 A business should take every step to make sure the payment process is simple, and all 

components of the payment is explicitly shown and approved before initiating payment. There 

could be other components like taxes, surcharges, shipping / customs, subscription etc.  

There should be ways to easily stop the subscriptions or enable refend for pending subscriptions. 

If there are any foreign exchange involved, the rates of exchange, and additional surcharges 

should be mentioned. If there are failures in payment transactions, companies should also avoid 

double charging of customers and instead should not leave the responsibility on the customer to 

detect and seek refund of additional charges. 

 
Dispute Resolution 

 In case of any dispute between the business and the customer, the businesses should provide 

ways to address those resolution and also escalate them to higher authorities if required. 

Government also should consider creating and Ombudsman for addressing disputes arising out of 

m-Commerce / e-Commerce applications 

 

Conclusion 

 We are in a very exciting era of commerce, with the ability to buy anything we want literally 

at our fingertips. While this is great, it also comes with its fair share of challenges and risks. The 

companies and government should work together to make the whole experience satisfactory to 

build long term confidence into this new paradigm. By taking up some of the methods described 

above, it would create a win-win scenario for all the stakeholders – Business, Customers and the 

Government.  
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Abstract 

 High percentage of failure in information 
system projects caused a transition shift from 
traditional packaged product software in to ERP 
solutions. As organization moves from domestic 
market into international market there is greater 
reason to implement ERP systems. Companies were 
also discounting legacy software in to ERP software 
due to taxation requirements, increased sales and 
foreign exchange and compliance requirements. ERP 
systems have become much more pervasive at all 
levels of the organization. This creates a greater 
ease of use, facilitates organizational contribution, 

creates operational control and improves 
productivity. The study reveals that a positive 
effect was caused due to implementation of ERP 
systems on different factors related to 
organizational performance. ERP projects always 
contain a high level of risk and uncertainty. The 
purchase of ERP software is a costly activity that 
consumes a larger portion of the company budget. 
This paper emphasis the strategic benefits that 
organizations scaled up due to implementation of 
ERP system irrespective of their cost. 

 

Introduction 

 Manufacturers are under constant pressure from customers, shareholders and suppliers to 

continuously improve and make better products quickly and efficiently. Competing in a dynamic 

environment and meeting global challenges requires agility. Successful companies must be able to 

respond quickly and cost effectively to change. The change could be of any type : shift in 

customer demands and supply chain partners, modifications to a business model and the need for 

new initiatives like outsourcing and regulatory pressures imposed by financial markets, industry 

groups and government bodies. Manufactures need to convert their factories into responsive, 

demand-driven, profit-making enterprises by optimizing their operations. Their competitive 

advantage and ultimate survival depends on the use of information systems and technology. The 

study reveals that ERP provides a positive effect on organizational performance.  

 

Necessity of ERP 

 Intense global competition and mass customization have resulted in the need for having 

better systems that can provide quick and reliable information across the complete value-chain. 

ERP systems became synonymous with competitive advantage, particularly through the 1990‘s. 

ERP systems replaced isolated information with a single packaged software solution that 

integrates all traditional management functions like financials, human resources, manufacturing 

and logistics. Started with an IT application to handle the inventory problems of enterprise in 

1960, the ERP systems brought a common information database which helped business functions 

of the organization to shift their thinking to an organization or enterprise focus rather than a 

departmental focus. Many companies have implanted ERP applications either developed in-house 
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or off-the shelf products from ERP vendors, with a hope to become more responsive to the 

customer needs and enhance business. 

 

Redefining ERP 

 Even though ERP systems resolved the internal issues within an enterprise, the industry did 

not really perceive their complete benefits as these systems were blind towards understanding 

the parameters outside the four walls of the enterprise. There is a necessity to have application 

over the ERP systems, so as to increase the value of the core ERP systems. Vendors started 

building strategic applications around ERP and called them Extended ERP or ERP II, Which brought 

a dynamic new way of doing business by having real-time collaboration with partners, suppliers 

and customers. This enabled enterprises to react quickly to changes in the marketplace and 

become more agile. Applications like Supply chain management (SCM), Supplier relationship 

management (SRM), Customer relationship management (CRM) and Product life cycle management 

(PLM) helped in collaborative planning and scheduling, collaborative forecasting, collaborative 

product development and so on. The complete value chain Supplier-Manufacturer-Customer has 

become more dynamic and responsive to the needs of end customers. Most ERP vendors have 

geared up to the needs of the customers by increasing their product breadth and providing a 

complete end-to-end solution to meet the customers demands. 

 

Strategic Focus 

 The challenges that an organization goes through the ERP journey start with the selection of a 

solution. Key selection factors include the size of the business operations, the projected scaling in 

the years to come, geographical spread, nature of business and amount of investment needed 

.Key considerations in evaluation and selection are: 

 Scalability: ERP solutions are designed to grow with the company and they do not succumb to 

volume and change pressures  

 Vendor management: Managing a number of vendors for customer service is not easy. An 

integrated suite gives you one solution supplier to work with. 

 Functionality: Access to the functionality required to run the business overtime- at an 

affordable price. It may not be the cheapest choice at first, but it will usually be the most 

economical in the long run as your business needs grow and change. 

 Reliable service and support: The ability to access affordable service and support is critical. It 

is easier to support an integrated ERP environment than a mix of different applications.  

 

Implentation Issues 

 This is a major and time consuming activity, which involves analysis of organization processes, 

recommendation of good practices, mapping the processes to the package, data management, 

implementation and support. The key considerations for implementation are :  

 Knowledge of application: ERP‘s are designed on a state of the art architecture using best 

practice business functions, hence knowledge of the application is essential for the 

implementer. 

 Experience in implementation: ERP implementation involves adoption of standard approaches, 

ability to resolve situations and issues and transfer of knowledge. These relate to the 

experience of the implementer.  
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 Reliable support: The ability to provide post implementation support is critical, because a lot 

of issues arise once an organization starts using the application. The implementer necessarily 

needs to provide the support services after the implementation.  

Internal Change Management  

 An ERP implementation entails changes in process and reporting structures. Addressing this 

shift is a process that the organization has to go through. This will help in achieving the 

acceptability of the new system by the users. These are three drivers of change management: 

 People: They are the key players in any ERP implementation, Since they will be the process 

owners, application users and application administrators. The challenge of an ERP 

implementation is to achieve acceptability of the system by the people, who are going to use 

it. 

 Process: One of the returns on investment is knowledge of business practices by virtue of an 

ERP. These processes impact the efficiency levels to be attained by the organization. 

 Technology: Implementation of ERP automatically entails adopting technology that will 

address scalability, death of distance, and upgradeability to newer technologies.  

Functional Gaps 

 Even though packaged ERP systems provide off the shelf best practice solutions, they may not 

provide 100 percent support to all the features required for all verticals. Also there would be 

some regulatory requirements that need to be addressed in the applications as and when they are 

introduced by the regional or global bodies/authorities like GST regulations for Indian industries, 

the SOX compliance and so on. In addition the customers will have some practices which they 

desire to retain and hence customize the packaged ERP applications to their needs. That is Why 

ERP vendors constantly face demands from their customers for handling generic, specific and 

regulatory requirements in their next releases. One of the key challenges for most of the ERP 

vendors is to provide the value addition to their active customers by providing these 

enhancements, both functional and usable in their upcoming releases. 

Complexity of Integration  

 Most of the customers presently have disparate applications on many technology platforms 

built with different tools, purchased from various vendors and not working seamlessly. One of the 

major challenges of the IT managers is to make these applications integrate well. A study by AMR 

indicates that a ‗Demand driven enterprise‘ can further drive revenues and profitability, as those 

are based on aligning processes to sense and shape demand and respond portably to a demand 

signal. By improving the critical business processes that increase responsiveness, speed and 

agility, the demand driven supply network can directly impact the key drivers of financial 

performance : faster growth, higher profitability and improved capitalization. Enterprises have to 

at every stage not only relook into the process capabilities but also technology infrastructure that 

helps them get real-time information across their supply network. Software vendors have to look 

in to solutions to embrace the ‗Demand driven supply network‘ concept and enable enterprises 

become more demand centric. Analysts indicate that half of the companies do not have a clear 

visibility across their supply network in spite of having IT systems like ERP, SCM, PLM, CRM and 

SRM as they lack proper integration of all of them. But within the next 3 years, 30 percent of the 

companies will move towards making their technologies work in collaboration with that of their 

business partners. Hence the major challenge to ERP vendors lies in providing seamless 
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integration between all their extended ERP applications, which can help the enterprises in being 

demand-driven organizations.  

Service Oriented Architecture (SOA) 

 One of the key market trends is the technology transformation to a SOA, which will have the 

largest effect on redefining the ERP market. As indicated by analysts, SOA will transform software 

from an inhibitor to an enabler of business change by 2020. SOA will shift revenue from packaged 

software to subscription services and from monolithic suites to composite applications. SOA is an 

approach to designing, implementing and deploying information systems such that the system is 

created from components implementing discrete business functions. These components called 

‗Services‘ can be distributed across geography and can be reconfigured into new business 

processes as needed. The services are ‗loosely coupled‘ allowing for more flexibility than older 

technologies with respect to reusing and recombining them to create new business functions both 

within and across an organization. 

Posible ERP Roadblocks  

 ERP may be a panacea but even a panacea needs to be administered with finesse and 

professionalism. The hurdles in the path of a successful ERP implementation in the Indian market 

context are  

 Expectations from ERP: There is a feeling that ERP is a intelligent wand that solves all 

business problems. The fact is that it is an application framework which has to be tuned to 

the organization‘s requirement and run by humans who make the decisions. 

 Unstructured Processes: A majority of mid-market segment organizations are closely held 

businesses where processes have evolved over the years. Realigning of these business 

processes and streamlining of data to suit the ERP requirement is a major exercise, where the 

participation of the client is crucial. 

 Commitment from management: Any ERP implementation is phased over a period of time. In 

quite a few cases, it has been observed that there is declining interest and commitment of 

the management during the implementation process. The result is cost and time overrun and 

in some cases the process even gets nipped in the bud. 

 Cost benefit phenomenon: A common expectation is to get the ‗skies for nothing‘. Although 

there have been efforts to optimize the total cost of ownership, the fact remains that the 

value which one can expect is proportional to the investment one makes.  

Corporate Evidences 

The following success stories of ERP implementation in India 

 BPCL: Saved 7.5 million euro 

 Mahindra & Mahindra: Reduced inventory by 30 percent, Dealers from 12000 to 6000, 50 

percent of reduction in replenishment lead times. 

 Marico: Reduced lost sales due to stock-outs by 28 percent, improving total revenues by 1.5 

percent, Reduced costs associated with supply chain exceptions by 25 percent. 

 ABB: Increase in operational efficiencies by 15 to 20 percent, Revenue grew from 160 million 

euro to 198 million euro. 

 L&T: Recovered the entire investment it made within two years. 
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 Tata power: Account closing time reduced from 38 days to 8 days, Procurement cycle reduced 

from 41 days to 17 days for material procurement and from 90 days to 14 days for capital 

procurement.  

 Barista coffee company Ltd: Shortened closing cycles and low inventory costs, Quicker 

communication between outlets and regional teams. 

 Asian paints: Removes the need for double reporting, Standardized technology platform 

reduces IT administration, Multilingual software integrates companies across the globe, 

Faster-Quicker-improved data flow to parent and regional teams. 

 MTR Foods: Improved ability to track inventory, Full transparency of information, Greater 

efficiency in receivable collection, Better control over day-to-day activities & Real time 

information leading to better decision and account action. 

 
Conclusion  

 Investing in ERP is a significant decision for global organizations, hence the evaluation of an 

implementation and the benefits accrued is a major factor in the overall success. The 

effectiveness of ERP implementation can be some what gauged by key performance metrics of 

business processes. Key performance metrics are benchmarks with quantitative or qualitative 

values that help an organization assess the success and effectiveness of the processes that have 

been implemented in the ERP. The goal of most ERP vendors is to provide an enhanced value of 

the installed systems by bringing in real –value proposition to the existing as well as new 

customers through introduction of features that are functional, technical and usable. The 

technology transformation to SOA will bring more flexibility to the users in view of their changing 

needs. Lowering the total cost of ownership of ERP applications and reducing the complexity of IT 

infrastructure will become the primary focus both for vendors and customers.  
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Abstract 

 This study plays an important role in 
identifying major factors and issues those helps in 
adoption and obstruction of the global mobile 
banking. This study also defines the role of mobile 
banking in payment industry by providing ease to 
existing bank customers and by offering new 
services to the customers in emerging areas. By 

using mobile banking technology users has been 
much quicker than the adoption of online banking 
more than a decade ago. This research paper 
defines many issues and challenges which are 
facing in use of mobile banking. 
Keywords: Mobile Banking, Issues, Security & 
Challenges 

 

Introduction 

 Mobile banking communications represents that mobile phones are growingly accepted with 

banks as a device for online payments, account management, risk management, information, 

marketing and other services offered by it. Mobile banking is not only providing banking facilities 

to customers anytime or anywhere but as well as mobile banking importantly decreasing service 

costs also. The uniqueness of mobile banking in terms of ease of use, fastness in transactions, 

time spent in query solving and transaction as a whole. Day by day users are continuously 

increasing and using the mobile banking services for improving to financial services like savings, 

insurance, money deposits, etc. without wasting time. 

 

Objectives of the Study 

 To understand the issues and challenges involved in using m-banking as a business tool.  

 To determine the factors reflected by customers while selecting mobile banking services.  

 

Literature Review 

 Heggade O.D.(2000) analyzes the range of customer services provided by the banks by the 

side of with their impact on customer-banker relations. This Study shows with Indian banks in 

general and banks of Dakshana Kenara District in exacting. The study also make known that 

banking routine of people in this district are good and better so that customers are satisfied with 

banks‘ customer services. Mishra J.K. and Jain M. (2007), this research defines the several 

dimensions of customer satisfaction in private sector and nationalized banks. This research 

concludes that satisfaction of the customers is a very useful quality for the present organizations, 

on condition that without comparison reasonable edge which helps increating and developing a 

long term relationship in addition to trademark impartiality. Uppal R.K. and Kaur R. (2007) this 

analyze the effectiveness of all bank groups in the post banking sector improvement time. The 
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research recommends some evaluates for the improvement of good organization of Indian 

nationalized banks. 

 Zafar M.K., Qureshi T.M. and Khan M.B. (2008) this research analyzes the customer 

acceptance of online banking. This research concludes that widely held of customers are 

compliant online banking for the reason that of many favourable issues, security, usefulness and 

confidentiality are the main look at factors to acknowledge online banking system in Pakistan. 

 Sawhney S., Kamble S. S., Bansal R. (2009) this research defines online service quality factors 

that make possible the client‘s fulfilment for the e-travel and e-mart online retail. Additionally 

they assess how these measurements are perceived by the customers for offering an objective 

determines of service performance. Bahl, Sarita (2012) this study defines that privacy and security 

factors are the big issue in mobile banking. According to this study if security and privacy factors 

or issues are recognized then forthcoming mobile banking system would be great successful. 

Scope of the Study 

 Geographically Individuals who have been using mobile banking services in urban area of 

Rajasthan is targeted for the study.  

 Customers who have bank account and using mobile banking.  

 Banks who are providing services in public sector bank and private sector banks.  

Major Findings 

Security  

 Security or privacy play very important role in mobile banking. Security defines that how 

much secure mobile banking for users and consumers. The mobile banking have some issues 

related that applications are downloading from a trustworthy website and certain about that 

these applications are tested for security. Although the application services are provided by third 

party and they may be stolen user‘s data and information from user‘s mobile device o r at the 

time of transaction process. Security of mobile banking is a big issue for mobile banking users. 

Whenever user enters PIN or PASSWORD for transaction processing then it may be stolen by 

unauthorized user or it may also possible that user mobile device has lost or stolen in that case 

user or consumer has to aware about it. Because user‘s sensitive data and information in mobile 

get so high risk with services which are provided by third party. Third party may take our data, 

information and may possible that provide to any another third party. So mobile banking user‘s 

have to aware about application used for WAP mobile banking services and require to download a 

genuine and authorize application for transaction process with mobile banking services and 

applications. 

Possibility of Risk in SMS Mobile Banking  

 As it is familiar to all that when we write a message or SMS is always typed in plain text. So In 

present the only encryption technique is available and the end to end encryption technique is not 

available for security perspectives. Only encryption is available at the base station of the SMS 

server during transmission time. Due to this process it may create a risk in SMS banking process or 

transaction such as SMS spoofing attack. In spoofing attacker can send a message on network by 

manipulating or changing the user‘s number. So it is also a challenge in mobile banking.  

Due to Lack of Awareness of Customers  

 As we know about it that awareness of user‘s is also an important factor and issue for mobile 

banking users. Due to lack of knowledge and awareness about mobile banking also have doubts 

about it. The mobile banking technology is new for current time users and consumers in financial 
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processing over mobile system. In that case all banking users and consumers are not aware about 

it and feel risk to accept it and not feel free to using it on mobile system. So it is also a big factor 

or issue in front of mobile banking applications. 

Authentication Process Issue  

 In mobile banking there is authentication risk at the login time or when a user access account 

through the mobile system for the reason that in mobile banking for the authentication process 

user uses PIN number. To enter a PIN number for authentication process is an old process or 

method. It may possible that password and id or username may stolen by any unauthorized access 

and password attacker can get all the information which are related to our account. There is also 

another risk factor is possible due to authentication process in mobile banking as if mobile has 

lost then attacker may find the password through the mobile and can access the account by using 

our id and password. 

Virus and Malware Attack  

 When user access own account for process then there is also possibility or risk that a virus 

may attack and may access users account information like username and password. It may 

possible that the other information stored in computer system there is also risk on virus and 

malware attack because some malicious code are written to defect mobile banking like Zeus has 

used for attack on SMS banking and Zeus used for take or get mobile transaction authentication 

process through password, pin number or OTP are also a big security concern. 

Mitigation and Solution of Issues in Mobile Banking 

 These are some possible solution and suggestion for mobile banking issues after that we can 

defeat or reduce the challenges and risk which may occurs in mobile banking field. 

 Customer Education and Awareness: In upcoming days many users are increasing day by day 

who have beenusing smart phones and uses services offered by mobile service providers. Now as 

we know mobile banking technology is new in banking and financial sector so all users and 

customer are not aware about it. If mostly users and customers made familiar and aware about 

security risk then it is also a challenge for us to overcome these issues and challenges. So it‘s 

require to educate and aware users and customers about mobile banking.  

 Faith/Trust: Making trust or faith in customer is a challenge for us so for it we have to 

provide highly securedservices by which user feel secure about accessing and transferring data 

and information and they feel free to use mobile banking services without any risk and data lose. 

Another thing also for increasing or maintaining trust in customer from that they are not known or 

aware about these services so we have to aware and educate to user for using banking services 

without risk.  

 Security/Privacy Issues: We have require to make users aware regarding privacy issues like 

knowledge aboutmobile banking system and its security issues. Other solution is that mobile 

banking applications must be download from a highly trustworthy website and sure about that 

these applications are tested for security. The reason is that these application services are 

offered by third party and they can take or steal user‘s data and information from his mobile 

device or at the time of transaction process.  

 Wireless Network: The mobile banking system using a wireless infrastructure for the process 

of transaction sodue to lack of security there may be get a risk on the customer services so 

customers have to make available a high infrastructure and good security for the banking process 

because in these wireless infrastructure highly sensitive data and information are passed through 
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wireless network.  

 

Conclusions 

 Currently the users are adopting the technology to reducing their efforts and time by using 

mobile banking with a wireless connection. So user can handle many mobile based system 

transactions in finance or commerce sector by mobile banking techniques from any location. 

Through this process customer can save our time and can access own account and information 

from anywhere and anytime and it also keeps security alert with us if there is any unauthorized 

user is trying to access our account. So we have to provide better security options to improve the 

authentication process for secure services and increase trust in adoption of mobile banking 

services and applications for getting benefits. 
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Abstract 
 Good health is one of the most important 
factors to human productivity which in turn leads to 
overall development of a society. Health insurance 
is therefore one of the most important investments, 
individuals ever make. Health coverage enables 
people to ensure that they aren‟t stuck covering the 
emergency medical costs out-of-pocket. Health 
insurance provides financial coverage to individuals 

for medical situations; people subscribe to a health 
insurance policy for a fee, then receive coverage 
when necessary for routine office visits, hospital 
stays and other medical events. As youth are the 
future of our nation, the present paper therefore 
deals with the awareness and perception about 
health insurance among youth. Suitable statistical 
test are used to derive at reliable conclusion. 

 

Introduction 

 Health insurance is a type of insurance taken against loss by illness or bodily injury its 

coverage pays for medical and surgical expenses incurred by the insured. Health insurance can 

reimburse the insured for expenses incurred from illness or injury, or pay the care provider 

directly. Buying a personal health insurance policy is cost-efficient at a young age and free from 

medical complications. The premium is lower and the policy offers comprehensive coverage in 

comparison to a policy purchased at an older age. As an individual grows elder and develops 

health issues, the health insurance company tends to exclude pre-existing conditions. the cost of 

cover goes up which beat the whole purpose of buying a health insurance. Most health insurance 

companies have an upper age limit for the policies, which means one would have limited options 

after retirement. People can alsoenjoy the benefits of cumulative bonus in the form of no claim 

benefit if they renew the policy without any claims. 

Objectives of the Study 

 To study the awareness about certain features of health insurance among the youth based on 

the years of taking health insurance. 

 To identify the perception of the Youth about the Factors contributing towards Health 

Insurance. 

Need for the Study 

 A country‘s ability and potential for growth is determined by the size of its youth population. 

The share of youth population in total population has been increasing continuously from the level 

of 30.6% in the year 1971 to 34.8% in the year 2011. India is expected to have 34.33% share of 

youth in total population by 2020. Youth being enthusiastic, vibrant, innovative and dynamic in 

http://www.investopedia.com/terms/i/insurance-coverage.asp
http://www.investopedia.com/terms/i/insurance-coverage.asp
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nature is the most important section of the population. Many researches have been conducted on 

the awareness and perception of Health Insurance on older people. So the need to conduct a 

study on young people is felt by the researcher to know their understanding about health 

insurance. 

Research Methodology 

 The researcher circulated 120 questionnaires on a simple random sampling method, to the 

youth in Chennai, out of which 103 questionnaires were considered fit for analysis. Questions 

were framed on Likert 7 point rating scale and Dichotomous type. Data was entered into the 

Statistical Package for Social Sciences (SPSS) ver. 20.0 for analysis.The statistical techniques used 

for analysis of data are Chi square test and Factor analysis. Cronbach’s Alpha revealed the data to 

be reliable with the value being > 0.7.  

Hypothesis 

 There is the association between Awareness about the Name of the Health Insurer and Years 

of taking Health Insurance 

 There is the association between Awareness about the Sum Insured and Years of taking Health 

Insurance 

 There is the association between Awareness about the Expenses covered and Years of taking 

Health Insurance 

 There is the association between Awareness about the Claims procedure and Years of taking 

Health Insurance 

 There is the association between Awareness about the Diseases covered and Years of taking 

Health Insurance 

 There is the association between Awareness about the Hospitals covered and Years of taking 

Health Insurance 

 There is the association between Awareness about the Type of Insurance (Group, Company, 

Individual) and Years of taking Health Insurance 

Analysis and Interpretation 

Awareness of Health Insurance among the Youth 

 To study the awareness of health insurance among the youth, the youth who had taken health 

insurance were asked to express their awareness about certain features of health insurance on a 

dichotomous scale (Yes /No) and their awareness based on the years of taking health insurance 

was compared.  

Table 1: Awareness of the Name of the Health Insurer and Years of taking Health Insurance 

Awareness of the  
Name of the Insurer 

Years of taking Health Insurance 2value P value 

<2 years 2-5 years >5 years 

6.483a 0.039* 
 No. % No. % No. % 

Yes 22 73.3 18 64.3 40 88.9 

No 8 26.7 10 35.7 05 11.1 

Source : Computed data Note: ** significant at 1% *significant at 5%  

 Inference: Since P value (.0.039) is less than 5% significant level, for the association between 

Awareness about the Name of the Health Insurer and Years of taking Health Insurance, the 

hypothesis “There is the association between Awareness about the Name of the Health Insurer 

and Years of taking Health Insurance” is accepted. Looking at the above table we conclude, 

majority of the youth are aware about the name of the insurer irrespective of the years of taking 

health insurance.  
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Table 2: Awareness of the Sum Insured and Years of taking Health Insurance 

Association between Awareness of the Sum 
Insured and Years of taking Health Insurance 


2value P Value 

3.688 .158 

 Inference: Since P value (.0.158) is more than 5% significant level for the association between 

Awareness about the Sum Insured and Years of taking Health Insurance, the hypothesis “There is 

the association between Awareness about the Sum Insured and Years of taking Health Insurance” 

is rejected.  

Table 3: Awareness of the Expenses covered and Years of taking Health Insurance 

Association between Awareness of the Expenses 
covered and Years of taking Health Insurance 


2value P Value 

3.688 .158 

 Inference: Since P value (.0.158) is more than 5% significant level for the association between 

Awareness about the Expenses covered and Years of taking Health Insurance, the hypothesis 

“There is the association between Awareness about the Expenses covered and Years of taking 

Health Insurance” is rejected.  

Table 4: Awareness of the Claims procedure and Years of taking Health Insurance 

Awareness of the  
Claims procedure 

Years of taking Health Insurance 
2value P value 

<2 years 2-5 years > 5 years 

11.079a 0.004** 

 No. % No. % No. % 

Yes 9 30 19 67.9 29 64.4 

No 21 70 9 31.1 16 44.7 

Total 30 100 28 100 45 100 

Source : Computed data Note: ** significant at 1% *significant at 5%  

 Inference: Since P value (.0.004) is less than 5% significant level, for the association between 

Awareness about Claims procedure and Years of taking Health Insurance, therefore the hypothesis 

“There is the association between Awareness about the Claims procedure and Years of taking 

Health Insurance” is accepted. Hence conclude, majority of the youth who have taken health 

insurance above 2 years are aware about Claims procedure. 

Table 5: Awareness of the Diseases covered and Years of taking Health Insurance 

Awareness of the 
Diseases covered 

Years of taking Health Insurance 2value P value 

<2 years 2-5 years > 5 years 

10.811a 0.004** 

 No. % No. % No. % 

Yes  14 46.7 07 26 29 64.4 

No 16 53.3 21 74 16 35.6 

Total 30 100 28 100 45 100 

Source : Computed data Note: ** significant at 1% *significant at 5%  

 Inference: Since P value (.0.004) is less than 5% significant level, for the association between 

Awareness about Diseases covered and Years of taking Health Insurance, therefore the hypothesis 

“There is the association between Awareness about the Diseases covered and Years of taking 

Health Insurance” is accepted. Hence conclude, majority of the youth who have taken health 

insurance above 5 years are aware about Diseases covered. 

Table 6: Awareness of the Hospitals covered and Years of taking Health Insurance 

Awareness of the 
Hospitals covered 

Years of taking Health Insurance 
2value P value 

<2 years 2-5 years > 5 years 

6.843a 0.033** 

 No. % No. % No. % 

Yes 08 26.7 17 60.7 20 44.4 

No 22 73.3 11 39.3 25 55.6 

Total 30 100 28 100 45 100 

Source : Computed data Note: ** significant at 1% *significant at 5% 
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 12.23. 
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 Inference: Since P value (.0.033) is less than 5% significant level, for the association between 

Awareness about Hospitals covered and Years of taking Health Insurance, therefore the hypothesis 

―There is the association between Awareness about the Hospitals covered and Years of taking 

Health Insurance‖ is accepted. Hence conclude, majority of the youth who have taken health 

insurance 2 -5 years are aware about Hospitals covered. 

Table 7: Awareness of the Type of Insurance (Group, Company, Individual) and  

Years of taking Health Insurance 

Awareness of the 
Type of Insurance 

Years of taking Health Insurance 2value P value 

<2 years 2-5 years > 5 years 

21.674a 0.000** 

No. % No. % No. % 

Yes 11 36.7 21 75.0 39 86.7 

No 19 63.3 07 25 06 13.3 

Total 30 100 28 100 45 100 

Source : Computed data Note: ** significant at 1% *significant at 5% 
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 8.70. 

 Inference: Since P value (.0.000) is less than 1% significant level, for the association between 

Awareness about Type of Insurance (Group, Company, Individual) and Years of taking Health 

Insurance, therefore the hypothesis ―There is the association between Awareness about the Type 

of Insurance (Group, Company, Individual) and Years of taking Health Insurance‖ is accepted. 

Hence conclude, majority of the youth who have taken health insurance above 2 years are aware 

about Type of Insurance (Group, Company, Individual). 

Perception of the Youth about the Factors contributing towards Health Insurance 

 16 factors about Perception of the Youth towards Health Insurance are identified and Factor 

analysis is applied using Principal Component method and Varimax (orthogonal) rotation with 

factor loading based on Eigen values greater than 1. Kaiser-Meyer-Olkin Statistic for measuring 

sampling adequacy was 0.514 which supports Factor analysis. Another indicator of the strength of 

relationship among variables is the Barlett's test of Spericity (2 =825.401, P =0.000) which is 

found significant. Thus the test results confirm the feasibility of factor analysis. The variance in 

the variables that have been accounted for in the extracted factors as shown in the 

Communalities table ranges from 0.548 to 0.784. These variables are reduced to 5 predominant 

factors with a total cumulative variance of 69.358%. These five factors loadings are reported in 

the table below.  

Extraction Method: Principal 

Component Analysis.  

Rotation Method: Varimax 

with Kaiser Normalization  

Inference: From the above 

table it is found that the most 

significant Perception of the 

Youth about the Factors 

contributing towards Health 

Insurance are Necessity, 

Protection and Safeguard. The 

least significant factors are 

Influence and risk mitigation. 

Factor Statements Factor Loading 

Necessity 

Good decision .823 

Need for healthcare .811 

It is a must .756 

Gives sense of security .611 

Protects against critical.illness .591 

Protection 

Important irrespective of claims .873 

Must for sedentary lifestyle .836 

Must for stress .803 

Must for present foodhabits .529 

Safegaurd 

Increase in medicalexpenses .918 

Coves costly medical tests .815 

Influence of social awareness .518 

Influence 
Influence of brand name .815 

Influence advertisement .745 

Risk 
mitigation 

Meets unexpected accident.expenses .831 

Meets unexpected medical.expenses .756 
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Thus it can be concluded that Necessity, Protection and Safeguard influence the Perception of the 

Youth towards Health Insurance.  

 

Conclusion 

 The study reveals that the youth who have taken insurance are aware about the name of the 

insurer, claims procedure, diseases coved, hospitals covered and type of insurance. This 

awareness is seen to be highest among the youth who have taken health insurance for about 2-5 

years compared to the youth who have health insurance above 5 years. This could probable be 

due to the fact that health insurance would have been taken at an early age by their parents. But 

the youth are not aware about the sum insured and expenses covered by health insurance. This 

could have been due to the fact that the claims made by the youth would not have been 

significant. Necessity, Protection and Safeguard are considered as an important perception of the 

Youth towards Health Insurance. As majority of the youth are not taking health insurance, 

awareness of health insurance through advertisement and influence of brand name have to be 

given importance.  
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Abstract 
 Strategy defines the direction in which an 
organization intends to move.The purpose of 
strategy is to maintain a position of advantage by 
capitalizing on the strengths of an organization and 
minimizing its weakness. When a human resource 
department strategically develops its plans for 
recruitment, training, and compensation based on 
the goals of the organization, it is ensuring a 
greater chance of organizational success. Strategic 
human resource management is the practice of 
attracting, developing, rewarding, and retaining 
employees for the benefit of both the employees as 
well as the organization as a whole. This paper aims 
to throw light on Strategic HRM that utilizes the 
talent and opportunity within the human resources 
department to make other departments stronger 

and more effective. When a team works together to 
reach that common goal, only then can they be truly 
successful. The main objectives of the study 
include: 
 The corporate management adopting corporate 
strategy to maintain its competitive status and 
enhance business with gradual improvement 
Human resources departments are analyzing the 
changes that need to occur within the department 
and assisting them in strengthening any weaknesses. 
This paper showcases the challenges faced in the 
corporate strategy by using HR techniques, like 
training, recruitment, compensation, and employee 
relations to create a stronger organization is the 
need of the hour.  

 
Introduction 

 Strategy means the direction in which the organization tends to move and establishes itself. 

The main purpose of Strategy is to maintain a position on the strengths of an organization and 

minimizing its weaknesses. The term Strategic Management has been used traditionally through 

new titles such as Business policy & Strategic Management Corporate strategy and policy, 

corporate planning and policy and so on. HRM involves the acquisition, development, reward and 

motivation, maintenance and departure of an organization‘s human resources. In the early days, 

the managers used to do day to day planning methods. Later managers tried to use tools like 

preparation of Budgets and by using control systems like capital budgeting and management by 

objectives and different tools also. As the year progressed there were more complexity and 

significant changes in the environment. Strategic Management focus is towards two aspects first 

on the strategic process of business and second on the responsibilities of general management 

Objectives of the Study 

The main objective of the study is 

 Human Resource in Strategic Planning 

 Relationships among Strategies 

 Human Resource as a competitive advantage 

 Different types of Strategies 
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 Focus to Corporate Strategy 

Scope and Need of the Topic 

 Strategic Management is the process by managers who establish an organizations long term 

direction, specify the main objectives of the organization, develop best strategies to achieve 

their objectives relevant to internal and external circumstances and execute the action plans. 

There has been an increasing awareness in the last two decades that HR functions were with 

softer people-centred values far away from the hard world of real business. HR functions had to 

be seen as more intimately connected with the strategy and day to day running of the 

organization. The main components of the Strategic Management involves Formulation of 

Strategies, selecting the main mission of the organization, analysing the organizations internal 

and external situation, implementing different strategies, and achieving the main objective for 

the organization.The business model that managers develop may not only lead to higher 

profitability and competitive advantage but also help the organization to grow and increase its 

profits. A company is a collection of functions or departments that work together to bring a 

particular good or service to the market. Strategy is linked with Military Science that implies 

facing the enemy under situations that are to one‘s advantage. Strategy outlines how 

management decides and plans to achieve its goals and objectives. The effect and relationship of 

business with the environment led to the concept of strategy. This helped the organization to 

manage both business and environment. As the years progressed businesses had grown much 

larger and were targeting largermarketsgeographically.serving more number and types of 

customers and also were manufacturing and selling more types of products.The method of using 

informal control and coordination was not enough as these companies expanded.It is the senior 

management which is responsible for charting and deciding the future course of action. 

Human Resource in Strategic Planning 

 Strategies depend on strengthening organizational responsiveness and on building committed 

work teamsand these put HR in a central role. Whether the HR function is a department of one or 

many, basic Human Resources strategic planning that includes internal organizational needs 

assessment and external benchmark comparisons is needed. This is how you need to approach and 

accomplish fundamental Human Resources' strategic planning. Human resources are the people 

that staff and operate an organization. They try to learn about the people who work in Human 

Resourcesand the job description of the HR Director or Manager, the HR Generalist and the HR 

Assistant which ever designation they are.It is time for Human Resources practitioners to rethink 

their role and that of the HR department, not only for the purposes of contributing to the 

organization's bottom line, but also for their own survival.The employees today are central to 

achieving competitive advantage has led to the emergence of the field known as strategic human 

resource management.The area of strategic planningreveals that about half of all companies have 

no formal process for gatheringand producing future environmental intelligence to help their 

planning efforts. 

Relationships among Strategies 

 Managers engage in three types of strategic decision making for their firms which represents 

different levels of strategic decision making in an organization.HR continues to balance the 

demands of several different roles: business partner, internal consultant, operational and 

administrative expert and both employee and employer advocate. Each business will comprise of 

departments like manufacturing, sales, and human resource management. Functional strategies 
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identify the basic courses of action that each of the business departments will help the business 

attain its competitive goals. The companies pursue three types of strategies.Corporate strategies 

identify the mix of businesses the firm will engage in.The business level competitive strategies 

identify how each of the firms businesses will compete and each business will have several 

functional strategies identifying how the units manufacturing, sales, and other functions will 

contribute to the business strategy. 

Human Resource as a Competitive Advantage 

 In todays competitive and globalized market place maintain a competitive advantage by 

becoming a low cost leader or a differentiator puts a heavy premium on having a highlycommitted 

and competent workforce. The ventures owned by women focuses on the strategic, firm-level 

factors related to business performance. A theoretical model drawing on the resource-based 

theory is developed and tested empirically. The model includes strategic capabilities, 

management styles, and their relation to performance depending more on marketing, financial, 

and managerial skills than on innovation. The four Ps of marketing – product, place, promotion, 

and price present many compelling ways to differentiate the product or services of the firm from 

that of competition, and it is often where new entrepreneurs start. as you plan to get your 

business off the ground, you need to consider more than just marketing strategies to achieve a 

sustainable competitive advantage, no matter which market your firm belongs to. One of the most 

important aspects of your business is what is known as your HR strategy and your human capital – 

you, your team, and your employees. The Strategic managers recognize that short term profit 

maximization is rarely the best approach to achieve sustained corporate growth and profitability.  

The Strategic role by the committed workers play a major role in helping their firms achieves 

their competitive advantage. In a growing number of organizations human resources are now 

viewed as a source of competitive advantage. It is being recognized that competitive advantage 

can be obtained with a high quality work force that enables organization to compete on the basis 

of market responsiveness, product and service quality, differentiated products and and 

technological innovations. Building such responsiveness depends on the committment and self 

discipline of the employees. Differentiation and cost leadership strategies, a niche business 

strategy focuses on one small portion of the market. The fulfilling needof fewer people have less 

competition from other businesses. Think about craft beers, or nursing scrubs. Your marketing 

efforts are targeted, which can make them easier to hit. If you're advertising your dog food in Dog 

Fancy magazine, you're definitely reaching people who own or are interested in dogs.  

Different Types of Strategies 

 An organization has to find the best possible strategy from different types of strategic 

alternatives. The major types of strategies which are normally related with industrial business 

organization are: 

 Grand Strategy: Stability, expansion, retrenchment or any combination of these three are 

considered as Grand strategies. 

 Stability Strategy: The strategy of maintaining Status-quo of the existing business 

operationand aims at slow growth rate. 

 Expansion Strategy: When an organization aspires to expand and extend its business network 

widening the scope of itscustomer groups and state of the art technologies. 

http://www.wsj.com/articles/SB10001424052748704130904574644084205858424
http://www.wsj.com/articles/SB10001424052748704130904574644084205858424
http://www.wsj.com/articles/SB10001424052748704130904574644084205858424
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 Retrenchment Strategies: When an organization decides to reduce its business operation by 

reducing the scope of its customer groups or alternative technologiesfor better control and better 

performance. 

 Modernization Strategy: With the advent of new technologies, old equipment, products, 

processes and technologiesare gradually becoming obsolete.to cope with the fast technological 

advancement, modernization of plant and machineryfor better productivity at minimum time, 

cost and energy.  

 Diversification and Integration Strategy: Diverting the business focus from the existing 

traditional areas to new promising areas.The change of business focus may be customer function 

or new alternative technologies. 

 Turnaround Strategy: This is necessary during recessionary conditions in any industry or in 

business or in economy. 

 Divestment Strategy: The sale and disposing off or shedding business units or product 

divisions or segments of business operations to reinvest the resources for other productionand 

potential business purposes. The TOWS Matrix is a relatively a simple tool for generating strategic 

options. Through this four kind of alternative strategic choices can be identified. 

 

Focus to Corporate Strategy 

 There are many avenues a company can go down when developing a business. A corporate-

levelstrategy is when a business makes a decision that affects the whole company. A corporate-

level strategy affects a company's finances, management, human resources, and where the 

products are sold. The purpose of a corporate-level strategy is to maximize its profitability and 

maintain its financial success in the future. A corporate-level strategy is utilized to help increase 

competitive advantage over its competitors and to continue to offer a unique product or service 

to consumers. When a company focuses its resources on one business a new business emerges, this 

is the strategy most companies use. As a business begins to grow and develop, it is essential to 

concentrate on making the finances, human resources, management, products, and technology all 

strong in its industry. When a company first starts, they should stick to what they know and solely 

concentrate on making the business strong by focusing their strategy on the one industry they are 

operating in. With this strategy, a company has an opportunity to invest all of its time and energy 

into a single industry and help develop it to be a success, rather than focusing some of its time on 

multiple projects. Corporate Strategy is concerned with how companies, like Disney, create value 

across different businesses. This requires the corporation to invest in a valuable set of resources, 

craft the business portfolio, and design the organization structure, systems and corporate 

functions to share activities or transfer skills across businesses.The corollary of effective 

corporate strategy is that there is a limit to the scope of the firm. This insight suggests that issues 

of corporate strategy apply to firms of every size and in every sector.  

 Corporate strategy includes the entire process of determining major business activities, the 

future products and services, the market, target customer group, supply, financiers, and the 

tactics to be adopted to challenge the competitors.Corporate strategy is a long term 

comprehensive plan for any organization which indicates the specific path and direction through 

which the long range objectives should be achieved. In addition to strategy making outcomes, 

there are a number of group process outcomes. Corporate Strategy refers to the overarching 
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strategy of the diversified firm. Such a corporate business strategy refers to the aggregate of 

strategies of single business firm or a strategic business unit in a diversified corporation. 

 
Conclusion 

 This paper entitling ‗Strategic Human Resource Management-with special focus to Corporate 

Strategy‘ concludes that Strategic Human Resource Management is a process by which we can 

envision the future and develop the necessary procedures and operations to influence and achieve 

that future as Clark Crouch said. So it is the Corporate who decides whether to adopt new 

technologies and enter the future. 
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Abstract 
 In this paper an attempt was made to get to 
know about the preference of investors towards unit 
linked plan, their awareness and satisfaction .The 
study has been conducted on the basis of primary 
data and secondary data. Majority of respondents 
feel that they invested on the basis of 
recommendations from their banks and financial 
advisors. They invested and continue to stay 
invested because of liquidity, tax saving, freedom to 
choose the investment, goal based planning. Data 
was collected using questionnaire, the most common 
tool to evaluate the customers‟ perception. The 

sample unit of the study is people living in the city 
of Salem. The total sample of the study is 50 
respondents. Primary research data is collected in 
the form of structured survey results from various 
respondents in the city of Salem. The findings from 
the study indicate that respondents are still not 
confident in the new age investment options as they 
do not have adequate knowledge about the 
investments and people are inclined towards risk 
free investments. 
Keywords: Mutual funds plans, Investors 

 
Introduction 

 The Indian capital market is robust and has remarkable growth. With registering a six fold 

increase in AUM over the last years. Mutual Fund is a investment and saving financial tool which is 

intended for those who do not directly invest in share market because of its risky and volatile in 

nature, but spellbound growth and returns given by the share market attracts investment in 

mutual fund investments. Since the announcement of 1991‟s liberalization policy the growth of 

Indian Economy is astounding and per capita income has also increased. The innovations in Indian 

financial industry today offers range of products that are simple to complex and the investors who 

range from middleclass to high net worth individuals. One of the important financial innovations 

of the mutual fund is a middle class can now invest in the share markets which were previously 

dominated by the rich and knowledgeable few persons only, Mutual funds have granted the 

middle class man a insight into the share market. It is one of those areas of financial services 

which has grown rapidly and is playing a significant role in mobilizing individual savings and 

providing stability to the Indian Capital Market. 

Objectives of the Study 

1. To measure the perception of individual investors on mutual funds and their preference on 

various mutual fund schemes 

2. To determine the source of information that influences the individual investors decisions 

3. To study the factors affecting investment behaviour / investment decisions; 
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Review of Literature 

 Prof. (Dr.) Mohit Gangwar (2017). In his study he describes that investors are looking at new 

and customized investments. Investor are considering innovative investment that can be done in 

cashless form, through online banking, can be bought in easy steps and does not require many 

procedures. Although before the investors invested in bank deposits, public provident fund, gold, 

post office saving schemes Of late the investors are more informed and informed risk bearing and 

looking to diversify the investments. In the current scenario mutual funds are offering many 

schemes and are considered as best investments. The mutual fund is way to invest in the stock 

market. Mutual fund offers many schemes based on the investment objective, gender, financial 

situation, risk taking ability, what kind of investment the investor is looking at, the time frame 

they are looking to stay invested. Mutual fund has many schemes which are managed by fund 

managers who are highly professional and knowledgeable schemes are tax savings, debt funds, 

and infrastructure funds. Based on the requirement and objectives the investor can choose the 

schemes and invest. Mutual funds are highly liquid and less risky when compared to direct equity 

investment this research presents Investors‘ attitude for Mutual funds Investment. 

 Prof Gauri Prabhu, Dr N.M. Vechalekar(2016) Assests under the management of mutual fund 

companies have grown rapidly considering that many investors finding mutual fund investments 

safe and providers of high return investing in stocks directly. There are funds which are called as 

monthly income plans which provide monthly income and the investments are basically in debt 

and very less in equities. In this study is has been observed that many investors are not fully 

aware of the benefits of mutual funds. In this paper the researcher has attempted to identify 

various factors affecting perception of investors regarding investment in Mutual funds.  

The improvements required by the mutual fund companies can be found in this study. 

Dr.S.Aravinth Dr.S.Sudhakar (2016) this study clearly lays a emphasis on the relationship between 

the mutual fund company, and the services being provided. Although the mutual funds have 

recorded a phenomenal growth but compared to the overall population the investment in the 

mutual fund category is very less. The study identified various reasons behind low investment 

rate. 

 Venkatesh R. (2015) in his research paper titled : ‗Investors perception towards investment in 

Mutual Funds – A study in Thanjavur District‘ has mentioned that safety, risk and high return are 

sound to be the major factors influencing the investment decision in mutual funds. Liquidity, tax 

benefit, low risk safety are the reasons for choosing particular mutual funds are the special 

features that investors look in mutual fund Investors have started considering mutual fund as the 

best alternative to other stock market related investments. The researcher also states that the 

mutual fund has underperformed and did not meet the expectation due to inefficiency of the 

mutual fund companies 

 Manjunath S.A. (2015) in his research paper titled: ‗A study on investment patterns and 

awareness of salaried class investors‘ this class of people always went through different avenues 

of investment and decided their savings pattern.As far as the socio-economic variables are 

concerned, age, gender, income, education and occupation had been found to have persuade on 

the investors towards investment. The effect created by these factors on the investors was found 

to be significant. 
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Sample Size 

 The sample size consists of 363 respondents. The respondents are segregated on the basis of 

different variables such as income, age, occupation gender, marital status, family size, religion, 

academic qualification and annual saving. 

The Tool of Data Collection 

 The basic design of survey instrument consists of structured questionnaires. It is so designed 

to collect all required information from investors of mutual funds. Based on their knowledge, 

information source and investment decision factors related to their selection of a particular 

scheme fund. 

Data Source 

 The source of data would be primary and secondary, primary data will be collected through 

questionnaire the secondary data will be collected from related research works, published books, 

journals, and reports of Securities and Exchange Board of India (SEBI), Association of Mutual Fund 

of India (AMFI), Reserve Bank of India (RBI) and other authorized sources of data. 

Research Methodology 

 The Research method used is descriptive research method and non-probability sampling 

purposive technique is used where the sample is choosing so the research purpose is fulfilled. The 

sample size is 105 respondents; Primary research data is collected in the form of structured 

survey results from various respondents in the of Salem distict. Secondary research data is 

collected from Journals, articles, books and websites. Mathematical tools like. Chi square 

technique was used to test the hypothesis 

 
Data Analysis and Interpretation 

Chi Square Analysis 

 Null hypothesis (Ho): there is no significant difference between the education of the investor 

and the level of awareness regarding the MUTUAL FUNDS PLANS. 

 Alternate hypothesis (H1): there is no significant difference between the education of the 

investor and the level of awareness regarding the MUTUAL FUNDS PLANS 

Qualification * Awareness regarding MUTUAL FUNDS PLANS Investments 

Count 

 Awareness Regarding Mutual Fund 
Total 

Yes No 

Qualification 

12th 20 22 42 

Graduate 9 23 32 

Post graduate 23 0 31 

Total 53 52 105 

Chi-Square Tests 

 Value Df Asymp. Sig. (2-sided) 

Pearson Chi-Square 7.019a 2 .032 

Likelihood Ratio 7.158 2 .029 

Linear-by-Linear Association 1.700 1 .190 

N of Valid Cases 105   

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 16.36. 

 Since p is less than 0.04. Reject null hypothesis (H0) 

 Inference: there is no significant difference between the education of the investor and the 

level of awareness regarding the MUTUAL FUNDS PLANS investments. 



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 

 

 

 

Shanlax International Journal of Management 207 

Correlation Analysis 

 To study the relationship between satisfaction level of the investor and investment level 

Correlations 

 Savings 
How many times to you 

investment in a year 

Satisfaction 

Pearson Correlation 1 -.075 

Sig. (2-tailed)  .457 

N 105 105 

How many times to 
you investment in a 
year 

Pearson Correlation -.073 1 

Sig. (2-tailed) .458  

N 105 105 

 Inference: There is negative correlation between the variables. As the satisfaction level of 

the investor decrease, the investment is also found to be decrease. 

One Way Anova Analysis 

 Null hypothesis (Ho): there is no significant difference between the income level of the 

investor and purposing of investing in MUTUAL FUNDS PLANS 

 Alternate hypothesis (H1): there is no significant difference between the income level of the 

investor and purposing of investing in MUTUAL FUNDS PLANS 

ANOVA 

Purpose of buying 

 Sum of Squares df Mean Square F Sig. 

Between Groups 17.552 3 5.851 

3.071 .031 Within Groups 192.448 101 1.905 

Total 210.000 104  

 Since p is less than 0.05. Reject null hypothesis (H0) 

 Inference: there is no significant difference between the income level of the investor and 

purposing of investing in MUTUAL FUNDS PLANS 

 

Findings from the Study 

1. 100% of the respondents knew about life insurance policies 

2. 74% of the respondents were aware of Mutual fund 

3. 64% of the respondents felt they needed timely and personalized service from insurance 

companies 

4. 72% of respondents prefer to choose Insurance Company with better reputation. 

5. 54% of the respondents gave importance to effective service quality. 

6. 82% of the customers expect tangible benefits from MUTUAL FUNDS PLANS investments like 

tax savings, good returns on investments. 

7. 78% feel that easy methods to pay premium and good cover for risk are important. 

8. Customers should be advised about the charges that come along with investment. And the 

investment should be cost effective. 

9. The companies should ensure that the customers are aware about all the features of the 

investment (risk, charges etc) 

10. There is negative correlation between the variables. As the satisfaction level of the investor 

decrease, the investment is also found to be decrease. 

Suggestions 
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1. The company also time and again monitors the conduct of the financial advisors with 

customer. 

2. The customers should be intimated about the renewal of SIP and documentation work should 

be very easy. 

3. The grievances handling process should be easy for customer to reach. 

4. Many investors had invested to meet some family expenses later, and they would like to have 

easy and accessible redemption process. 

5. Customers have also moved from traditional investments and diversified their investments 

expecting good returns which should be fulfilled by the organizations 

 
Limitations 

1. The above study was conducted on the basis of primary data and it has the following 

limitations 

2. The un willingness of the respondents to answer the questions 

3. The sample size was 105 and specific to Salem district 

4. The time for research was limited and more factors could not be included 

5. The respondents could have given a biased opinion 

 

Conclusion 

 India has the second fastest growing service industry growing at a average of 9 % a year and 

most important contributor for the service industry is insurance industry. To conclude all the 

respondents knew about the insurance policies but only 75% of the respondents knew about the 

existence of Mutual funds. The changes made by the regulator IRDA have seen some positive 

results and the there was 10% increase in the premium received. The insurance companies can 

follow an aggressive campaign to promote the awareness level of unit linked products. 
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Abstract 
 Human Resource Accounting is the process 
which shows the investment for employees whether 
it is their recruitment, their training, payment of 
salaries & other benefits paid and in return the 
employees contribution to organisation, as the 
organisational resources which is based on the age 
old traditional concept that all expenditure of 
human capital is put together. But in present day 
this concept has changed and the measurement of 
the cost and value of people should be capitalised as 
it yields benefits in terms of money. This man made 
art of accounting is its principles and procedures 
that have been evolved over a long period to aid 
business in reporting for the management and 
public. The four factors of production, namely man, 
money, material and land, the last three of them 

are responsive to conventional accounting, but the 
first one, i.e., the human resource has not been 
subject to accounting. Over the last two decades the 
idea of accounting for human resources is gaining 
great momentum. This paper aims to throw light on 
the main work on accounting for human resources 
which is focused primarily on development of HRA 
concepts which yield future benefits. The main 
objectives of the study include: Enabling the 
management of the organization to monitor the use 
of human resource .This paper showcases the 
limitation and approaches of Human resource 
accounting. 
Keywords: Accounting, Human Resource, 
Management, Methods 

 

Introduction 

 Human Resource Accounting is the process of assigning, budgeting, and reporting the cost of 

human resources incurred in an organization, including wages and salaries and training expenses. 

Human Resource Accounting is the activity of knowing the cost invested for employees towards 

their recruitment, training them, payment of salaries & other benefits paid and in return knowing 

their contribution to organization towards it's profitability. Human resource accounting is the 

process of identifying and reporting investments made in the human resources of an organization 

that are presently unaccounted for in the conventional accounting practices. It is an extension of 

standard accounting principles. Measuring the value of human resources can assist organizations in 

accurately documenting their assets. Human Resource Accounting (HRA) was first developed in 

1691. The next approach was developed from 1691-1960, and the third phase was post-1960. 

There are two approaches to HRA. Under the cost approach, also called the "human resource cost 

accounting method" or under the value approach, there is a present value of future earnings 

method. Cost approach is also called an acquisition cost model. This method measures the 

organization‘s investment in employees using the five parameters: recruiting, acquisition, formal 

training and familiarization, informal training and informal familiarization, and experience and 

development.  

https://en.wikipedia.org/wiki/Investment
https://en.wikipedia.org/wiki/Human_resources
https://en.wikipedia.org/wiki/Accounting
https://en.wikipedia.org/wiki/Asset
https://en.wikipedia.org/wiki/Parameter
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 In the past few decades there has been a universal change in the structure of industry. Human 

Resource Accounting is the accounting methods, systems, and techniques, which coupled with 

special knowledge and ability, assist personnel management in the valuation of personnel in their 

knowledge, ability and motivation in the same organization as well as from organization to 

organization. It means that some employees become a liability instead of becoming a human 

resource. HRA facilitates decision making about the personnel i.e. either to keep or to dispense 

with their services or to provide mega-training. 

Meaning 

 Human resources are considered as important assets and are different from the physical 

assets. Physical assets do not have feelings and emotions, whereas human assets are subjected to 

various types of feelings and emotions. In the same way, unlike physical assets human assets 

never get depreciated. There are number of methods suggested for the valuation of human 

assets. Many of the methods are based on the valuation of physical and financial assets while 

others take into account human consideration. 

Definition for Human Resource Accounting 

 The American Association of Accountants (AAA) defines HRA as follows: ‗HRA is a process of 

identifying and measuring data about human resources and communicating this information to 

interested parties‘ HRA, thus, not only involves measurement of all the costs/ investments 

associated with the recruitment, placement, training and development of employees, but also the 

quantification of the economic value of the people in an organisation. The cash flow of the 

project is measured in terms of incremental cash flow. Human Resource Accounting means 

accounting for people as the organisational resources. It is the measurement of the cost and value 

of people to organisations. It involves measuring costs incurred by private firms and public sectors 

to recruit, select, hire, train and develop employees and judge their economic value to the 

organisation. 

Objectives of HR Accounting 

 The main objective of HRA is not merely the recognition of the value of all resources used by 

the organisation, but it also includes the management of human resource which will ultimately 

enhance the quantity and quality of goods and services. The main objectives of HR Accounting 

include the following: 

 To furnish cost value information for making proper and effective management decisions 

about acquiring, allocating, developing and maintaining human resources in order to achieve 

cost effective organisational objectives. 

 To monitor effectively the use of human resources by the management.  

 To have an analysis of the human assets i.e. whether such assets are conserved, depleted or 

appreciated. 

 To aid in the development of management principles and proper decision making for the 

future by classifying financial consequences of various practices. 

 It facilitates valuation of human resources recording the valuation in the books of account and 

disclosure of the information in the financial statement. 

 It helps the organisation in decision making in Direct Recruitment vs. promotion, transfer vs. 

retention, retrenchment vs. retention, impact on budgetary controls of human relations and 
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organisational behaviour, decision on reallocation of plants closing down existing units and 

developing overseas subsidiaries etc.  

Concept of Human Resource Accounting 

 Human Resource Accounting (HRA) is a new branch of accounting. It is based on the 

traditional concept that all expenditure of human capital formation is treated as a charge against 

the revenue of the period as it does not create any physical asset. But now a day this concept has 

changed and the cost incurred on any asset (as human resources) should be capitalised as it yields 

benefits measurable in monetary terms. Human resource accounting is an attempt to identify and 

report investments made in the human resources of an organisation that are not presently 

accounted for under conventional accounting practice.  Basically, it is an information system that 

tells the management what changes overtime are occurring to the human resources of the 

business, and of the cost and value of the human factor to the organisation. The system may serve 

both the internal and external users, providing management (internal users) with relevant data on 

which to base recruiting, training and other development decisions and supplying investors, 

lenders and other external users of financial statement with information concerning the 

investment in and utilization of human resources in the organisation.  

Principles of HR Accounting 

 Accounting is a man-made art and its principles and procedures have been evolved over a long 

period to aid business in reporting for the management and public. Of the four factors of 

production, viz., man, money, material and land, the last three of them are amenable to 

conventional accounting, but the first one, i.e., the human resource has not been subject to such 

accounting. Over the last two decades the idea of accounting for human resources is gaining 

active consideration.  Much of the work on accounting for human resources focused primarily on 

development or validation of HRA concepts. The traditional practice of treating all expenditure on 

human capital formation as an immediate charge against income is not consistent with the 

treatment accorded to comparable outlays in physical capital. The American Accounting 

Association strongly opposed the practice of assigning a Zero value to an asset and stated that 

‗Costs should be capitalized when they are incurred in order to yield future benefits and when 

such benefits can be measured. 

 Management of any concern continuously strives hard for obtaining maximum efficiency. In 

order to measure the effectiveness of any firm the normal method is to examine financial 

statements. These statements include balance sheets in which physical assets such as cash 

accounts receivables, inventory and plant are recorded. These statements normally do not 

mention the productive capacity of the workers or goodwill of the company. The resources can be 

rented out. HRA is the art of valuing, recording and presenting systematically the work of human 

resources in the books of accounts of an organisation. Thus, it is primarily an information system, 

which informs the management about the changes that are taking place in the human resource of 

an organisation. Management accounting is used by those within a company or organization. 

Financial accounting is used by those outside of the company or organization. Employees have a 

vested interest in the continued and profitable operations of the firm. There are people who think 

that human beings cannot be kept in an organization by force or without their consent. The 

quality and caliber of the people working in organizations are the real assets of it. An enterprise 

with incompetent people will fail sooner or later but on the other hand competent persons can 

take the unit ahead even out of adverse environment. 
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Advantages of HR Accounting and Special Features of the Method  

 Human Resource Planning anticipates not only the required kind and number of employees but 

also determines the action plan. The major benefits of HR accounting are: 

 It checks the corporate plan of the organisation. The corporate plan aiming for expansion, 

diversification, changes in technological growth etc. has to be worked out with the 

availability of human resources for such placements or key positions. If such manpower is not 

likely to be available, HR accounting suggests modification of the entire corporate plan.  

 It offsets uncertainty and change, as it enables the organisation to have the right person for 

the right job at the right time and place.  

 It provides scope for advancement and development of employees by effective training and 

development.  

 It helps individual employee to aspire for promotion and better benefits.  

 It aims to see that the human involvement in the organisation is not wasted and brings high 

returns to the organisation.  

 It helps to take steps to improve employee contribution in the form of increased productivity.  

 It provides different methods of testing to be used, interview techniques to be adopted in the 

selection process based on the level of skill, qualifications and experience of future human 

resources.  

 It can foresee the change in value, aptitude and attitude of human resources and accordingly 

change the techniques of interpersonal management  

Human Resource Approaches in India 

 As far as the statutory requirements go, the Companies Act, 1956 does not demand furnishing 

of HRA related information in the financial statements of the companies. The Institute of 

Chartered Accountants of India too, has not been able to bring any definitive standard or 

measurement in the reporting of human resources costs. While qualitative pronouncements 

regarding the importance of Human Resources is often made by the chairmen, in the AGM, 

quantitative information about their contribution is rarely recorded or communicated. There are a 

few organizations, however, that do recognize the value of their human resources, and furnish the 

related information in their annual reports. In India, some of these companies are: Infosys, Bharat 

Heavy Electricals Ltd (BHEL); the Steel Authority of India Ltd. (SAIL), the Minerals and Metals 

Trading Corporation of India Ltd. (MMTC), the Southern Petrochemicals Industries Corporation of 

India (SPIC), the Associated Cement Companies Ltd, Madras Refineries Ltd., the Hindustan Zinc 

Ltd., Engineers India Ltd, the Oil and Natural Gas Commission, Oil India Ltd. etc  

Conclusion  

 William C. Pyle developed the cost approach. In this approach, the human resources of the 

organization are capitalized over the expected useful life of the human resources; it includes 

actual cost incurred on recruiting, hiring, training and development. The process involved in this 

approach includes on hiring, selecting, training and developing the employees is maintained and a 

proportion of it is written off to the income of the next few years during which human resources 

will provide service. If the useful life is recognized to be longer than originally expected, revisions 

are effected in the organized schedule. The cost of human resources is similar to the book value 

of the other actual assets. When an employee is appointed by firm additional costs incurred in 

training and developing is also capitalised and are amortised over the remaining life. He is 
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employed with the obvious expectation that the returns from him will far exceed the cost 

involved in selecting, developing and training. The unexpired value is investment in human assets. 

This method is useful to analyse and understand the ways to implement the work in simple way. It 

can provide a basis of calculating a company‘s return on its investment in human resource 

development.  
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Abstract 
Purpose: Education is a tool to enhance the quality 
of human life. Education fused with technology is 
essential for overall development of children with 
disabilities. Government of India has initiated 
several sustainable steps for the inclusion of 
children with disabilities in the system of education. 
Some such steps are removing structural barriers in 
schools,distributing assistive devices,appointing 
special teachers as well as training the regular 
teachers to suit special needs of disabled students. 
This study explores the existing practices of 
inclusive education in union territory of Puducherry 
and tries to provide concrete suggestions for further 
improvement. 
Method: Descriptive Research Design had been 
adopted. Practice of inclusive education in 
Puducherry is assessed by reviewing empirical data. 
Ten government schools functioning under 
directorate of school education, Puducherry have 
been studied with the approval from prescribed 
authorities. Primary data was collected by 
administering a well structured interview schedule 
to 102 visually challenged students, selected using 
simple random sampling152 visually impaired 

students enrolled in government schools constitute 
the study population. Data collected were analysed 
using Microsoft Excel, employing the analytical 
techniques of Percentage analysis,  
Results: 2/3rd of visually impaired children in 
Puducherry were not attending school. 20%of the 
interviewed children had normal vision, 5%hadlow 
vision and rest had correctable visual defects like 
myopia, myopic astigmatism, astigmatism, etc. 
None of the students had 100% visual impairment. 
According to Govt. of India, persons having disability 
of 40% or more are to be recognized as disabled 
whereas the unfortunate plight is that students with 
less than 40% vision impairment have been 
recognised as visually impaired and admitted in 
schools meant for the visually challenged. 
Recommendations: Sustainable education system 
need to be evolved. It includes identification of the 
truly visually impaired students and allocating 
sufficient Government resources for inclusive 
education.  
Keywords: SarvaShikshaAbhiyan [SSA], Low vision 
[LV], Inclusive Education [IE], Children with Special 
Needs [CSN] 

 

Introduction 

 It is a challenge for persons with disabilities to overcome the impairments and functional 

limitations and they cannot aspire for inclusion in the society unless the society has the urge to 

recognize their in-born potentials. Children with disabilities can be made to stand by themselves 

and lead their life independently,if they are empowered through effective education system. In 

order to realize this distant dream, proper cooperation and coordination is needed between the 

parents, siblings, peer group, relatives and community as well as teachers including the regular 

and special teachers. Formal and Informal education is as old as mankind. Since ancient time from 

the ages of Manu to till 17th century, children with disability are excluded from the education 

system (Khan M I 2007). In 18th century the concept of special education had been evolved. First 

school for the blind started in Paris in 1786. After this, the concept of special education spread 

across the globe. ―Special education is a form of education provided to persons, who are not 

achieving or are not likely to achieve through ordinary educational provisions, the level of 

educational, social and other attainments appropriate to their age, which has the aim to escalate 
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their progress towards these levels‖ [UNESCO 1983]. After independence, the constitution of India 

instructs central, state and local administration to provide equal opportunities, rights and full 

participation to all the citizens in the country, irrespective of religion, caste, class, color, gender, 

ethnicity and disability. Constitution of India also emphasizes free education for all children as a 

fundamental right. To strengthen the education system, Government of India constituted various 

committees to review and recommend for strengthening educational policies and strengthening 

the education system to suit children with disabilities. It was imperative to note that government 

of India enacted and amended various legislations to ensure equality in education and uphold 

human rights of children with disabilities. Some instances of such legislations include 

Rehabilitation Council of India Act, 1992, Persons with Disabilities Act, 1995, National Trust Act, 

1999. The Kothari Commission (1964 - 1966) recommended the inclusion of all children with 

disabilities in mainstream schools as part of their plan of action. Then in 1974, Integrated 

Education for the Disabled Child scheme (IEDC) was launched. However, the full-fledged 

implementation of integrated education happened after 1986 when National Policy on Education 

was introduced. During that time, equality of opportunity was stated as a goal of education with a 

slogan ―education for the handicapped‖. This paved the way to integrate physically challenged 

and children with other mild disabilities to get integrated in the regular schools. According to 

Mani 1989, integrated education means ―providing equal educational opportunities and 

experience to children with disabilities with the assistance of a trained special teacher with aids 

and accessories in the least restrictive environment such as regular school‖. 

 Education for all was introduced in the year 2001, under the umbrella scheme of 

SarvaSikshaAbhiyan in India. Millennium Development Goal emphasized universalization of 

elementary education. But the concept of inclusion of children with disabilities came into force in 

2005 onwards when the National plan of action for inclusion in Education for Children and Youth 

with disabilities were framed. According to Johnson, 1994, ―Inclusive Education means it is a 

flexible and individualized support system for children and young people with special educational 

needs (due to disability or for other reasons). It forms an integral component of the overall 

education system, provided in regular schools committed to an appropriate education for all‖. 

The inclusive education scheme mainly emphasizes free and compulsory education for the 

children with disabilities up to the age of eighteen years. 

 All three type of education (Viz) Special education, integrated education and inclusive 

education, evolved in different stages with the good intention to educate the children with 

disability to cope up with the environment. Special education has the component of providing 

special ambience, special trained faculty members & special syllabus to give special attention in a 

segregated environment with a major focus on vocational training. Special education approach 

has the disadvantage, as it could not accommodate all the children. There are only limited 

schools located in the district headquartersor state capital, the number of which is not sufficient 

to cater the needs of children with disabilities. Hence, many children were deprived of getting 

admission to special schools, rendering vast majority of disabled population out of school campus. 

There is an emerging consensus that children and youth with special educational need should be 

included in the educational arrangements made for the majority of children (UNESCO 1994). 

 The decade for the disabled proclaimed by UN, generated various policies at International 

level which favoured transformation of rehabilitation approach from Institution based to 

community based rehabilitation, which promoted the implementation of integrated education. 
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Integrated education was imparted to disabled children by granting them admission to selected 

regular schools with the help of NGOs. A resource room was constituted with a facilitator, to 

reach special students, which also caters to the physically challenged students living in the 

locality. However, in the integrated approach, equal opportunity for children with disability did 

not happen which paved way for the development of the concept of Inclusive Education. 

 In 2005, many systematic scientific research studies supported the view of integrated 

education should be provided for disabled children. Researchers like Madeline will and H.J.Baker 

emphasized that disabled children are not distinct from non-disabled children and they need not 

form a separate class. However, proper preparation is needed to educate the children with 

special needs along with non-disabled children. 

 Since 2005, inclusive education scheme came into force which is an advanced method of 

integrated education. Including the children with disabilities in regular schools with non-disabled 

children enable them to socialize well and develop their skills, knowledge, customs and value to 

avoid inferiority complex and develop self-confidence. In order to enhance their capacity, 

physical, attitudinal and social barriers need to be addressed, for which inclusive education 

scheme is the best option as it encourages and involves community participation. Millennium 

Development Goal was emphasizing more on enrollment of children below 14 years including 

children with disabilities in elementary stage. However, at present, sustainable development goal 

emphasizes more on quality education. 

Inclusive Education in Union Territory of Puducherry 

 The Union Territory of Puducherry consists of four regions namely, Yanam, Mahe, Karaikal and 

Puducherry with Puducherry as the capital. Schools are functioning under Directorate of school 

Education, Government of Puducherry. Inclusive Education scheme is operational in the Union 

Territory for the last nine years under the SarvaShikshaAbhiyanProgram.  

 During the academic year of 2012-13, 919 students with disabilities (Blindness, Low vision, 

Hearing impaired, Speech impaired, orthopedic handicapped, Mental Retardation, Learning 

Disability, Cerebral Palsy, Autism and Multiple Disabilities) were enrolled in the regular schools 

attached to the 6 resource centers of Puducherry. In Pudhucherry, the inclusive education scheme 

is being implemented in 10-Government schools, 5-Government aided schools, 6-Institutions run 

by NGOs and 3 resource centers wherein 493students with disabilities are enrolled (Annual Report 

2012-13, published by Directorate School Education, Puducherry). 

Table 1: Literacy Level [reference census 2011] 

 Universalization of elementary education covers 

100% enrollment in primary schools preventing drop-

outs of children with disabilities aged less than 18 

years. SSA ensured 100% enrollment while stress was 

not given for imparting quality education to children with disabilities. In order to unearth the 

ground reality about inclusive education for children with low vision in the Union Territory of 

Puducherry, the researcher undertook this study. Citizen‘s literacy level is the indicator to 

determine the development of anystate or nation. In order to improve the literacy level, person 

with disabilities also need to be covered. 

 According to the 2011 census, total disabled population in the Union Territory of Puducherry 

is 30,189, of which 63% are literates. The census report reveals that 4,711 children in the age 

group of 5-19 years are disabled. The directorate of school education report says that 919 

 India Puducherry 

Male 82.14% 92.12% 

Female 65.46% 81.22% 

Total 74.04% 86.55% 
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children with disabilities are undergoing their schooling under inclusive education program, 

implying that only 20% of disabled children in the age group of 5-19 years are enrolled under 

inclusive education system in the Union Territory. 

 Among the total disabled people in Puducherry, 3,608 persons have problem in seeing, of 

which 447 are aged 5-19 years. The directorate of school education report says that 152 children 

with visual impairment are studying under inclusive education program, which reveals that one 

third of the children in the age group 5-19 years are enrolled in schools. During 2011, 493 children 

with four types of disabilities have been enrolled in regular schools. This research is confined to 

children with low vision who are getting education from government schools in Puducherry.  

Objectives of the Study 

1. To ascertain the profile of the children enrolled in government schools under the category of 

low vision; 

2. To study the facilities available in government school premises facilitating accessibility to 

disabled children, availability of resources and supportive system provided for children with 

low vision. 

Methodology 

 The proposed research is descriptive in nature, based on primary data, collected by 

administering a well structured interview schedule to disabled children enrolled as students in 

government schools under Integrated system of education in the Union Territory of Puducherry. 

Sample frame for the study is the Union Territory of Puducherry while disabled children enrolled 

in government schools of the Union Territory shall be the study population from which 102 sample 

units have been drawn using Simple random sampling technique.  

 Practice of inclusive education prevalent in Puducherry has been assessed by analysing 

empirical data. Ten government schools functioning under directorate of school education, 

Puducherry had been studied with the approval from authorities and ethics committee. These 

schools are grouped into two middle schools, seven high schools and one higher secondary school. 

Three schools are situated in urban area and seven schools are located in rural area. The study 

has included only those schools fulfilling the inclusive criteria of having enrollment of minimum 

five visually impaired children with regular attendance. Children absent for more than 3 months 

and children from special schools or integrated schools were not included in the study.  

 Pilot study was conducted on six children with low vision and their feedback was duly 

considered to simplify the interview schedule to make it more understandable for the children. 

Accordingly, some of the questions were slightly modified to facilitate easy understanding.  

 Out of 152 low vision children enrolled in government records, 109 were studied. 2-

Ophthalmologist, 1-Research Scholar & 1-Research Guide were involved in screening & 

administering the schedule from June to December 2012. Field visits were undertaken by the 

research team and pretest was done to standardize the schedule. The researcher has spent on an 

average 20 minutes with each respondent for data collection. Administration of 

interviewschedule, participatory observation and clinical assessment werecarried out in the data 

collection of this study. Service of two opthomologists were utilized for the clinical assessment of 

respondent‘s visual acuity and visual field. Micro Soft Excel was used for coding and analysis of 

data and inferences were derived by analysing these data. Secondary data were collected from 

government records especially the directorate of school education, census reports, directorate of 
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social welfare, books, articles, educational journals, newspaper, disability acts and websites and 

other electronic sources.  

Limitations of the Study 

 Getting permission from the education department of Puducherry to carry out the study was a 

tedious and time-consuming process.  

Data Analysis 

 Profile of the Children Selected for the Study of the 109 children selected for this study, 8 

were students of GGHSec.School, Muthialpet, 8 were students of Government Middle School, OK 

Palayam, 11 were students of SavarayaluNayagar GGHS, Puducherry, 20 were students of 

Government High School, Abishegapakkam, 14 were students of Government High School, 

Mangalam, 5 were students of Government High School, Vadhanur, 7 were students of 

RamamurthiGovt.High School, Maducarai, 22 were students of Government Girls High School, 

Maducarai, 2 were students of Government High School, Kuruvinatham and 12 were students of 

Government Middle School, Panayadikuppam; 80 students were females and 29 were boys; 17 

students were aged 9-11 Yrs, 80 were aged 12-14 Yrs and 12 were aged 15 years and above; 105 

children were Hindus and two each belong to Christianity and Islam; 47.7% of the children were 

able to read and write Tamil and English, 26.6% were able to read and write Tamil only and 25.7% 

can read and write English only; 61 children have normal parents, 25 have one disabled parent 

while 8 have parents both of whom are disabled while 15 children have parents who are Siblings; 

66 children come from nuclear family while 43 belong to joint family; 41 children suffer from 

Myopic-Nearsightedness, one suffer from Night Blindness, 4 suffer from Low vision, one from 

Colour Blindness, 22 are affected by Myopic Astigmatism, 11 suffer from Astigmatism and 22 are 

affected by Emmetropia while there were 7 children whose case could not be diagnosed; 85 

children have got treatment in eye hospitals while 24 have got their eyes checked in camps 

organised in their schools while a mere 11 of them have continued their treatment while bulk of 

98 of the children failed to continue their treatment; 58 children have their home situated less 

than one km. from their school, 34 have their house at a distance of 1-3 kms. while 17 of them 

have their home located at a distance of more than 3 kms. away from their school; 100 children 

have got enrollment in their respective schools due to their parents while a mere 9 have got 

enrolled because of the efforts of their relatives while special teachers have played no role in 

getting disabled students enrolled; only 12 children are provided with services of special teachers 

while bulk of the children do not have the privilege of being taught by special teachers;  

 

Table 2: Course offered to the Disabled Children 

Table 2 portrays that majority of 
the disabled children (41.3 per% ) 
are imparted special training in 
the form of vocational skill 
development programmes, 32.8% 
are coached in drawing, 13.8% are 
not taught any special courses 
while 12.8% are taught music.  

 

   

  

S.No. Type of special courses Frequency Percent 

1 Special courses not available 15 13.8 

2 Vocational Class  45 41.3 

3 Drawing class 35 32.8 

4 Music class 8 12.8 

Total 109 100.0 
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Table 3: Interaction of Children with Teachers 

Table 3 highlights that bulk 

of the children (91.7%) 

interact with their 

teachers in the form of 

discussions while very little 

percentage of them (3.7%, 2.7% and 1.8%) chat with their teachers about moral education, 

general knowledge and life skill education.  

  Table 4: Opportunity to solve doubts with teacher 

Table 4 suggests that 

more than three-fourth of 

the children (78.9%) solve 

their doubts with teachers 

while more than one-fifth of them (21.1%) fear to approach their teachers to clarify doubts.  

  Table 5: Adeaquacy of Amenities in School 

It can be inferred from 

Table 5 that bulk of the 

children (86.2%) have 

indicated that their 

schools offer them with good learning environment of adequate lighting and ventilation, while 

12.8% have got good seating positions and a solitary respondent alone has got the rivilege of being 

offered special assistive device in the school.  

   Table 6: Teaching methods 

It can be inferred from Table 6 that 

majority of the children (51.7%) are 

taught using group study 

methodology, a little less than one-

fifth of them (19.6%) get taught 

through the utilisation of audio-visual aids, 19.1% learn through songs / stories (Tamil & English) 

and 9.6% have the privilege of being taught using field trip methodology. 

   Table 7: Understanding Level 

It can be understood from Table 7 that 

absolute majority of the children surveyed 

(61.5%) understand their lessons pretty well 

while the balance 38.5% manage to 

understand their lessons to moderate extent. 

 Table 8: Availability of Friends 

Table 8 portrays that more than three-fourth of the 

children (71.4%) had friends in their own class while 

18.4 % and 10.2 % have managed to get friends from 

their junior and senior classes respectively. Hence, 

all the children have got non-disabled friends which are a good sign of socialising. 

  

S. No Relationship between teacher & children  Frequency Percent 

1 Discuss ideas with teacher  100 91.7 

2 General Knowledge 3 2.8 

3 Moral Education 4 3.7 

4 Life skill Education 2 1.8 

Total 109 100.0 

S. No Opportunity to Solve doubts with teachers Frequency Percent 

1 Opportunities available 86 78.9 

2 
Opportunity not availed due to fear to  
talk with teacher 

23 21.1 

Total 109 100.0 

S. No Amenities Frequency Percent 

1 Sufficient lighting & windows 94 86.2 

2 Opportunity to be Seated in Desired Position 14 12.8 

3 Availability of Assistive equipment 01 0.9 

Total 109 100.0 

S. No. Teaching Methodology Frequency Percent 

1 Group study 57 51.7 

2 Field trip 10 9.6 

3 Audio / Visual Communication 22 19.6 

4  Songs/Stories 20 19.1 

Total 109 100.0 

S. No. Understanding Level Frequency Percent 

1 Moderate 42 38.5 

2 Very Well 67 61.5 

Total 109 100.0 

S. No. Friends Frequency Percent 

1 In same class 78 71.4 

2 In senior class 11 10.2 

3 In junior class 20 18.4 

Total 109 100.0 
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Table 9: Help Required for Completing Homework 

Table 9 suggests that bulk of the children (89.9%) 

need no help for doing their homework while 6.4% 

and 3.6% get help from their classmates and parents 

respectively. 

 

Table 10: Necessity of Scribe Assistance 

Table 10 displays that very little children 

surveyed are in need of scribe facilities for 

writing their exams which again, reiterate the 

fact that bulk of the children enrolled as visually 

impaired children are actually not so. 

Table 11: Opportunity to be Class Leader 

Table 11 highlights that only less 

than one-third of the children 

(31.2%) have got the opportunity of 

being a leader while others have 

been denied of this opportunity. 

Table 12: Respondent’s concentration in physical education 

Table 12 suggests that bulk of the 

children (88.1%) have participated in 

physical education training while a 

minority of them does not have 

training in physical education. 

Table 13: Type of games played 

Table 13 exposes that vast majority of the children 

(82.6%) play outdoor games while little above one-

tenth of them (10.1%) never play games.  

 

 
Table 14: Barrier to Play with Other Friends 

Table 14 suggests that vast majority of 

the children (93.6%) do not have any 

barriers to play with other friends while 

just 6.4% have encountered barriers.  

Table 15: Subjected to Mockery by Friends 

Table 15 suggests that more than two-third 

of the children (67.0%) have not been 

humiliated by their friends by making 

mockery with them.  

Implications of the Study and Suggestions 

 Findings of this study has thrown open many questions which merits immediate attention. It is 

worthy to note that a whopping 95% of the beneficiaries undergoing schooling in Puducherry as 

disabled students are strictly not at all disabled. This implies that schemes meant for educating 

S.No. 
Help Needed  
for homework 

Frequency Percent 

1 Parents 4 3.6 

2 Friends 7 6.4 

3 Self 98 89.9 

Total 109 100.0 

S.No. 
Exam facilities 
for respondents 

Frequency Percent 

1 Scribe Not Needed 105 96.3 

2 Scribe Needed 4 3.7 

Total 109 100.0 

S.No. Opportunity to be Class leader Frequency Percent 

1 Yes 34 31.2 

2 No 73 67.0 

3 Not permitted by the Teacher  2 1.8 

Total 109 100.0 

S. No. 
Opportunity of Being 

Coached in Physical education 
Frequency Percent 

1 Yes 96 88.1 

2 No 13 11.9 

Total 109 100.0 

S. No. Game Played Frequency Percent 

1 Outdoor games 90 82.6 

2 Indoor games 8 7.3 

3 Never played 11 10.1 

Total 109 100.0 

S. No. Barrier to Playing games Frequency Percent 

1 No  102 93.6 

2 Yes 7 6.4 

Total 109 100.0 

S. No. Subjected to mockery Frequency Percent 

1 Yes 36 33.0 

2 No 73 67.0 

Total 109 100.0 
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disabled children have been misused widely which merits immediate correction, failing which the 

goal of education for disabled will remain as a distant dream. The process of rehabilitating 

disabled should be shifted towards individual-centric. Process of issuing identity cards for disabled 

should be strictly streamlined and medical certificates should be issued only to deserving persons 

by Medical boards of government hospitals. Education system in Puducherry recognizes children 

who wear spectacles as low vision category. This misconception has left true disabled children 

unable to avail the benefits of accomplishing integrated education. Similarly, the exact 

prevalence of low vision /no vision among children is not known. Data available in education 

system does not reveal exact magnitude of children with visual disability. In order to identify real 

beneficiaries and channelize assistive schemes, Government should invest sufficient resources and 

evolve effective systems to ensure that the scheme benefits only desired physically challenged 

and not misused. 

 In many schools, special teachers are not appointed. Though NGOs are involved in this 

process, it is the sole responsibility of the Government to formulate and execute concrete 

measures to alleviate the sufferings of low vision students. The facilities offered by Puducherry 

government schools for benefit of disabled children is poor as most of them do not have special 

teachers which is huge contrast to the norms spelt out by World Bank (2006) requiring schools to 

provide adequate human resource services comprising of effective special teachers, specialist, 

semi-specialist, resource teachers, consultancy and ancillary staff.  

 The fact that bulk of the children interact with their teachers only for discussions again is not 

a good scenario as Reindal(2010) has stressed that success of children needs capability approach, 

capacitating them with life skills such as reading, writing, drawing, playing and daily activities 

rather than merely discussing. The children needs to be placed as the focal point of education and 

teachers should interact with them regarding all aspects rather than discussing and getting away.  

 Children in the schools are quite happy with the lighting and ventilation provisions in their 

schools. However, the quality of seating arrangements and provision of assistive devices needs a 

drastic improvement in Puducherry government schools. Aids and appliances for differently abled 

children such as braille equipment, stylus, magnifier, braille book, printer devices etc. should be 

provided to government schools. As suggested by Jayne Pivik, Joan Mccomas and Marc Laflame 

(2002, environmental barriers in educational institutions such as stairs and ramps, doors, lighting, 

passageways and seating arrangements needes to be designed taking care of special needs of the 

differently abled children. The study has revealed that all the children are well socialised with 

friends in their own class and other classes also. This is a heartening scenario as Mohanty (2008) 

has remarked that only inclusion can help disabled children to tide over their fear, building 

friendship, understanding and respect and also removing stigma among the normal people about 

disability. 

 This study has revealed that bulk of the children did not encounter barriers in playing with 

other students. This is quite a good sign as Jha (2002) has pointed out that initial process of 

inclusive education needs all children to tide over all types of prejudice and mingle together in all 

learning activities which include games. It is encouraging to note that schools in Puducherry has 

offered this scenario. Majority of the children have not been humiliated by their friends which is a 

pretty good scenario as Jayne Pivik, Joan Mccomas and Marc Laflame (2002) has pointed out that 

attitudinal barriers is the most important impediment confronted by disabled children and 

Puducherry schools providing an environment without such barriers is something commendable. 
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 Ensuring special services such as coaching, provision of aids and appliances, facilitation of 

independent learning, provision of sports materials and imparting soft skills classesare the key 

tasks to be performed for the benefit of children with disabilities. Peer group sensitization and 

orientation of regular school teachers should be performed to remove their attitudinal barriers 

and promote quality of inclusive education in Puducherry.  

 Personal attention need to be given to explain signs, symbols, formulas&graphsin the subjects 

of science &maths. Only then, students can be coached in these technical subjects, failing which 

disabled children will fail to cope with inclusive education system. Children with low vision should 

be provided braille literacy and assignments and home work in par with non-disabled students. 

This will strengthen their vocabulary and academic excellence like any other student in the class 

and enable them to accomplish all-round development. Achievement of fourth sustainable 

development goal the quality education can be realized only if children with special needs are 

included in education system and transformed as contributing citizens of the nation. 

 

Conclusion 

 India needs to go a long way to provide quality education to disabled students. Appointment 

of special teachers, accessible schools, distribution of aids and appliances, changing attitude of 

peers, parents and school authorities towards the children with disabilities need to be ensured by 

the Government. Education of disabled students amidst other children will ensure the removal of 

inequality and discrimination. Esteemed and enlightening education is still a distant dream in 

Inclusive education as efforts targeting serving disabled persons are ineffective and unfavourable. 

To realize the golden goal of sustainable development, policy makers and other stakeholders need 

to provide quality education throughout India to all children in general and disabled children in 

particular, so as to tap the potentials of all disabled persons and encourage their participation in 

nation-building process.  
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Abstract 
 Strategy as the determination of the long term 
goals and objectives of an organization, and the 
allocation of resources necessary for carrying out 
these goals. HR strategy is concerned with two key 
elements; determining the strategic objectives and 
developing a plan of action. The role of HR 
activities is to align business strategy with hr 
strategy. This paper is based on the explorative 
study of two major giant companies those Harley 
Davidson & Wal-Mart to understand how human 
resource management is dynamic and playing a vital 
role in aligning with business strategies. Strategic hr 
frame work is discussed when cost leadership and 

differentiations are the business strategies. The 
major findings of this study are about Harley 
Davidson‟s strong partnership with its workers 
unions, Self-managed teams, Harley-Davidson 
Learning Centre, profit-sharing programmes and 
Encourage Intellectual Curiosity. At Wal-Mart, HR 
department has replaced with People division, 
highly productive teams, downward decision-making 
process and the philosophy on expense control.  
Keywords: Long term goals, allocation of resources, 
cost leadership, differentiation, Harley Davidson, 
Wal-Mart, Self-managed teams and Intellectual 
Curiosity.  

 
Introduction  

 Human resources are undoubtedly vital to organizations in terms of productivity, profits, 

brand image, innovation and so on. Other resources like financial capital, technology, or 

processes of the organization, by themselves, cannot accomplish organizational goals. These 

resources depend on human resources for their effective and efficient utilization. Human resource 

management (HRM) is concerned with a holistic approach towards the management of people 

working in an organization, who contribute to the achievement of organizational strategic 

objectives. Human resource management ensures the most effective and efficient utility of 

human talent for accomplishing the goals of an organization. In order to successfully utilize and 

manage the human resource of an organization to achieve organizational objectives, each 

organization needs to develop a well-defined HR strategy. Chandler (1962) defined ‗strategy‘ as 

the ‗determination of the long term goals and objectives of an organization, and the allocation of 

resources necessary for carrying out these goals‘. Like strategy, HR strategy is concerned with two 

key elements (Richardson and Thompson, 1999):  

 1. Determining the strategic objectives (What goals is the strategy supposed to achieve? For 

example, the goals may be high productivity, reduced accidents, etc.). 
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Figure 1: Human Resources pivotal role for Organizational Goal Achievement 
 

 
Source: Review of literature 

2. Developing a plan of action  

 How will the human resources be organized and allocated to accomplish the objectives of the 

organization? Human resource strategy, therefore, involves the planned and effective utilization 

of human resources by an organization to help it to gain an edge over its competitors. This 

indicates the central role that the people of the organization play in the organizational pursuit of 

a competitive advantage. On the whole, SHRM is concerned with people issues and practices that 

affect or are affected by the strategic plan of the organization. The critical issues facing an 

organization in the contemporary environment are mainly human issues, such as ensuring the 

availability of people, retaining, motivating, and developing these resources. To stay ahead of its 

competitors, an organization will continuously look for ways to gain an edge over others.   

Review of literature shows that the relationship between hr competencies and hr effectiveness as 

perceived by line managers, change management plays an effective role in organizational 

performance. 

 

Objectives of the Study 

1. To understand strategic hrm & creating the strategic HR management system.  

2. To explore the components of strategic alignment horizontally and vertically with reference 

to Harley-Davidson 

3. To discuss HR strategies in strategic frame work with reference to cost leadership and 

differentiation. 

4. To know the impact of strategic hrm in terms of business outcomes 

 Strategic hrm is the pattern of planned hr deployment and activities intended to enable an 

organization to achieve its strategic goals. Below diagram is the comprehensive and conceptual 

framework of strategic hrm. Strategic approach of hrm is to find right people for the right job, 

managing and nurturing the talent and maintaining the workforce effectively.  

 HR can be considered as critical and most important asset. Dynamic business environment 

reflects that attracting, managing, nurturing talent as source of competitive advantage to the 

firm. HR plays vital role as a strategic business partner, as a result ‗war for talent‘ in the market 

place. In the knowledge economy, corporate houses have to address the core issues of the hrm 

like e-recruitment, employee engagement, flexi-timing, retaining talent and so on. Retaining 

talent is the most critical issue in shaping strategic outcome of organization. 
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Fig. 2: Strategic HRM 

Source: http://slideplayer.com 

 
 

 
  

The above diagram reflects that HR professionals, HR policies and practices combined with 

employee behaviors and competencies are the key components of strategic HRM system. 

Strategic hrm in Harley Davidson 

 Harley Davidson is the worldwide producer of motorbikes, known by its brand, style, strength, 

freedom, individuality and independence. Since 1903 it has produced world class bikes which have 

not been done by anyone. In addition to motorbikes it produces a complete line of Genuine 

Motorcycle Parts & Accessories, apparel and branded merchandise and offers our riders thousands 

of custom, personalized options for their bikes. Having achieved the pinnacle of success there is 

still a journey to undertake for achieving further challenges: competition from low prized 

competitors and expansion into the overseas market. It can be clearly visualized that the 

company is facing HR challenges and there was a dearth of implementation of those strategies. 

Harley-Davidsons corporate objective is to produce and sell high quality motorcycles to the world-

wide market while enhancing the corporate brand of the company and making a profit  
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Core Competencies of Harley-Davidson 

 Human resources and capital 

- Trust, know-how, managerial capabilities and company culture 

 Innovation resources from suppliers, employees and management 

 Reputational resources 

- Brand name, reputation with suppliers and product perception 

 Following are the company‘s orientation towards their human resources. 

• Creating gracious Working Environment 

• Challenging place to work 

• Quality of work - life balance 

• Acknowledgement good work by top management 

• Opportunities for career growth 

• Attaining high employees Satisfaction  

 How imperative the companies are proactive to 

understand external factors in order to formulate 

competitive business strategies, more than that is 

crafting and alignment of human resource strategy. 

Strategic Human Resources Management is largely 

about integration and adaptation. This involves the 

development of a consistent, aligned collection of practices, programs, strategies, and policies to 

facilitate the achievement of the organization's strategic objectives.(Mello, 2002). Often it is seen 

as 'one way', where business strategy is translated in and supported by HR policies and practices. 

But for organizations who are working on the sustainability of their performance in the midst of a 

very volatile and quickly changing business environment, HR is a key contributor to a viable 

business strategy.  

 

Strategic Alignment in Harley-Davidson 

 Harley-Davidson has an excellent reputation for valuing its relationship with its employees, 

because the company places a heavy emphasis on the fact that its employees, whether union or 

salaried, are its first customer and greatest competitive advantage.  

 Employment security: Harley possess a strong partnership with its workers unions and strongly 

believes that "good business starts with respecting workers" 

 Self-managed teams or team working: This strategy enables Harley to produce more 

motorcycles whilst keeping intact the quality and innovation.  

 Extensive training: "Harley-Davidson Learning Centre" which encouraged employees to 

advancing their skills and to become more competitive in possessing a higher skilled/educated 

work force. 

 High employee recognition: Harley rewards its employees as part of the company and not just 

the cogs that make it work so they are rewarded as such with Harley providing profit-sharing 

programmes and incentives.  
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 Employee involvement: Harley adapt this and sees a reduction of status differences, sharing 

of information and also shows the 

use of one of the values "Encourage 

Intellectual Curiosity."  

The contingency approach 

seeks to match human resource 

practices with competitive 

business strategies. This approach 

focuses on cost leadership versus a 

focus on differentiation.  

Following are the four human 

resource strategies in strategic 

perspective.  

 

 

 

Bargain Laborer HR strategy 

 The emphasis of this strategy is obtaining employees who do not demand high wages. 

Organizations with this strategy design work so that managers can tightly control employee 

efforts. Each employee is given clearly defined tasks that can be learned easily. People are 

recruited and hired to perform simple tasks that do not require clearly developed skills.  

The Loyal Soldier Strategy 

 The Loyal Soldier strategy emphasizes on hiring and retaining loyal employees who do 

whatever the company asks of them. Organizations with this strategy design work so that 

employees have broad roles and perform a variety of different tasks. People are recruited and 

hired because they fit the organization culture and because of their potential to become loyal 

employees.  

Committed Expert HR strategy 

 The primary objective of this strategy is to hire and retain employees who specialize in 

performing certain tasks. Organizations using this strategy design work so that employees have a 

great deal of freedom to innovate and to improve methods of completing tasks. People are 

recruited and hired because of their potential fit with the organizational culture, as well as their 

aptitude for becoming experts in particular areas. Organizations hire people early in their careers 

and train them to be experts in specific fields, such as accounting or sales. 

Free Agent HR Strategy  

 The main emphasis associated with this strategy is hiring people who have critical skills but 

who are not necessarily expected to remain with the organization for a long period of time. Work 

is designed so that employees have extensive responsibility within specific areas and substantial 

freedom to decide how to go about their work.  
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HR Strategies @ cost leadership & differentiation 

Source: http://www.hrassignments.com 

Cost leadership strategy requires 

an organization to ―build‖ its 

own employees to fit its specialized 

needs. This approach needs a longer 

HR planning horizon. When specific 

skills are necessary for a new market 

or product, it may be more difficult to 

internally develop them quickly. 

However, with a differentiation 

strategy, responsiveness means that HR 

planning is likely to have a shorter time frame, and greater use of external sources, such as 

acquisition of another company with specialized employees, will be used to staff the organization. 

 Differentiation strategy is more appropriate in a more dynamic environment characterized by 

rapid change and requires continually finding new products and new markets. The two strategies 

may not be mutually exclusive, because it is possible for an organization to pursue one strategy in 

one product or service area and another with others. 

Source: http://slideplayer.com 

Organizational performance has changed 

through strategic human resources management. 

This makes possible the achievement of 

organizational performance objectives. It also 

enables the organization to be competitive. SHRM 

is a very important tool that ensures the 

continuity of the organization. Alignment of 

business strategy & hr strategy is the 

fundamental element of ‗strategic hrm‘ followed 

by hr practices. HR effectiveness is the standard 

and measure of contemporary hr practices executed. HR outcomes are in terms of quality of 

goods or services, productivity, brand image those turns into financial performance of the firm. 

@ Wal-Mart 

 At Wal-Mart, HR department has replaced with People division that helps to reduce the risk of 

business failure, and drive the company‘s success through people. The answer is employees are 

the common organizational bridge that ties all of Wal-Mart‘s strategies and tactics together to 

assure the achievement of the company‘s aggressive goals. The only way the company‘s 

executives can accomplish their seven overriding strategies (price, operations, culture, key 

item/products, expenses, talent, and service) is by aligning their business strategies with their HR 

practices.  

Strategy 1: How does HR help protect Wal-Mart’s price advantage? 

 Wal-Mart‘s pricing strategy is simply put: ‗to provide value for its customer‘s hard earned 

money‘. The HR strategy is to focus Wal-Mart‘s employees to do everything they possibly can to 

hold down costs… and, they do. Whenever Wal-Mart is successful in lowering its expenses, it 
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passes those savings along to its customers in the form of lower prices putting even more pressure 

on its competitors.  

Strategy 2: How does HR focus people to ensure operational success? 

 HR‘s role is to focus Wal-Mart‘s leaders and employees on continuous learning, continuous 

improvement, superior execution, employee empowerment, and employee ownership all designed 

to create synergistic teamwork. Wal-Mart teams are highly productive but at the same time the 

staffing levels are lean. HR ensures employees are held operationally accountable for keeping a 

balanced focus on customer service, expense control (theft prevention) and keeping products in 

stock.  

Strategy 3: How does HR foster a culture committed to business success?  

 At some point early on in their career managers attend a week of cultural training at The 

Walton Institute at the University of Arkansas. The Wal-Mart culture, carefully maintained by HR, 

is a diverse collection of entrepreneurial-minded people who by design all have a stake in the 

success of the company. Acting like business owners they look for opportunities to solve problems 

that help eliminate business risk.  

Strategy 4: How does HR connect Wal-Mart’s people to products? 

 At Wal-Mart Sam Walton expected everyone to think and act like retail merchants. Everyone 

in the headquarters, no matter what job they held or what department they worked in, was 

expected to focus on how to help the stores improve service to customers. Walton pushed the 

decision-making process downward, empowering local managers and associates to make business 

decisions on behalf of customers as quickly as possible.  

Strategy 5: How does HR focus employees to reduce expenses? 

 The philosophy on expense control at Wal-Mart is quite simple: as sales go up expenses as a 

percentage of sales must always go down. At many companies, once an expense budget is set, 

expenses rise as sales rise. The risk with this approach is that if sales fall a weak expense 

structure is exposed immediately. Wal-Mart‘s approach protects the company, if sales were to 

fall, and allows it to drop expenses savings to the bottom line as sales rise.  

Strategy 6: How does HR’s talent strategy drive results at Wal-Mart? 

 Simply having the right talent in place to match the growth of the company may be the 

biggest risk Wal-Mart faces. Wal-Mart hires aggressively from more than 100 colleges and targets 

the colleges with Retail Institutes. People have always been the company‘s greatest asset. Their 

self-professed talent goal at Wal-Mart is to hire the best, provide the best training and to be the 

place to work.  

Strategy 7: How does HR align every functional area with service? 

 Sam Walton always said the biggest risk to his business was that his customers would stop 

shopping at his stores. That fear translated into customer fanaticism is reinforced by HR to this 

day. Culturally, everyone is focused on improving every aspect of customer service, because they 

know the biggest risk of all may depend on it… their own job.  

 

Minimizing risk by Aligning Business Strategies with HR Practices 

 The successful management of business risks at Wal-Mart is reliant upon the success of 

people. Wal-Mart‘s leaders credit their employees around the world who make the difference 

every day by achieving sales goals, serving customers, controlling expenses, and by doing so they 

help to eliminate business risks. 
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Findings of the Study 

1. Harley Davidson possess a strong partnership with its workers unions and believes that "good 

business starts with respecting workers". 

2. In Harley Davidson, Self-managed teams are initiated and no line managers are in the 

company to take decisions.  

3. "Harley-Davidson Learning Centre" encouraged employees to advancing their skills as it offers 

employees training and education programmes.  

4. Harley rewards its employees as part of the company and providing profit-sharing programmes 

and incentives for higher quality output.  

5. Harley‘s values "Encourage Intellectual Curiosity" sees a reduction of status differences and 

sharing of information. 

6. At Wal-Mart, HR department has replaced with People division that helps to reduce the risk of 

business failure, and drive the company‘s success through people.  

7. Wal-Mart teams are highly productive but at the same time the staffing levels are lean. HR 

ensures employees are held operationally accountable for keeping a balanced focus on 

customer service, expense control (theft prevention) and keeping products in stock.  

8. Wal-Mart expected everyone to think and act like retail merchants and pushed the decision-

making process downward, empowering local managers and associates to make business 

decisions on behalf of customers as quickly as possible.  

9. The philosophy on expense control at Wal-Mart is quite simple: as sales go up expenses as a 

percentage of sales must always go down. This approach protects the company, if sales were 

to fall, and allows it to drop expenses savings to the bottom line as sales rise.  

 

Conclusion  

 Organizations are likely to have human resource practices that fit with their competitive 

business strategies. Organizations whose human resource strategies match their competitive 

strategies do indeed perform better. It may be hard to believe, but it's true that Wal-Mart 

employs more than two million around the globe. It can be Imagined the business risks and HR 

challenges Wal-Mart faces as the world's largest employer. Research suggests that organizations 

with a cost leadership competitive strategy excel when they follow a Loyal Soldier HR strategy. 

Organizations with a differentiation competitive strategy excel when they use a Committed 

Expert strategy. HRM practices should be analyzed from time to time and updated accordingly to 

the strategic needs of the organization. 
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Abstract 

 The tendency to shop online is increasing 
rapidly among consumers across the world. There 
are two types of online shopping values – Utilitarian 
shopping values and Hedonic shopping values. The 
online shopping scenario has greatly developed 
because of its ease of use and convenience with 
which people buy product/services online. But many 
scholars and marketers have also intensely 
researched into the aspect of hedonic shopping 

values, which states that consumers consider online 
shopping as a fun activity. The hedonic shopping 
values could be evaluated as predictors of online 
repurchase intentions. The paper discusses various 
dimensions of hedonic shopping values. This study 
develops a model to understand the repurchase 
intentions of online consumers by examining the 
effect of hedonic shopping values. 

 

Introduction to Online Shopping 

 The adoption of the Internet as a way to shop goods and services has seen a massive growth 

over the past two decades universally. The proliferation of online shopping has inspired 

widespread research focused at attracting and retaining consumers. Online consumer behavior has 

been studied from the viewpoint of perceptions of benefits toward online shopping (Bhatnagar 

and Ghose, 2004a, b; Garbarino and Strabilevitz, 2004; Huang et al., 2004; Liao and Cheung, 

2001; Pavlou, 2003). The prospective benefits of online shopping for consumers include 

convenience, varied collection of products or services, affordable price, direct services, and easy 

access to information, among others. The Internet not only simplifies transactions between buyers 

and sellers but also presents a wide range of product choices, brand choices and a platform for 

numerous deals and bargains from which customers can choose and make the buying decision at a 

desired price. To be a pioneer in electronic commerce, online retailers place great significance on 

attracting customers continuously and building a long-term relationship with customers on the 

web. According to a latest forecast from Internet and Mobile Association of India (IAMAI), there 

are more than 35.5 million Indians shop online. The most important reason behind this growth is 

that online shopping is that the customer perceives it as a time-saving act and also it provides 

them with a plethora of choices in terms of brands, products, price, deals, etc. The product 

information available on the net is trustworthy in most of the cases and the customer is able to 

compare the alternatives with much ease. Besides this, the most notable benefit of online 

shopping is the attractive discounts that most of the e-tailers deliver to allure and retain 

customers. The feature of online stores being available at all times is a huge advantage, since 

customers can spend time shopping online at their convenience. This online shopping format is 

ever-changing and it provides huge scope for researchers to conduct research on the online 

consumer behaviour dimensions.  
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 The e-shopping affinity is increasing fast among consumers across the world, which is the 

focus of this study. Utilitarian shopping motives comprises of qualities relating to convenience-

seeking, variety seeking, searching for quality of merchandise, and reasonable price rate, etc. On 

the other hand, hedonic shopping motives are related to emotional requirements of individuals for 

enjoyable and interesting shopping experiences (Bhatnagar & Ghosh, 2004). This research points 

out that the level of hedonism varies across products or brands depends on the changing levels of 

involvement. A little research has been conducted to explore this aspect of consumption. This 

study examines how the individual buyer‘s perceived hedonic shopping values influence the 

repurchase intention of the consumer. 

 
Literature Review  

 Shopping research on hedonic and utilitarian motivation has essentially required to 

comprehend why people shop. Studies have scrutinised motivations with respect to the design of 

physical and online shopping environments (Kourouthanassis et al., 2008), and users‘ perceptions 

of trust (Zhou et al., 2007), flow (Mathwick and Rigdon, 2004; Novak et al., 2000), and playfulness 

(Ahn et al., 2007) with respect to purchasing intentions.  

 According to Arnold and Reynolds (2003), there are six dimensions of hedonic shopping: (1) 

Adventure, (2) Value, (3) Idea, (4) Role, (5) Social, and (6) Gratification. Other hedonic 

dimensions, namely pleasure, arousal, and escapism (Monsuwé et al., 2004) have been identified 

as factors of shopping enjoyment. Playfulness has been linked with system satisfaction, frequency 

of use (Webster and Martocchio, 1992) and decision-making on the onternet (Atkinson and Kydd, 

1997). 

 
Fig 1: Conceptual Framework of the study 

 

 Some researchers have sought to study Utilitarian and Hedonic Motivations in concert. For 

e.g., Shang et al. (2005) found that perceived usefulness of a shopping website and economic 

variables were not as substantial as entertainment and escapism in forecasting shopping 

behaviour. Babin et al. (1994) focused on utilitarian aspects of shopping, as well as enjoyment. 

Kim (2006) built on Babin et al. (1994) and Arnold and Reynolds (2003) to explore hedonic 

(Adventure, Gratification, Value, Social, and Idea Shopping) dimensions of motivation in the 

context of inner city and non-inner city populations. 
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 With the development of information technology methods in internet security, website 

functionalities, and website design, customers‘ insights about e-commerce are becoming more 

positive, and the online shopping atmosphere is shifting to a progressively more mature 

commercial channel. Koufaris (2002) recommended that researchers should consider constructs 

from information technology, consumer behaviour, and social psychology in order to 

systematically study online consumer behaviour. Shopping online is a systematic process that 

encompasses three behavioural phases: pre-purchase, purchase and post-purchase (Kim, Ferrin 

and Rao, 2009). Researchers have studied online customer retention in different contexts, such as 

―online repurchase intention‖ (Khalifa and Liu, 2007), ―Continue to shop online‖ (Mouakket, 

2009), ―customer intention to return‖ (Koufaris, 2002). Hence, online shopping studies should 

consider the psychological methodologies namely, hedonic shopping value to understand the 

repurchase intentions of online shopping consumers. 

Hedonic Shopping Values – Predictor variable in the study 

 Hedonic consumption involves emotional arousal taking place while purchasing or consuming 

(Holbrook & Hirschman, 1982 b). In hedonic consumption, different types of emotional states, 

which are both physiological and psychological, play key roles. Hopkinson & Pujari (1999) have 

explained how hedonic consumption takes place in a high-involvement situation, where an 

individual is deeply involved in experiencing a consumption event. Like offline shopping, one 

expects online shoppers to also shop for entertainment purposes and for out-of-routine 

experiences that absorb the users and let them ―get away from it all‖ (Kim, 2002; Mathwick et 

al., 2001). In most cases, shopping has been considered as providing hedonic value through 

emotional responses evoked during the experience (Bloch and Bruce, 1984). 

 In the hedonic shopping motivations theory, there are different kinds of methods to measure 

the hedonic values of consumers. Some of the studies assume hedonic shopping motivation as a 

unidimensional construct (Kim and Eastin, 2011; Park et al., 2012) while others use a 

multidimensional scale (Arnold and Reynolds, 2003; To et al., 2007). There are many scales 

developed to measure hedonic value in a multidimensional construct, but from the perspective of 

hedonic value, this study categorizes hedonic shopping motivations of online shopping as 

adventure, value, idea, role, social, and relaxation according to Arnold and Reynolds (2003). 

 Hedonic Shopping Value is the independent variable in the current research. This study has 

adopted the existing measures developed and validated by Mark J. Arnold and Kristy E. Reynolds 

(2003) and Pui-Lai To, Chechen Liao, and Tzu-Hua Lin (2007). The first factor, adventure shopping 

pertains to shopping for stimulation and adventure comprises of four items. The second factor, 

value shopping, which refers to shopping for sales, discounts, and hunting for bargains contains 

three items. The third factor is idea shopping, which means shopping to keep up with trends and 

new fashions includes four items. Role shopping which refers to the enjoyment that shoppers 

derive from shopping for others, is the fourth factor and it comprises of four items. The fifth 

factor is social shopping and it refers to the enjoyment of shopping with friends and family and 

socializing. It consists of four items. The sixth factor is gratification shopping which involves 

shopping for stress relief, contains three items. 

Repurchase Intention – Outcome variable in the study 

 In this study, we examined online repurchase intention as the outcome variable instead of 

studying the online consumers‘ actual behaviour because, based on the theory of reasoned action 

proposed by Ajzen and Fishbein (1980), intention is considered the key immediate factor in the 
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relationship between attitude and behaviour, and is appropriate to test consumers‘ behaviour. 

Repurchase intention are mainly influenced by the initial use/ purchase experience. Online 

repurchase intention is a construct that combines consumer behaviour and marketing theory. In 

this construct, the customer is not only an e-commercial website user, but is also a consumer. 

The goal of this study is to understand the importance and differences between the hedonic 

factors affecting customers‘ repurchase intention of using the internet to purchase products or 

services. Online customer retention is a hot issue in online marketing areas. Repurchase intention 

is a noteworthy post-purchase behaviour in online shopping. It helps in shaping the consumer 

behaviour resulting out of hedonic shopping values. In this research, six items scale for repurchase 

intention was adopted from Khalifa and Liu (2007) and Zhou et al (2009) whose alpha coefficient 

was more than 0.84. Hence, it proves to be applicable to this study. The study also studies the 

relationship between the demographics like sex and marital status and the repurchase intention. 

Research Methodology 

Data Collection 

 The primary data was collected using the questionnaire method. Questionnaire is the method 

of obtaining specific information about a defined problem so that the data analysis and 

interpretation result in a better appreciation of the problem. The secondary data was collected 

by reviewing various articles, previous relevant research papers, journals, websites, and 

magazines. 

Scaling Technique 

 The scaling tool adopted for this study for data analysis is a 5 Point Likert Scale (1 = Strongly 

Disagree, 2 = Disagree, 3 = Neither Agree nor Disagree, 4 = Agree, 5 = Strongly Agree). The Likert 

scale is commonly used for questionnaires, and is mostly used in survey research. Our research 

study is also survey based, so it would be easy for to interpret the analysis. 

Area of the study 

 This research on online shopping finds relevance to the Indian context based on the unique 

demography of India that characterizes diversified culture. It encourages different companies in 

bringing in variety of products, targeting different consumer segments. The area for this research 

is restricted to Chennai City which is the largest metropolitan city of southern India and the 

capital of Tamil Nadu. 

Sample Design 

 The study collected a sample size of 605. Data collection was carried out during the months of 

February to July, 2014 in and around Chennai city among consumers who had prior online 

shopping experience. Judgement sampling technique was used, since the questionnaire was 

administered to online consumers based on the researcher‘s judgment. The raw data from the 

questionnaire undergo preliminary preparation before they are analysed using statistical 

technique. 

Tools for Analysis 

 The collected data was cleaned and screened for missing values and entered in an excel 

sheet. Then the data was exported to IBM SPSS Version 21 for analysis. The Cronbach‘s Alpha 

values for the reliability of the scale items of the variables is presented. T- Test and multiple 

regression analysis (step-wise) were conducted to draw inference from the data. 
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Analysis and Findings 

Cronbach’s Alpha 

 The questionnaire consists of a total of 28 statements. Twenty two items pertains to the six 

dimensions of the independent variable, hedonic shopping values and six items representing 

repurchase intention. The Cronbach‘s Alpha values for the variables in the study are depicted in 

the table given below. 

 Cronbach‘s Alpha is a reliability coefficient that measures the consistency of the scale, where 

the values should range from 0 to 1. Hair et al, (2006) has suggested that any value above 0.7 is 

ideal to confirm the significant reliability. Coefficient alpha values for the two variables in study 

were all within the range of 0.83 and 0.91 (see Table 1 below) exhibiting good reliability of the 

constructs. 

 

   Table 1: Coefficient Alpha Values 

Source: Primary Data 

T- Test 

 Independent samples t - 
test with Levene‘s test for 
equality of variances is used 
for the study. Babbie, Halley 
and Zaino (2000) summarize 
the essence of t test as the 
examination of the 
distribution of the values on 
one variable among two 
different categories of another 

variable thereby calculating the probability that the observed difference in mean results from 
sampling error alone. 
 

Table 2: Independent Samples t - Test results for male and female respondents with respect 

to repurchase intention 

Variable 

Sex 

t – Value Male Female 

Mean SD Mean SD 

Repurchase Intention 20.69 4.42 19.25 5.50 3.550** 

  Note: *** p< 0.001, ** p< 0.01 

 

Table 3: Independent Samples t - Test results for respondents’ marital status with respect to 

repurchase intention 

Variable 

Marital Status 

t – Value Single Married 

Mean SD Mean SD 

Repurchase Intention 19.17 5.25 20.69 4.71 3.764** 

  Note: *** p< 0.001, ** p< 0.01 

 The t-value for repurchase intention is 3.550 in the first t-test (see Table 2) and it is 

statistically significant. The values of mean for male category is 20.69 and that for female 

category is 19.25 implying that male respondents have higher influence. Meanwhile, the standard 

deviation (SD) values are 4.42 in male category and 5.50 in the female category with the 

Variables in the Study 
Cronbach’s 

alpha 

Independent Variable – Hedonic Shopping Values  

1. Adventure Shopping 0.885 

2. Value Shopping 0.837 

3. Idea Shopping 0.850 

4. Role Shopping 0.914 

5. Social Shopping 0.911 

6. Gratification Shopping 0.904 

Dependent Variable – Repurchase Intention 0.843 
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corresponding t value i.e., 3.550, p = 0.000. It means that both the gender groups have high 

influence on repurchase intention.  

 In the second t-test (see Table 3), the t-value for repurchase intention is 3.764 and it is 

statistically significant. The values of mean for single respondents is 19.17 and that for married 

respondents is 20.69 inferring that married respondents have higher influence on repurchase 

intention. But, the standard deviation (SD) values are 5.25 for single respondents and 4.71 for 

married respondents with the corresponding t value i.e., 3.764, p = 0.000. It means that both the 

single and married respondents have high influence on repurchase intention.  

 

Multiple Regression Analysis 

 A step - wise multiple regression analysis was conducted by taking repurchase intention as the 

dependent variable and adventure shopping, value shopping, idea shopping, role shopping, social 

shopping and gratification shopping which are the factors of hedonic shopping values as 

independent variables (shown in the Table 2). A mean score has been taken, as all the constructs 

achieved good reliability. Cronbach‘s Alpha values were all greater than 0.8. It is found that the 

R2value is 0.438 which signifies the existence of 43.8% variance with the corresponding adjusted 

R2 value 0.433. The overall results of regression fit ascertain that the F value 77.723 is 

statistically significant at 1% level. Therefore, it can be concluded that the independent variables 

of hedonic shopping values are highly significant and influence the repurchase intention of online 

shoppers. The t-values of adventure shopping (1.115), value shopping (1.615), idea shopping 

(0.356), role shopping (8.307), social shopping (3.365), and gratification shopping (0.920) are also 

found to be statistically significant. Hence, it can be concluded that there is a positive 

relationship between the dimensions of hedonic shopping value and repurchase intentions. In 

addition, the results also reveal that role shopping is the key influential variable having the 

highest beta co-efficient (0.359) which correlates the same on viewing the corresponding t value 

followed by the social shopping (0.195). These two variables are responsible for determining the 

repurchase intention according to this part of the analysis. 

 

Discussion 

 The findings of the above study show that the hedonic shopping values have high influence on 

the repurchase intention of online shopping. From the multiple regression analysis, we also 

inferred that role shopping and social shopping variables of the independent variable have key 

influence on repurchase intention. Role shopping means the enjoyment derived out of shopping 

for others. When people shop for others they are careful in their choices and it gives them 

satisfaction that they are helping out their friends and hence it proves to be a pleasant 

experience and this encourages the online consumer to return to online again. Social shopping is 

the happiness that results by shopping with family and friends. Social interaction and relationship 

with family has always been important for consumers while shopping. This proves to be true in the 

present study also. The joy of involving and shopping together with family and friends online 

inspires the consumer to continue using online shopping regularly. It is also inferred from the 

analysis that the male and female respondents have high influence in repurchase intention. Also 

the single and married respondents have high influence on the repurchase intention. 
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Conclusion 

 Today, many customers across the world have adopted the online shopping method. Due to 

the attraction and the fact that it is convenient, competition is growing rapidly in this new format 

of shopping. In order to be fruitful in online marketing, the online vendors must increase the 

hedonic value of the sites and escalate the level of perceived security in online shopping. By 

increasing the hedonic value, the marketers will be able to attract customers to choose online 

stores over brick stores. This will also encourage them to use online shopping regularly and 

improve repurchase intention behaviour. By refining the security provisions, the e-retailers will be 

able to diminish the risks perceived by the consumers in online shopping. It is evident from this 

study that people of both sex and marital status are attracted to online shopping and hence the 

marketers have scope to attract consumers of all demographics towards online shopping. And a 

little effort from their ends, will ensure positive repurchase intention of the consumers. 
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Abstract 

 Any organization that does not take recruitment 
seriously is cutting its own throat. It must be a top 
priority for any business. Online recruiting or E-
Recruitment is being widely used in these days. 
Internet in these days becomes a primary means for 
employers to search for job candidates and for 
applicants to look for job. The purpose of the study 
is to find the most common practices used for online 
recruitment, ways to increase the effectiveness of 
the recruitment process and the key factors that 
affect applicants‟ attraction to organizations. In 
order to explore the best practices in the talent e-

recruitment worldwide, exploratory research 
method is followed by extensive literature survey. 
The study concluded that with the emergence of 
change, the human resources recruitment practices 
change. For the effective and efficient recruitment 
and retention process, organizations should update 
its practices in line with the changes emerging at 
global level. 
 Key words: HRM, e-HRM, e-Recruitment, 
Personnel, Traditional, Innovation, Internet, 
Technology. 

 

Introduction: The Recruitment 

 The success of any organization in a knowledge-based economy is increasingly dependent 

upon the quality of the people they are able to attract, recruit and retain. Yet, it is only recently 

that the crucial role the recruiting industry plays in enabling businesses to secure this important 

competitive advantage is becoming recognized and the management of talent being seen as an 

important professional discipline. ‗Any organization that does not take recruitment seriously is 

cutting its own throat. It must be a top priority for any business,‘ says Steve Crabb, Managing 

Editor of Personnel Today magazine. Yet recruitment continues, for the most part, to be carried 

out in an ad hoc manner with little emphasis on the importance of developing a recruitment 

strategy and skilling-up recruiters, either internal or external, to deliver this crucial competitive 

advantage. As recruitment becomes ever more important for a business to achieve its corporate 

objectives, recruiters must continue to raise their game, delivering new and innovative solutions, 

but also just doing their job really well and professionally and achieving the results needed for 

their clients. 

Traditional to Technological 

 Technology is everywhere in our world. We see it every day in activities such as banking, 

shopping, flying, entertainment, or communicating. We live with technology and we are 

surrounded by it. We cannot escape its influence and how it shapes our lives. But work 

organizations are also as dependent on technology as we all are for our daily activities. 

Organizations use technology for manufacturing, sales, production, marketing and, yes, for human 

resources actions and interventions.  
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HRM to e-HRM 

 Over the past years, HR processes and procedures have been supported by everything from 

complicated file-folder systems to automation, going from usage of multiple systems and 

databases to a single version of the truth with comprehensive HRMS. Now companies are not only 

leveraging technology to support the function of the HR department, but they are also leveraging 

human capital technologies for use by everyone in the business. Human Resources Management as 

a function has evolved into human capital management (HCM). Where HR was the responsibility of 

a centralized, or sometimes decentralized, department, HCM is the job of everyone in the 

business, from employees to executives. 

Objectives of the Study 

The purpose of the study is to find:  

1. The most common practices used for online recruitment 

2. Ways to increase the effectiveness of the recruitment process and  

3. The key factors that affect applicants’ attraction to organizations. 

Study Methodology 

 In order to explore the best practices in the talent e-recruitment worldwide, exploratory 

research method is followed by extensive literature survey. 

Literature Review 

 Dianna L. Stone, Kimberly M. Lukaszewski & Linda C. Isenhour illustrated that given the 

increased use of e-recruiting systems in organizations, the impact of online recruiting systems on 

applicants’ attraction to organizations is considered and reviewed the existing research on the 

effectiveness of these systems. In addition, a number of research-based guidelines are offered 

that may help HR professionals enhance the acceptance of e-recruiting systems, ensure they are 

ethical, and increase the extent to which they support the firm’s strategic goals. It is clear that 

HR professionals should be actively involved in decisions regarding the purchase and development 

of e-recruiting systems so that these systems will meet their intended objectives. 

 Jonas F. Puck & Anda Paul illustrate that both internal and external recruiting can be 

beneficial and increase the efficiency of recruiting. While the first is especially beneficial for 

larger companies since they can reap scale effects, the latter is of higher importance for smaller 

companies. Future developments will most probably include a focus on the quality of information 

rather than on quantity. 

 In Lee classified the various e-recruiting sources and analyzed the content of the Fortune 100 

companies’ corporate career Web sites: (1) General Purpose Job Board, (2) Niche Job Board, (3) 

E-Recruiting Application Service Provider, (4) Hybrid (Online And Off-Line) Recruiting Service 

Provider, (5) E-Recruiting Consortium, And (6) Corporate Career Web Site.  

 Among them, the corporate career Web site is the most popular recruiting method used by 

the Fortune 100 companies. It is expected that with the growth of Internet users and advances in 

e-recruiting technologies, the deployment of the corporate career Web site will increase. 

 Ian Williamson and Jeffrey Robinson illustrated that the temporary agency may be a promising 

recruitment tool for micro-sized small firms when they want to increase the number of 

applicants. Micro-sized small firms that are entering a growth period may find this type of broker 

to be especially useful. However, it is important to note that managers should consider the cost 

associated with this strategy when determining the overall benefits of using temporary agencies. 
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E-HRM Tools for Managing Human Resources in Organizations 

 E-Recruitment: Online recruiting or E-Recruitment is being widely used in these days. Internet 

in these days becomes a primary means for employers to search for job candidates and for 

applicants to look for job. E-Recruiting methods are Job boards, Carriers, Professionals, Websites, 

and Employer Websites. 

 E- Employee Profile: The E-Employee Profile is web application provides a platform to access 

the employee contact information and provides a comprehensive employee database solution, 

simplifying HR management and team building. E-Employee profile maintenance lies with the 

individual employee of the organization, the manager and the database manager.  

E-Employee profile contains the following: 

 Certification, Award, Membership, Education, Past Work Experience, Assignment Skills of 

employees , Competency, Employee Assignment Rules, Employee Availability, Job information, 

Sensitive job Information, Employee Exception Hours, Calendar Administration, Employee Locator 

Employee Utilization, Employee tools, Service Details, Calendar. 

 E-Selection: E-selection includes such activities like web based testing, face to face 

interaction and interviewing and job offering. The purpose of e-selection is mainly to achieve cost 

reduction, maximum utilization of human capital and sustainability. 

 E-Learning: E-Learning refers to use of internet or an organizational intranet to conduct 

training online. It includes the delivery of content via Internet, intranet/extranet (LAN/WAN), 

audio-and videotape, satellite broadcast, interactive TV, CD – Rom are used for knowledge 

formation, management and transfer. 

 E-Performance Management System: A web-based appraisal system can be defined as the 

system which uses the web (intranet and internet) to effectively evaluate the expertise, 

awareness and the performance of the employees.  

 E-Compensation: E-compensation represents a web- enabled approach to an array of 

compensation tools that enables an organization to collect, store, manipulate, evaluate, utilize 

and distribute compensation and data and information. All companies whether small or large must 

engage in compensation planning.  

  

E Recruitment 

 Organizations have long been concerned with attracting and retaining highly talented 

employees. The primary reason for this is that they depend on the skills and talents of their 

workforce to compete in an ever-changing global environment. In order to facilitate the 

recruitment process, organizations are increasingly using electronic human resources (eHR) 

systems, including web-based job sites, portals, and kiosks to attract job applicants. Currently, e-

recruiting is one of the most successful e-commerce applications as a method for quickly reaching 

a large pool of the potential job seekers. The capability of advanced e-recruiting tools has 

enabled recruiters to quickly identify and hire qualified candidates, and to build ongoing 

relationships with prospective employees. 

E Recruitment Practices 

1: Organizations that are well-known or have prominent reputations benefit more from online 

recruiting than those that are not well-known. 

2:  Organizations use e-recruiting as one source of applicants, but not as the only source for 

recruiting applicants. 
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3:  Organizations capitalize on the strengths of e-recruiting and use it when large numbers of 

candidates are needed or when they are searching for individuals in high-level jobs requiring 

fairly high education levels.  

 In addition, they use e-recruiting to target candidates in specific labor markets, including 

those in high-technology jobs and students who are searching for part-time employment or 

full-time jobs right out of college. 

4:  Organizations recognize that e-recruiting is not the preferred source for most job applicants 

and does not always reach the types of applicants that can help the organization meet its 

goals. Thus, organizations are aware that e-recruiting does not attract the most qualified job 

applicants, is not particularly effective for reaching minority candidates, and actually more 

attractive to individuals with unfavorable rather than favorable backgrounds (those who 

switch jobs frequently). 

5:  Organizations ensure that their websites are designed to be easy to use, simple to navigate, 

and focus on attracting candidates rather than screening them for jobs. 

6:  Organizations develop online screening systems based on job analyses and ensure that the 

inferences made from these systems are reliable and valid. 

7:  Organizations develop e-recruiting systems that provide applicants with information about the 

unique characteristics of the organization and ensure they are given a realistic preview of the 

firm. 

8:  Organizations use websites to promote values that will be attractive to most new employees 

rather than just select those that fit with the traditional culture. 

9:  Employers ensure that e-recruiting systems are not adopted as a fad, but are used to enhance 

applicants‘ attraction to organizations or increase the number of successful placements made. 

10:  Organizations ensure that e-recruiting systems are aligned with the strategic goals of the firm 

and allow them to attract the types of individuals who can help them meet their strategic 

objectives. 

11:  Organizations regularly collect feedback from job applicants about the types of implicit or 

explicit messages that are conveyed about the climate of the organization on the company‘s 

website. 

12: Organizations develop e-recruiting systems that are culturally sensitive and include special 

features (for example, use of multiple languages, alternative system designs) for attracting 

applicants from diverse cultural backgrounds. 

13: Organizations develop simple e-recruiting systems that can easily be used by individuals with 

all educational levels and that are sensitive to those who have high levels of computer anxiety 

or low levels of computer self-efficacy. 

14: Organizations recognize that online recruitment systems may have an adverse impact on 

members of some protected groups and regularly assess the degree to which these systems 

are in compliance with civil rights laws. 

15: Organizations design e-recruiting systems so that they attract and accommodate the needs of 

ethnic minorities and individuals with disabilities. 

16: Organizations recognize that online recruitment systems have the potential to invade 

applicants‘ privacy, and therefore should develop privacy protection policies that:  

(a) Restrict access to data, (b) Restrict disclosure of data, and (c) Ensure that only job-relevant 

data are collected for decision making purposes. 
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Suggestions 

The most common practices used for online recruitment involve:  

1. Adding recruitment pages to existing organizational websites,  

2. Using specialized recruitment websites (for example, job portals, online job boards),  

3. Developing interactive tools for processing applications (for example, online applications, 

email auto responding), and  

4. Using online screening techniques (for example, keyword systems, online interviews, or 

personality assessment).  

These systems may also increase the effectiveness of the recruitment process by:  

1. Reaching large numbers of qualified applicants, including those in international labor 

markets, 

2. Reducing recruitment costs, 

3. Decreasing cycle time,  

4. Streamlining burdensome administrative processes, and  

5. Enabling the organization to evaluate the success of its recruitment strategy. 

Four key factors affect applicants‟ attraction to organizations, including:  

1. Recruiter characteristics, 

2. Source characteristics,  

3. Administrative policies and practices, and  

4. Vacancy characteristics. 

Conclusion 

 E-Recruitment is an easiest and convincing way to hire people from any part of the world and 

promotes opportunity, it benefits the company to be recognised globally, E-HRM helps in 

conveying any kind of HR policies, training program, and pay slip sheets easily. E-HRM is based on 

more systematic & technology theorem, which helps the HR department to scrutinize employee 

performance carefully & accurately. With the emergence of change, the human resources 

recruitment practices change. For the effective and efficient recruitment and retention process, 

organizations should update its practices in line with the changes emerging at global level. 
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Abstract 

 Since the economic liberalization there has 
been a substantial growth in the volume of trade in 
stock exchanges which is evident in the rise in the 
stock indices. The growth in stock market operations 
has been largely on account of an increase in 
number of investment avenues available for retail 
investors matching to their risk appetite and 
thereby increased participation of investors in stock 
market operations. The primary objective of 
investors is to earn optimum returns out of their 
investments however, expected rate of return 
differs depending on the market knowledge, risk 

perception of different factors and the risk taking 
ability of the individual investor. The present paper 
attempts to study the perception of brokers 
regarding factors effecting stock prices in India and 
thereby influencing their investment decisions. The 
study has used factor analysis to categorize the 
major influencers of investment decisions of the 
stock brokers and has identified seven factors 
guiding their investment decisions. 
 Key Words: Investment decision, Investors 
optimism, Risk appetite, Investor‟s behavior, 
Investment benefits, Liquidity, Profitability 

 
Introduction 

 Over past two decades, the robust growth rates, increasing income levels and booming stock 

markets have led to more and more numbers of high net worth investors (HNIs) in India. It has 

reflected in involvement of higher number of investors in sock markets. However, the investment 

behavior of all the investors has not been guided by same set of rational assumptions. The 

investors with higher risk appetite want to experiment and try new and exotic products in the 

name of diversification while small investors have been more inclined towards less risky 

investments which are consistent in returns. The investment decision of investors is guided by 

expected returns and their perception of risk associated with the investment options. Economic 

theory on investment decisions explains the investment decision of the individual in terms of 

macroeconomic aggregate. According to the inter-temporal utility theory individuals maximize 

their utility based on classic wealth criteria making a choice between consumption and 

investment through time. However, some empirical studies conducted in the 1970s focused on the 

individuals rather than aggregate investor profiles. During the same period, the discipline of 

behavioral finance focused on investigating investment choices under conditions of uncertainty. 

Research in Behavioral finance revealed six primary theoretical streams, namely Prospect Theory, 

Regret Aversion, Self-Control, Emotions, Social Interaction and Overconfidence. Each of these 

research streams captured and analyzed behavioral attributes of individual investors. 

 The stream of behavioral finance assumes that information structure and the characteristics 

of market participants systematically influence individuals‘ investment decisions as well as 

market outcomes. According to it investor market behavior derives from psychological principles 
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of decision making to explain why people buy or sell stocks. In this context the present study aims 

at identifying the leading factors determining the perception of stock prices and thereby 

influencing investment behavior of stock brokers. 

 

Literature Review 

 It is assumed that individuals behave rationally in the matters involving money. However, the 

return on trade and investments made in stock markets are found to be beyond the usual frame of 

rationality. The economists, statisticians, and teachers of finance have been interested in 

developing and testing models (Fama, 1965) which would explain changes in stock prices.  

The relationship of stock returns and fundamental variables has been extensively studied through 

decades. There is a large amount of evidence that short and long-horizon stock price changes, and 

so returns, are dependent on fundamental variables such as dividend yields. Other studies have 

found that stock returns are predictable from a whole set of economic variables such as monetary 

and fiscal policies, interest rates, inflation, the economic and external events, business cycles, 

technical factors, etc. 

 Forecasting of share prices is a difficult task because of uncertainty regarding prevailing 

conditions in the market and varied expectations of the persons dealing in the market. The 

conditions prevailing and investor expectations have a direct relationship with factors responsible 

for such fluctuations in share prices. Market performances are only driven by data; but they are 

also a trade-off between producer and consumer (Scott, 2006). Markets are influenced by various 

factors like rising investor confidence, further simulated by soaring corporate profits and fresh 

market opportunities, further made possible by Global perspective and the advent of internet, 

due to which major stock markets have seen unprecedented growth (Kollmeyer, 2001). As per 

Bouchaud and Cont, 1998, fluctuations in stock markets exhibit diverse statistical peculiarities 

which require proper interpretations. Various studies have focused on different factors that affect 

price volatility in stock markets. Some studies have found that stock market fluctuations majorly 

depend on the economic data and daily news items which directly or indirectly effects the 

economy. A survey on UK market conducted by Lee et. al., 2002, has shown a potential 

correlation between economic news and the stock market 

 Paulo and Pensiri (2002) studied economic news and market correlation and found that stock 

market has been influenced by entirety of factors, which roughly could be divided into various 

groups such as macroeconomic variables as foreign direct investment, state budget revenue and 

expenditure, gross domestic product, price index of consumer goods and services, money in a 

broad sense, average profitability of governmental bonds and inflation. Similarly, Reilly and 

Brown (2003) found that stock prices reflect expectations of earnings, dividends, and interest 

rates. As investors attempt to estimate these future variables, their stock price decisions reflect 

expectations for future economic activity, not current activity. Numerous studies have analyzed 

existence of the relationship between money supply and stock price changes. Special attention 

was paid to determination of whether changes in money supply precede changes in stock prices. 

Results of such researches tend to change from time to time Reilly and Brown, (2003). Various 

studies supported the view that there is a strong leading relationship between changes in money 

supply and stock prices. Such results implied that changes in the growth rate of the money supply 

could serve as a leading indicator of stock price changes (Reilly and Brown, 2003). Cleary (2001) 

found that the two most important tools of fiscal policy namely, levels of government 
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expenditures and taxation had a simulative effect on the economy generally or specific segments 

of it and share prices; while a cutback in spending has the opposite effect. Conversely, tax 

increases dampen consumer spending and business profitability, while tax cuts spur the economy 

and boost profits and common share prices. Downs and Hendershot (1987) analyze impact of the 

Tax Reform Act of 1986 on stock prices. This act cuts the corporate tax rate, eliminates the 

investment tax credit and lengthens tax depreciation on structures. Authors find that, these 

changes should raise equity  

 Values by 10 to 13 percent. The rise in stock prices follows from the heavier taxation of new 

capital and the resulting rise in returns on existing capital. (Downs et al., 1987). 

 Darrat (2010) considers the possibility of changes in fiscal policy (government debt) to exert 

important effect on stock market and equity returns. In his survey Darrat measures fiscal policy by 

the real market value of privately held federal debt scaled by potential GNP. His empirical results 

indicate that fiscal policy plays an important role in determining stock prices in the United States. 

Specifically, the results show, that changes in the stance of fiscal policy have significant effect on 

changes in aggregate stock prices during the estimation period. He claims that the stock market 

can be seen as an important channel ―transmitting the influence of fiscal policy to the real side of 

the economy‖. As reflected in the major averages it is apparent that the general market, impacts 

more than half of a stock‘s price, while earnings account for most of the rest (Andrews, 2004). 

Keeping this in the mind, it is cheaper for companies to finance projects and operations that are 

funded through borrowing as stock prices should rise with falling interest rates because it 

becomes cheaper. The perceived value of a stock increases when lower borrowing costs allow 

higher earnings. Stocks, commodities and existing bond prices tend to rise in a falling interest 

rate environment. Relationship between interest rates and bond prices is inverse, i.e., an 

increase in interest rates will cause a decline in bond prices and a decline in interest rates will 

raise bond prices. Many authors accentuate the depressing effect of inflation on stock prices 

(Cleary, 2011), as inflationary price pressures create widespread uncertainty and lack of 

confidence in the future. These factors tend to lower corporate profits. Consequently, lower 

corporate profitability as a result of inflation makes common shares less attractive to investors. 

As in the case of stocks, inflation causes bond markets to perform poorly. Inflation causes growth 

of interest rates, and hence bond prices fall. Anticipated rise in interest rates in an inflationary 

environment result in the fall of both stock and bond prices (Andrews, 2014) 

 Notably, the actual relationship between inflation, interest rates, and stock prices is an 

empirical question and the effect varies over time. Therefore, although there has generally been 

a significant negative relationship between inflation, interest rates, and the returns on stock, this 

is not always true. In addition, even when it is true for the most of the market, certain industries 

may have earnings, cash flows, and dividends that react positively to inflation and interest rate 

changes. In such an instance, their stock prices would be positively correlated with inflation and 

interest rates (Reilly and Brown,2013). The health of the economy has a fundamental influence on 

share prices because it is ultimately responsible for driving company profits. Broadly speaking, if 

the economy is growing, company profits improve and shares will become more highly valued. If 

the economy is weakening, company profits will fall and share prices will go down (London Stock 

Exchange, 2015). 

 Not much work on impact of macro-economic factors influencing price volatility of stock 

market has been done in the Indian context. The post liberalization era of the Indian economy has 
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seen a lot of price volatility and price sensitivity. Subsequent to the economic reforms of July 

1991, Indian stock markets have been progressively integrated with the other developed markets 

across the world. Due to foreign institutional intervention and investing pattern in the domestic 

market since 1993, India has now become vulnerable to the fluctuations happening at the global 

level. In order to meet the dynamic demands of modern day finance the Indian stock market has 

revamped and had undergone sea changes like developing a full-fledged derivatives market for 

futures and options. Indian stock markets, particularly the BSE, have observed many booms and 

busts and battered several crises during the last decade. (BSE30) which is considered to be the 

indicator of the Indian economy has exhibited relatively higher volatility during the post reforms 

period. In the past decade Indian stock market had witnessed two major scams leaving an adverse 

impact on the market; sensex has also witnessed reoccurrence of financial irregularities. 

 A major institutional development has been the setting up of the National Stock Exchange 

(NSE). Shah and Thomas (2011) summarize that, “NSE seems to have generated a dynamic process 

of change in the securities industry. It directly spawned new institutions (the Clearing Corporation 

and depository) and played a vital role in injecting new ideas into the securities markets (such as 

derivatives trading). Through competitive pressure, and by being a role model, it indirectly 

helped accelerate the process of change in other exchanges in the country. Thus NSE’s overall 

importance in the reforms process on the equity market has been quite considerable.” The 

increased exposure to foreign investors and foreign stock markets has greatly increased the price 

volatility in Indian markets. Price volatility is a rate at which the price of a security increases or 

decreases for a given set of returns. It therefore, becomes important to study the possible factors 

that influence stock prices in the Indian context. The present paper is an attempt to identify the 

factors that affect price volatility in the Indian stock market by studying the perception of stock 

brokers. 

Methodology 

 The present study is an empirical investigation and aims to determine broker’s perception 

about the factors that influence their decision of investment in various stocks. The research is 

descriptive in nature. 

The sample 

 The target population was share brokers in the Indian stock market. The brokers were 

residents of Telangana and Andhra Pradesh States. The sample consisted of 70 stock brokers.100 

brokers were personally contacted during the research however the complete data could be 

obtained only from 70 brokers. 

The tools 

 For Data Collection: A self-developed questionnaire was used for the purpose of the study. 

The questionnaire consisted of a five point likert scale which comprised of 40 items. For Data 

Analysis: For ensuring the validity of the scale and reliability of the scale item to total correlation 

and factor analysis was used. Item to total correlation saw 24 items to be significantly correlated 

at 0.05 level of significance and 16 items were dropped. This finally left 26 items in the scale 

which was administered to the sample. For further analyzing the data factor analysis was used. 

Varimax Rotated factor matrix with principal component method was used. The data was 

analyzed using the 14.0 version of SPSS 
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Results 

FactorsAffecting Volatility ofStockPrices 

FactorDescription Variable load Totalfactor load 
 

Variance (%) 

Economic Environment    

Increase indemand ofproductsand services .906   

Increase insupplyofproductsand services .906   

Robustfinancialsystem .903   

Price/EarningsRatioofcompany .78   

Time ofharvest .772   

NaturalCalamity– Otherthan India .712   

EPS of company .68   

NaturalCalamity– InIndia .649   

MarketCapitalization .592   

PostannouncementofBudget .56   

Fluctuationofforeign sharemarket .49   

Pre-announcementofBudget .48 8.40 29.2 

GDPand GovernmentPolicies    

Growthin GDP .79   

Inflation .63   

Governmentpolices offinancialservices .56   

Liquidityin Economy .54 2.52 13.3 

Foreign Tradeand Investment    

Balance ofpayment .88   

Lucrativenessofotherinvestmentavenue .79   

Policies ofSEBI .54 2.21 9.7 

Disclosures    

Transparencyin system .54   

Disinvestments ofPSU .53 1.07 8.1 

Seasonaleffect    

Effectofmonsoon .59 .59 6.9 

Asymmetry inInformation    

InsiderTrading .56 .56 5.6 

Liberalization    

Currentaccountconvertibility .44 .44 4.8 

There are seven factors, which have been identified; which affect fluctuation in stock prices - 

 FACTOR 1: Economic Environment: Its factor load is 8.4. The factor includes variables like 

Increase in demand and supply of products and services with a load of 0.90, Increase in supply of 

products and services with a factor load of 0.90, robust financial system with a factor load of 

0.90, PE Ratio of the company with a factor load of 0.78, Time of harvest with load of 0.77, 

Natural calamities abroad with a factor load of 0.71, EPS of the company with a factor load of 

0.68, Natural calamity in India with a factor load of 0.64, Market capitalization with a factor load 

of 0.59, Post - Announcement of budget with a factor load of 0.56, fluctuation of foreign share 

market with a factor load of 0.49 and pre announcement of budget with a factor load of 0.48. The 

factor accounted for 29.2 percent of the total variance. 

 FACTOR 2: GDP and Government policies: The factor has a load of 2.52. The variables in this 
factor are growth in GDP with a load of 0.79; Inflation with a load of .63 government polices with 
a load of 0.56 and Liquidity in economy with load of 0.54 and accounts for 13.3 percent of the 
total variance 
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 FACTOR 3: Foreign trade and Investments is the next set of predictors, which are affecting 

the share market. The factor has a load of 2.21. It includes Balance of payments with a load of 

0.88, profitability of investment avenues with a load of 0.79 and policies of SEBI with a load of 

0.54. The factor covers 9.7 percent of the total variance. 

 FACTOR 4: Disclosures is the fourth factor which has a load of 1.07. It includes variables such 

as Transparency in system with a load of 0.54 and Disinvestments of PSU with a load of 0.53. The 

factor covers 8.1 percent of the total variance. 

 FACTOR 5: Seasonal Effect is fifth factor with a load of 0.59 and includes the variable of 

Effect of monsoon with a load of 0.59. The factor accounts for 6.9 percent of the total variance. 

 FACTOR 6: Asymmetry in Information is the sixth factor with factor load of 0.56 having a 

single variable namely Insider trading it accounts for 5.6 percent of variance. 

 FACTOR 7: Liberalization is the last factor revealed by the study which consists of Current 

account convertibility with a load of 0.45 and accounts for 4.78 percent of the variance.  

 

Discussion 

 The results show that one of the predominant factors affecting stock prices is economic 

environment. These results are logical as an increase in economic development will lead to an 

increase in demand for goods and services which will lead to higher profits for companies, better 

price earnings ratios which investors will discount into stock prices. This will increase investor 

expectation and perception of company‘s performance which in turn will be reflected in higher 

share prices. Similar, empirical analysis of national stock market, concentrated on the impact of 

country‘s economic development on stock prices of Telangana and AP companies proved the 

existence of relationship between stock prices, represented by BSE stock Index and economic 

activity. The study also highlighted the influencing macroeconomic variables to be: foreign direct 

investment, state budget revenue, state budget expenditure, gross domestic product, price index 

of consumer goods and services, money supply, average profitability of governmental bonds and 

inflation. 

 Similar studies have also shown that stock prices reflect expectations of earnings, dividends, 

and interest rates. As investors attempt to estimate these future variables, their stock price 

decisions reflect expectations for future economic activity. The price earning of a company was 

also seen to directly affect the stock prices. This is supported by the Efficient Market Hypothesis 

(EMH) which is based on assumption that large numbers of rational, profit-seeking investors in the 

marketplace which react quickly to the release of new information. As new information about 

stocks appears, investors reassess the intrinsic value of stock and adjust the price accordingly. 

Therefore, at any point in time a stock price is an unbiased reflection of all available information 

and represents the best estimate of the stock‘s true value. Reilly and Brown, (2013) have also 

shown that the economy and the stock market have a strong, consistent relationship. For many 

years economists, statisticians, and teachers of finance have been interested in developing and 

testing models (Fama, 1965) which would explain changes in stock prices. There is a large amount 

of evidence that short and long-horizon stock price changes, and so returns, are dependent on 

fundamental variables such as dividend yields. Other studies have found that stock returns are 

predictable from a whole set of economic variables such as monetary and fiscal policies, interest 

rates, inflation, the economic and external events, business cycles, technical factors, etc. 
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 Zuckerman (2009) studied market efficiency to examine the response of stock prices to fiscal 

and monetary policy pronouncements, changes in industrial policy, changes in administered price 

policy, and changes in exchange rate policies of a particular industry or a group of firms, such as 

export- oriented firms and FERA companies. Concerned with the fiscal and monetary policy 

pronouncements, it has been found that Union budgets were associated with increases in 

volatility, whereas half-yearly credit policy announcements had no impact on the market 

movements. Chaturvedi (2010) worked on the share price behavior in relation to P/E ratios in the 

pre- and post- announcement period of 90 stocks listed on the Bombay Stock Exchange (BSE). It 

has also been observed that two-third of the post-announcement cumulative abnormal returns 

were observed to occur in the control period +21 days to 40 days, implying that stock prices do 

not adjust rapidly to the P/E information. Gupta and Yuan (2013) studied the market efficiency to 

examine the semi-strong form of efficient market hypothesis with the help of selected accounting 

variables and macroeconomic variables. It was observed that the dividend per share was positively 

and significantly related to the share prices. However, the return on equity did not show a 

significant influence but the growth in price-earnings ratio showed little evidence. Likewise, the 

growth in earning per share and leverage had negligible influence in explaining the share prices. 

 The second factor found to influence stock prices as perceived by stock brokers was GDP and 

Government policies. These findings are supported by Darrat, 2010. He considers the possibility of 

changes in fiscal policy (government debt) to exert important effect on stock market and equity 

returns. In his survey he measured fiscal policy by the real market value of privately held federal 

debt scaled by potential GNP. His empirical results indicate that fiscal policy plays an important 

role in determining stock prices in the United States. Specifically the results show, that changes 

in the stance of fiscal policy have significant effect on changes in aggregate stock prices during 

the estimation period. 

 Other important factor is economic stability, expansion of economy will create new demands 

for financial services, and such increase in demand will exert pressure for establishing larger and 

more sophisticated financial intention to satisfy the new demand for these services. In the 

context of share market development, financial and economic policies seems to be an important 

factor, which comes under regulatory framework, Levine and Zervous (1998) found stock market 

become larger, more liquid and more internationally integrated following liberalization of 

restrictions on capital and dividends flow. Thus, liquidity directly affects stock process. 

 The third factor affecting stock price volatility was foreign trade and investment. This is 

supported by a study of the Kuwait market which saw that. During 2005 Kuwait stock exchange for 

the surge of the regional stock markets. The most important is the region‘s strong economic 

performance fueled by higher oil prices, lower interest rates and general decline in regional 

uncertainness following the end of the war on Iraq. In addition, strong oil revenues in Kuwait 

usually lead to a rise in the level of regional liquidity, through higher remittances, better export 

opportunities to the GCC markets and a surge in direct investment flows to the non- oil Arab 

countries. 

 On the regulatory front, the need for Securities Commission supervising the Kuwait stock 

exchange led the way on regulatory development of the capital markets in the region, Kuwait had 

developed a niche market Islamic products and services. The volatility of stock- market returns 

was high in Kuwait stock exchange relative to developed markets. The study further found that 

the variance of stock market excess returns varied with time was mildly persistent, leptokurtosis 
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and influenced by exogenous variables representing government market support and liberalization 

polices. The fourth factor reveled by the study was Disclosures. The transparency of the system 

was found to affect the price volatility. In a study titled motives for disclosure and non-

disclosure: a framework and review of the evidence. By: Russell et al (2006); posit that the 

primary goal of voluntary disclosure is reduction of information asymmetry (between managers 

and investors) and thereby cost of capital. The researchers assume basic or frictionless market 

where firms choose to disclose all news except worst possible outcomes. They find that market 

price volatility is influenced by disclosures. Another study by added Aktas, and Semra (2006) 

found that unexpected events can put more stress on the financial market, and market 

participants may lose their ability to asses rationally the valuation implications of event. On 

March 1, 2003 Turkish parliament rejected the highly controversial bill that allows the 

deployment of U.S Troops in Turkey. This paper investigates the pricing behavior of the Turkish 

stock market in case of a major political event that had strong economic implication for market 

participants. In response to unfavorable political events, stock prices are expected to behave 

differently in the efficient market since new information will have different economic impact on 

individual firms. 

 The fifth factor effecting stock price volatility was found to be seasonal variations specially 

monsoon. As the Indian economy depends on agriculture to up to 24% of the GDP, poor monsoons 

have a direct impact on stock prices. The market has a tendency to be weak between June and 

September when the monsoon has a say on the Indian economy. Nathan (2003) reported the effect 

of a drought would directly reflects on company earnings which may adversely affect stock prices. 

The sixth factor identified in the study was asymmetry in information. Informational efficiency of 

the market has always been an area of vital interest for financial economists. The efficient 

market hypothesis is based on the preposition that available information is reflected by stock 

prices and no investor is able to beat the market to attain abnormal returns. The time consumed 

by the market to get it adjusted to new information is the most crucial factor. If the markets 

respond instantaneously, accurately, and in an unbiased manner, it is assumed to be more 

efficient. Ball and Brown (1968) and Fama et al. (1969) were first to notice that there is a delay in 

the stock market‘s response to the events that contain relevant information. Consequently, Fama 

(1991) defined sub-efficient markets where prices may fail to fully reflect all relevant information 

because of existence of time lag between the announcement of an event and its incorporation 

into share prices. 

 The seventh factor found to affect stock volatility was liberalization policies. This finding is 

supported by Biswas, 2005 who evaluated the development and efficiency of the Indian stock 

market in the post liberalization period. The researcher found that with the implementation of 

financial liberalization in the securities market during the last decade, Indian stock market had 

graduated to a better position vis-à-vis the stock markets in developed and emerging market in 

terms of a number of parameters. On the domestic count also Indian stock market responded 

favourly with the stock market liberalization policies. The Indian market, however, plagued by 

high volatility, price manipulations and price rigging in the post-liberalization period. Having 

discussed one of the reasons of asset price fluctuations, this study concluded with some 

suggestions to arrest the volatility in the Indian stock market. 

 In a study conducted for 16 countries Levine and Zervos (1998b) found that stock markets 

become more liquid following stock market liberalizations. In a study on ADRs it was reviewed 

that ADRs a rich option for investment liberalization which lead to reduced costs of capital. 

Karolyi (1998), A study conducted by Chari and Henry (2004) exhibited that individual firms 
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experience reductions in the costs of capital post-equity market liberalization. Lins et al. (2005) 

illustrate that firms from rising markets listing in the United States are able to relax financing 

restraints. Galindo et al. (2001) explained that financial liberalization improves the effectiveness 

of capital allocation for firms in number of developing countries. Gupta and Yuan (2003) confirms 

that industries depending more on external finance experience considerably elevated growth 

following liberalization and nurture faster through the design of new plants (as a replacement for 

of investing in existing ones). Thus all these studies highlight that liberalization reduces cost of 

capital which leads to increased returns which in turn leads to higher stock prices. 

Conclusion 

 The study revealed seven external factors primarily influencing the investment decision of the 

brokers. Post liberalization the Indian stock market has been plagued by high volatility. The result 

suggests that economic environment, GDP and government policies, foreign trade and 

investments, disclosure, seasonal effect, asymmetry of information and liberalization policies of 

the government are major factors effecting stock prices. As growing economy and a booming 

stock market has become extremely attractive for small investors. The findings of the study can 

be a useful guide to understand factors contributing to stock market volatility. As brokers have 

their hand on the pulse of the market, the perception of stock brokers regarding contributors to 

price changes are most pertinent. The Indian government needs to look at various policies and 

measures it needs to adopt to enhance market efficiency. 
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Abstract 

 Investment is the process of employing funds on 
assets with the aim of earning income or capital 
appreciation. People earn more these days, but they 
do not know where, when and how to invest the 
hard earned money. The individual behavior when it 
comes to financial matters is completely different 
from other issues, this study deals with the 
preference of the IT employees when it comes to 
investing their hard earned money. The sources 
which provide information to facilitate investment 
are many but how far are the useful to the 
investors. The level of usefulness of the various 
sources is studied by collecting responses from a 

sample of 505 respondents belonging to various IT 
companies. The samples were selected using multi 
stage sampling method. A well undisguised 
structured questionnaire was prepared for this 
study. The questionnaires were emailed to the 
samples. The data thus collected was analyzed using 
simple percentage, chi square and one way ANOVA 
and it was found that newspapers were the most 
preferred source of information followed by 
TV/Radio. 
 Key Words: Investment, Capital Appreciation, 
Savings, Investment. 

 

Introduction  

 Savings and investments form an important part of the economy of any nation. With the 

savings invested in various options available to the people, the money acts as the driver for the 

growth of the country. Indian financial scene also presents a plethora of avenues to the investors. 

Though certainly not the best or the deepest markets in the entire Universe still it holds good for 

every ordinary man to invest his savings from time to time.  Every investor decides to invest or 

not to invest based on the information available to him and the information available to him is 

from one or more sources, the information provided by the various sources may be right or wrong, 

right to some extent, wrong or false to some extent, and ending in the result which is not desired 

by the investor. So here a question arises whether the information received is right or wrong, 

good or bad, true or false and this may be analyzed further after the desired result is not 

achieved. The investors tend to believe certain sources to a large extent and mistrust or not 

believe certain sources. This article reviews the investors’ perception towards the level of usage 

of the information provided by the various sources, with respect to the demographic variables. 

Sources of Information 

 The various sources of information available for the investors are Newspapers, Magazines, 

Journals, TV, Radio, Consultants, Brokers, Expert Opinion Friends, Colleagues and Relatives. The 

level of usefulness of these sources in investment is done in this article. 
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Review of Literature 

 NCAER Urban Saving Survey 1962 has noticed around 70 per cent of households in India are not 

familiar at all with National Saving Certificates. Proportion of households which had some 

acquaintance with these certificates increases with income. However, more than half of the 

households having higher income could not tell what exactly these certificates are. A larger 

proportion of households in the higher occupational groups know about these certificates than in 

the low income occupations. Familiarity with National saving certificates showed a pronounced 

tendency to increase with level of education, rather than with income. There were again no age 

differences. Among those who were familiar with the certificates, about half of households 

indicated patriotism as the main reason for purchasing them. A significant proportion of 

households also indicated high interest and safety as important advantages of purchasing the 

certificates. The only significant criticism of certificates seems to be that there were not liquid 

enough  

 SEBI-NCAER Survey of Indian Investors (2000) has found around 70 per cent of the investor 

households rely on newspapers and journals. Friends form the second important source followed 

by television. Only about 34 per cent of investor households obtain information from prospectus 

of companies. Broker related grievances were higher than the issuer related problems. The issuer 

related largely problems were arise on account of physical securities. Sudalaimuthu and Senthil 

Kumar (2008) have taken Mutual fund is one of the investment avenues the researcher had 

focused on. Source of awareness of mutual fund schemes and awareness of risk category by 

investors, were two major components taken for this study apart from few other components. The 

result of the study showed that the investors were aware of Mutual Fund schemes only with 

respect to some aspect like it is an investment avenue but are not aware of its types and various 

schemes.  

 Maarten van Rooij, Annamaria Lusardi, Rob Alessie (2011), have devised two special modules 

for De Nederlandsche Bank (DNB) Household Survey to measure financial literacy and study its 

relationship to stock market participation through which they found that the majority of 

respondents display basic financial knowledge and have some grasp of concepts such as interest 

compounding, inflation, and the time value of money. However, very few go beyond these basic 

concepts; many respondents do not know the difference between bonds and stocks, the 

relationship between bond prices and interest rates, and the basics of risk diversification. Most 

importantly, they find that financial literacy affects financial decision-making: Those with low 

literacy are much less likely to invest in stocks. 

 Suman and Dr. D.P. Warne (2012), in their study on the investment behavior of individual 

investor in stock market were able to that the majority of the respondents (76%) were aware of 

the difference investment avenues, while the remaining 24% of the respondents were not aware 

of any investment avenue. Dr. Narayan Baser, Dr. Mamta Brahmbhatt, Jay Talati and Riddhi 

Sanghavi (2012), have found that the awareness level regarding hedge funds is very less in area 

covered for study. The investors are not aware of the advantage that they can get by investing in 

hedge funds nor are they aware of the basic functioning of hedge funds. Investors in Gujarat 

prefer to invest in government securities and fixed deposits of nationalize banks were they can 

have complete safety of their funds though they get less returns. 

 Maarten C.J. van Rooij, Annamaria Lusardi, Rob J.M. Alessie (2013), wanted to study the 

complexity of financial decisions that households now face, which has increased to unprecedented 
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levels. At the same time, households seem to lack the financial knowledge to cope with these 

decisions, including how to save and invest adequately for retirement. They examined the 

relationship between financial knowledge and retirement planning in the Netherlands. They found 

a strong and positive relationship between financial knowledge and retirement planning; those 

who are more financially knowledgeable are more likely to plan for retirement. Using information 

on economics education acquired in school, they show that the nexus of causality goes from 

financial literacy to planning rather than the other way around. G.Prathap (2013) has found that 

there is a significant association between the personal variables of respondents such as age, 

gender, marital status, educational qualification, occupation, size of family and monthly income 

and their awareness level on mutual fund investments. 

 Sangeeta Arora and Kanika Marwaha (2013) have found that in their study to have an insight 

towards awareness of stock market investments and financial literacy level of the individual stock 

investors in the State of Punjab in India, had found that Equity has been highly aware investment 

avenue, while investing in Mutual Funds had a moderate level of awareness. The slightest level of 

awareness is found among investors for ULIP’s and SIP’s and the investments that are Bonds, 

Derivatives/Futures/Options/Swaps/Commodities and Debentures are among the most unaware 

investments. They also found that stock investors in Punjab have the highest level of knowledge 

regarding benefits of diversification investment. 

 Gaurav Agarwal and Dr. Mini Jain (2013), have found in their study conducted in Mathura to 

find the investors preference towards Mutual Fund in comparison to other investment avenues 

have found that almost everyone were aware of Banks, LIC, Mutual Funds, Real Estate, a sizeable 

number of respondents were aware of PPF, Bonds, Gold, Equity shares, NSC, and KVP while very 

few were aware of commodity market, Futures and Options as investment avenues. 
 

Objectives of the Study 

 To identify the perceived level of usefulness of the various sources of information 

 To find out the association between the democratic variables and the level of usefulness of 

the various sources of information. 

Hypothesis of the Study 

 There is no association between the age of the respondents and the level of usefulness of 

various sources of information for investment. 

 There is no association between the gender of the respondents and the level of usefulness of 

various sources of information for investment. 

 There is no significant difference between the income of the respondents and the level of 

usefulness of various sources of information for investment. 

Research Methodology: 

 Sample of 505 respondents were chosen using the multi stage or cluster sampling technique. 

An e-questionnaire was prepared and the link was forwarded to the mail id of the sample 

respondents who were basically salaried class IT employees located in Chennai and the samples 

were chosen from various IT companies viz., CTS, TCS, Accenture, Infosys, IBM etc. The data 

collected was analyzed through SPSS. The questionnaire was used to collect the data from the 

respondents. The questionnaire had basic questions on the demographic profile followed by 

statements on the level of usage of the various sources of information. 



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

260  MEASI INSTITUTE OF MANAGEMENT 

 The demographic break-up of the sample respondents are given in the following table no. 4.1 

to table no. 4.3. 
 

Data Analysis  

Table No. 4.1: Age of the Respondents 

Years Frequency Percentage Cumulative Percentage 

less than 25 years 57 11.3 11.3 

25 to 35 years 373 73.9 85.1 

35 to 45 years 72 14.3 99.4 

45 to 55 years 3 .6 100.0 

Total 505 100.0  

 
Table No. 4.2: Gender of the Respondents 

Gender Frequency Percentage Cumulative Percentage 

Male 290 57.4 57.4 

Female 215 42.6 100.0 

Total 505 100.0  

 
Table No. 4.3: Income of the respondents 

Income p.m. Frequency Percentage 
Cumulative 
Percentage 

Less than Rs. 25,000 p.m. 135 26.7 26.7 

Between Rs. 25,000 to Rs. 50,000 96 19.0 45.7 

Between Rs. 50,000 to Rs. 75,000 93 18.4 64.2 

More than Rs. 75,000 p.m. 152 30.1 94.3 

Above Rs. 1,00,000 29 5.7 100.0 

Total 505 100.0  

 

Table No. 4.4: Age of the respondents and Level of Usefulness of Newspaper as a source of 
Information 

Age of the respondents 

Level of Usefulness of Newspaper as a 
source of Information 

Total 
always 
useful 

occasionally 
useful 

never 
useful 

less than 
25 years 

Count 33 14 10 57 

% within Level of Usefulness of 
Newspaper as a source of Information 

7.7% 25.0% 47.6% 11.3% 

25 to 35 
years 

Count 328 36 9 373 

% within Level of Usefulness of 
Newspaper as a source of Information 

76.6% 64.3% 42.9% 73.9% 

35 to 45 
years 

Count 64 6 2 72 

% within Level of Usefulness of 
Newspaper as a source of Information 

15.0% 10.7% 9.5% 14.3% 

45 to 55 
years 

Count 3 0 0 3 

% within Level of Usefulness of 
Newspaper as a source of Information 

0.7% 0.0% 0.0% 0.6% 

Total 

Count 428 56 21 505 

% within Level of Usefulness of 
Newspaper as a source of Information 

100.0% 100.0% 100.0% 100.0% 

Inference: 

 From the above table it is found that amongst the respondents who feel that newspaper is 

always a useful source of information 76.6% are in the age group of 25 to 35 years of age. And 
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amongst the respondents who feel that it is never useful it is found that majority (47.6%) are less 

than 25 years of age. 

 

Table No. 4.5: Gender of the Respondents and Level of Usefulness of TV/Radio as a source of 

Information 

 

Level of Usefulness of TV/Radio as a 
source of Information 

Total 
always 
useful 

occasionally 
useful 

never 
useful 

Gender of the 
Respondents 

Male 

Count 179 85 26 290 

% within Level of Usefulness 
of TV/Radio as a source of 

Information 
57.4% 52.5% 83.9% 57.4% 

Female 

Count 133 77 5 215 

% within Level of Usefulness 
of TV/Radio as a source of 

Information 
42.6% 47.5% 16.1% 42.6% 

Total 

Count 312 162 31 505 

% within Level of Usefulness 
of TV/Radio as a source of 

Information 
100.0% 100.0% 100.0% 100.0% 

 

Inference: 

 From the above table it is found that amongst the respondents who feel that TV/Radio is 

always useful source of information majority (57.4%) are males. And amongst the respondents who 

feel that it is never useful it is found that majority (83.9%) are also males. 

 

Table No. 4.6: Level of Usefulness of various sources of information 

Level of usefulness of various sources of information Mean Std. Deviation 

Level of usefulness of Newspaper as a source of Information 1.19 .490 

Level of usefulness of TV/Radio as a source of Information 1.44 .609 

Level of usefulness of Friends/Colleagues as a source of information 1.60 .691 

Level of usefulness of Relatives as a source of information 1.84 .657 

Level of usefulness of Consultants as a source of information 1.88 .679 

Level of usefulness of Brokers/agents as a source of information 2.02 .605 

Level of usefulness of Magazines/journals as a source of information 1.98 .587 

Level of usefulness of expert opinion as a source of information 1.95 .633 

 
Inference: 

 From the above table it is found that majority of the respondents feel that Newspaper is 

useful source of information with a mean score of 1.19 followed by TV/Radio with a mean score of 

1.44 while Brokers or agents were considered the least useful of all the sources of information. 
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Table exhibiting the results based on hypothesis testing: 

Alternate Hypothesis 
Tool 
Used 

Value 
P 

value 

Hypothesis 
Accepted / 
Rejected 

There is association between the age group of the 
respondents and the responses towards the Level of 
usefulness of Newspaper as a source of Information 

Chi 
Square 
Test 

44.122 .000 
Alternate 
hypothesis 
accepted 

There is association between the age group of the 
respondents and the responses towards the Level of 
usefulness of TV / Radio as a source of Information 

Chi  
Square 
Test 

40.689 .000 
Alternate 
hypothesis 
accepted 

There is association between the age group of the 
respondents and the responses towards the Level of 
usefulness of Brokers and Agents as a source of 
Information 

Chi  
Square 
Test 

34.639 .000 
Alternate 
hypothesis 
accepted 

There is association between the age group of the 
respondents and the responses towards the Level of 
usefulness of Magazines or Journals as a source of 
Information 

Chi  
Square 
Test 

32.280 .000 
Alternate 
hypothesis 
accepted 

There is association between the Gender of the 
respondents and the responses towards the Level of 
usefulness of Newspaper as a source of Information 

Chi  
Square 
Test 

7.676 .022 
Alternate 
hypothesis 
accepted 

There is association between the Gender of the 
respondents and the responses towards the Level of 
usefulness of TV / Radio as a source of Information 

Chi 
 Square 

Test 
10.496 .005 

Alternate 
hypothesis 
accepted 

There is association between the Gender of the 
respondents and the responses towards the Level of 
usefulness of Brokers and Agents as a source of 
Information 

Chi  
Square 
Test 

3.744 .154 
Null hypothesis 

accepted 

There is association between the Gender of the 
respondents and the responses towards the Level of 
usefulness of Magazines or Journals as a source of 
Information 

Chi 
 Square 

Test 
5.676 .059 

Null hypothesis 
accepted 

There is association between the Income of the 
respondents and the responses towards the Level of 
usefulness of Newspaper as a source of Information 

Chi 
 Square 

Test 
47.650 .000 

Alternate 
hypothesis 
accepted 

There is association between the Income of the 
respondents and the responses towards the Level of 
usefulness of TV / Radio as a source of Information 

Chi  
Square 
Test 

152.027 .000 
Alternate 
hypothesis 
accepted 

There is association between the Income of the 
respondents and the responses towards the Level of 
usefulness of Brokers and Agents as a source of 
Information 

Chi  
Square 
Test 

61.632 .000 
Alternate 
hypothesis 
accepted 

There is association between the Income of the 
respondents and the responses towards the Level of 
usefulness of Magazines or Journals as a source of 
Information 

Chi  
Square 
Test 

65.846 .000 
Alternate 
hypothesis 
accepted 

There is significant difference between the Age group of 
the Respondents and Level of usefulness of Newspaper 
as a source of information. 

ANOVA 15.821 .000 
Alternate 
hypothesis 
accepted 

There is significant difference between the Age group of 
the Respondents and Level of usefulness of TV/Radio as 
a source of information. 

ANOVA 12.674 .000 
Alternate 
hypothesis 
accepted 
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There is significant difference between the Age group of 
the Respondents and Level of usefulness of Brokers or 
agents as a source of information. 

ANOVA 8.035 .000 
Alternate 
hypothesis 
accepted 

There is significant difference between the Age group of 
the Respondents and Level of usefulness of Magazines or 
journals as a source of information. 

ANOVA 1.030 .379 
Null hypothesis 

accepted 

There is significant difference between the Gender of 
the Respondents and Level of usefulness of Newspaper 
as a source of information. 

ANOVA 2.575 .109 
Null hypothesis 

accepted 

There is significant difference between the Gender of 
the Respondents and Level of usefulness of TV/Radio as 
a source of information. 

ANOVA 1.533 .216 
Null hypothesis 

accepted 

There is significant difference between the Gender of 
the Respondents and Level of usefulness of Brokers or 
agents as a source of information. 

ANOVA 3.572 .059 
Null hypothesis 

accepted 

There is significant difference between the Gender of 
the Respondents and Level of usefulness of Magazines or 
journals as a source of information. 

ANOVA 1.547 .214 
Null hypothesis 

accepted 

There is significant difference between the Income of 
the Respondents and Level of usefulness of Newspaper 
as a source of information. 

ANOVA 11.699 .000 
Alternate 
hypothesis 
accepted 

There is significant difference between the Income of 
the Respondents and Level of usefulness of TV/Radio as 
a source of information. 

ANOVA 44.227 .000 
Alternate 
hypothesis 
accepted 

There is significant difference between the Income of 
the Respondents and Level of usefulness of Brokers or 
agents as a source of information. 

ANOVA 1.492 .0203 
Alternate 
hypothesis 
accepted 

There is significant difference between the Income of 
the Respondents and Level of usefulness of Magazines or 
journals as a source of information. 

ANOVA 1.362 .246 
Null hypothesis 

accepted 

 
Findings and Recommendations 

Based on the analysis done the researcher arrived at the following findings. 

 It is found that amongst the respondents who feel that newspaper is always a useful source of 

information 76.6% are in the age group of 25 to 35 years of age. And amongst the respondents 

who feel that it is never useful it is found that majority (47.6%) are less than 25 years of age. 

This shows that the IT employees aged between 25 to 35 years feel that Newspapers give valid 

information, while the age group of less than 25 years feel that the Newspaper information 

are never useful, so the newspapers should try to improve this age group of respondents. 

 It is found that amongst the respondents who feel that TV/Radio is always useful source of 

information majority (57.4%) are males. And amongst the respondents who feel that it is 

never useful it is found that majority (83.9%) are also males. The females do not use TV/Radio 

as medium for investment source, so the information providers can use this medium in such a 

way that the women investors start to believe and use this medium more often. 

 It is found that majority of the respondents feel that Newspaper is useful source of 

information with a mean score of 1.19 followed by TV/Radio with a mean score of 1.44 while 

Brokers or agents were considered the least useful of all the sources of information. Though 

many feel the Newspapers as a very useful source of information for investment purpose still 

they need to concentrate on some segment of readers who feel the information is not that 

much useful. 
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Conclusion 

 Based on the data collected from 505 IT employees it was found by the researcher that the 

most useful source for investment decision is the Newspaper followed by TV/Radio. Though the IT 

employees have proximity to Internet and websites they are very well aware of the fact that 

internet news are not to be trusted and may not be useful to a large extent. The age also makes 

one person to accept a source as a valid information provider, The middle aged people believe 

that newspaper information is useful while the younger aged IT employees feel it otherwise. The 

women though watch TV or here radio more often tend to feel that the information provided is 

neither useful nor never useful, hence this medium can be used a lot more to provide information 

to this segment of the investors. So to conclude it is felt that the IT employees who invest their 

hard earned money in various avenues require good mode through which they can receive useful 

information to facilitate quality investments. 
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Abstract 

 Today’s era of internet proliferation increased 
the prevalence of online shopping. Internet has 
made the transactions smoother, quicker, faster and 
easier and both the buyers and sellers get benefited 
by his technology. The growing use of internet in 
India has created a basis for tremendous prospects 
for online retailers; knowledge of factors affecting 
consumer buying behavior can help retailers develop 
their marketing strategies to convert their potential 
consumers into active one. At the same time 

consumers perceive certain risks are associated with 
online shopping. Questionnaire was used to collect 
the primary data. The sample size of the study was 
125 and the sample design adopted was convenience 
sampling. The study focuses on the consumer 
perception towards risks involved in online 
shopping.  
Key words: Consumers, perception, risk, online 
shopping 

 

Introduction 

 In world- wide, it is increasingly common practice for consumers to purchase products in an 

online environment. The change in technological area all over the world has changed the concept 

of information and communication. The use of internet for commercial purposes gave rise to the 

existence of the electronic commerce (e-commerce) phenomenon. Online shopping or e-shopping 

is a form of electronic commerce which allows consumers to directly buy goods or services from a 

seller over the Internet using a web browser. Consumers of all age groups opt internet has a 

means of shopping their needs and wants. Through an online platform, businesses will be able to 

promote their products and services and ensure good customer service by enabling businesses to 

deal directly and reach out to a wider market Online shopping is more than just buying and selling 

products online. It involves the entire online process of developing, marketing, selling, delivering, 

servicing and paying for products and services. India has witnessed tremendous growth in the E-

commerce segment. The drastic growth of online shopping has made it inevitable to study the 

perception, attitude and behavioural changes of online shopping.  

 A consumer may be motivated to purchase towards online shopping. Motives are certain 

kinds of causes, the internal factors that arouse and direct a person’s behavior (McNeil and 

Rubin, 1977). With the growth of online shopping, people tend to buy anything at anytime from 

anywhere by sitting in one place and this deals with risk which a consumer has to face. The risk 

may be perceived in the form of a product or finance or convenience.  

Objective of the Study: 

 To identify the factors influencing consumers online purchase decision. 

 To analyse the perception of consumers towards the risk involved in online shopping. 

 To suggest measures to improve consumers perception towards risk in online shopping 
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Review of Literature:  

 Chang Man-Kit (2003) states that convenience; affect, facilitating conditions, and risk 

propensity positively influence the intention to use online shopping. All perceived process risks 

(i.e., concerns for the safety of data, confidentiality, and non repudiation) and financial risk 

negatively influence the intention, with the concerns for the confidentiality of personal data 

exerting the strongest influence. Social factors, performance risk, and psychological risk were 

found to have no significant effect on the intention. Trust in the online vendor significantly 

decreased all perceived risks, while trust in the transaction medium only has effect on 

performance risk, concerns for the safety of data, and non-repudiation. Finally, risk propensity is 

significantly negatively related to financial risk, performance risk, concerns for confidentiality, 

and non-repudiation.  

 Man Kit Chang, Waiman Cheung and Vincent S. La (2004) identifies that there 

were two categories of risks in online shopping: product and transaction process risks. A consumer 

may be uncertain whether the purchase will match or satisfy his/her acceptance levels in buying 

goals or may assume that adverse consequences stem from a failure to satisfy his/her buying goals 

when a purchase is made(product risk). Perceived transaction process risk is the uncertainty and 

possible adverse consequences resulting from engaging in the transaction process of purchasing a 

product or service. Process risks include such items as non-repudiation by the merchant and lack 

of confidence in the information. Safety of the data transmitted over the internet is only one kind 

of process risk. 

 Abu Bashar and Mohammad Wasiq (2013) states that when the perceived risk is associated 

with purchasing on the website, consumers do take risks seriously at the time of making decision 

of purchasing online. This satisfaction, as determined by the emotional state and perceived risk, 

generates consumer loyalty to the merchant site. 

 Abu Bashar and Mohammad Wasiq (2013) states that when the perceived risk is associated 

with purchasing on the website, consumers do take risks seriously at the time of making decision 

of purchasing online. This satisfaction, as determined by the emotional state and perceived risk, 

generates consumer loyalty to the merchant site. 

 Mahmaod Ibrahim Al-Rawad, Adel Al Khattab, Zaid Ibrahim Al-Shqairat, Tamara Altabieri 

Krishan & Mohammad Haroon Jarrar (2015) points out that functional risk was ranked as the 

predominant dimension of online risk by the percentage of respondents (54%) 

who agreed with the corresponding questionnaire items, followed very closely by financial and 

physical risks, all of which appeared to have the same importance for online shoppers in Jordan. 

Security and information risks were ranked fourth and fifth, again with very little difference 

between them. Social risk appears to be much less important to Jordanian online shoppers than 

any other category of perceived risk. 

Research Methodology 

 The Researcher used Descriptive Research Design in this research. Primary Data’s were 

collected using questionnaire and Secondary data’s were collected from journals, books and 

websites. The collected data were edited, coded, classified and tabulated for analysis. The 

sampling technique used by the researcher is convenience sampling. Sample size taken for the 

study is 125. 
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Data Analysis and Interpretation: 

Table No:1 One Sample Test Between Factors Influencing Online Purchase Decision 

Ho: There is no significant difference between factors influencing online purchase decision 

Factors influencing 

online purchase 

decisions 

Mean Standard Deviation T-Value P-Value 

Convenience Factor 3.79 1.193 96.864 0.000** 

Web Design Factor 3.54 1.165 92.443 0.000** 

Time Factor 3.49 1.163 79.109 0.000** 

Security Factor 3.25 1.273 64.340 0.000** 

Source: Primary Data 

Note: ** denotes significant at 1% level 

 

Results: 

 Table 1 highlights that One-Sample t test whether the factors are influencing the consumers 

towards the purchase of products through online. The mean value, standard deviation, t value and 

p value of all the factors viz convenience factor, web Design factor, Time factor and security 

factor The Convenience Factor (3.79) is the most significant factor for influencing the consumers 

towards the purchase of products through online, followed by Website Design/Features 

(3.54),Time factor (3.49),and Security factor (3.25). The p values of all the factors are 0.000 

which is less than 0.01. Therefore the null hypothesis is rejected at 1% level of significant. Hence 

it is concluded that the factors influences the consumers to purchase the products through online. 
 

Table 2 One Way Anova between Gender and Product Risk 

H0: There is no significant difference among the gender of the respondents with respect to 

gender and product risk  

 
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

I might not get what I ordered 
through online shopping 

Between 
Groups 

.112 1 .112 0.0450 .833 

Within 
Groups 

119.268 48 2.485   

Total 119.380 49    

I might receive malfunctioning 
merchandise 

Between 
Groups 

.017 1 .017 0.013 0.910 

Within 
Groups 

62.163 48 1.295   

Total 62.180 49    

It is hard to judge the quality of 
merchandise over Internet 

Between 
Groups 

.248 1 .248 0.130 0.720 

Within 
Groups 

91.772 48 1.912   

Total 92.020 49    

I might get damaged product 

Between 
Groups 

4.894 1 4.894 1.546 0.220 

Within 
Groups 

151.986 48 3.166   

Total 156.880 49    

  



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

268  MEASI INSTITUTE OF MANAGEMENT 

I may not get after sale service 

Between Groups .671 1 .671 0.261 0.612 

Within Groups 123.329 48 2.569   

Total 124.000 49    

Risk involved in exchange of product 

Between Groups .086 1 .086 0.061 0.806 

Within Groups 67.534 48 1.407   

Total 67.620 49    

Source: Primary Data 

 

Results: 

 Since the p value of all the statements are more than 0.05. Therefore the null hypothesis is 

accepted at 5% level of significant. Hence it is concluded that there is no significant difference 

among the gender of the respondents with respect to gender and product risk . 

 
Table No: 3 Independent Sample T-Test Between Marital Status and Convenience Risk 

H0: There is no significant difference between marital status of respondents with respect to 

convenience risk on purchase of products through online 

 
Marital 
Status 

Mean 
Std. 

Deviation 
F-

Value 
P-

Value 

Finding right product online is difficult 
Married 3.20 1.373 2.460 0.123 

Single 3.74 1.704   

If I shop online I cannot wait till the product arrives 
Married 3.53 1.552 .000 0.989 
Single 3.49 1.560   

I cannot get to examine the product when I shop 
online 

Married 3.27 1.870 12.933 0.001* 
Single 3.89 1.157   

I feel that it will be difficult settling disputes when I 
shop online 

Married 3.93 1.751 .030 0.864 
Single 3.54 1.482   

It is not easy to cancel orders when shop online 
Married 3.80 1.373 .320 0.574 
Single 4.00 1.138   

I will have problem in returning product bought 
online 

Married 3.93 1.163 9.978 0.003* 

Single 3.91 1.616   

Source: Primary Data 

Note: * denotes significant at 5% level 

 

Results 

 Table 3 highlights the Independent t-test for whether there is any significant difference 

between marital status of respondents with respect to convenience risk on purchase of products 

through online. The p value of I cannot get to examine the product when I shop online and I will 

have problem in returning product bought online is less than 0.01with regard to convenience risk. 

Therefore the null hypothesis is rejected at 5% level of significant. Hence it is concluded that 

there is significant difference between marital status of the respondents with respect to 

convenience risk with regard to the above criteria. The p value of convenience risk with regard to 

finding right product online is difficult, If I shop online I cannot wait till the product arrives, I feel 

that it will be difficult settling disputes when I shop online and It is not easy to cancel orders 

when shop online is less than 5%. Hence it is concluded that there is no significant difference 

between marital status and the above criteria’s of convenience risk. 
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Table 4: One Way Anova between Gender and Non Delivery Risk 

H0: There is no significant difference among the genders of respondents with respect to non 

delivery risk on purchase of products through online. 

ANOVA 

 Sum of 
Squares 

Df Mean 
Square 

F Sig. 

I do not purchase online if there is no 
free return shipment service available 

Between Groups .013 2 .006 0.003 0.007* 

Within Groups 96.487 47 2.053   

Total 96.500 49    

I purchase online only when I can return 
the product without any frills or strings 

attached 

Between Groups 9.033 2 4.516 2.835 0.019* 

Within Groups 74.887 47 1.593   

Total 83.920 49    

I do not purchase online if there is no 
money back guarantee 

Between Groups 8.181 2 4.091 3.377 0.043* 

Within Groups 56.939 47 1.211   

Total 65.120 49    

Source: Primary Data 

Note: * denotes significant at 5% level 

 

Results 

 Table 4 highlights the one way Anova for whether there is any significant difference among 

the genders of respondents with respect to non delivery risk on purchase of products through 

online. Since the p value of all the statements are less than 0.05. Therefore the null hypothesis is 

accepted at 5% level of significant. Hence it is concluded that there is no significant difference 

among the gender of the respondents with respect to gender and non delivery risk on purchase of 

product through online . 

Table 5: One Way Anova Between Education Qualification and Return Policy Risk 

H0: There is no significant difference among the education qualification of respondents with 

respect to return policy risk on purchase of products through online. 

ANOVA 

 Sum of 
Squares 

df Mean 
Square 

F Sig. 

I purchase online only when I can return the 
product without any frills or strings attached 

Between 
Groups 

9.033 2 4.516 2.835 0.039* 

Within 
Groups 

74.887 47 1.593   

Total 83.920 49    

I do not purchase online if there is no money 
back guarantee 

Between 
Groups 

8.181 2 4.091 3.377 0.043* 

Within 
Groups 

56.939 47 1.211   

Total 65.120 49    

I do not like being charged for shipping when 
I shop online 

Between 
Groups 

20.981 2 10.491 4.944 0.011* 

Within 
Groups 

99.739 47 2.122   

Total 120.720 49    

Source: Primary Data 

Note: * denotes significant at 5% level 

Results 

 Table 5 highlights the one way Anova for whether there is any significant difference among 

the education qualification of respondents with respect to return policy risk on purchase of 

products through online. Since the p value of all the statements are than than 0.05. Therefore the 

null hypothesis is accepted at 5% level of significant. Hence it is concluded that there is no 
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significant difference among the education qualification of the respondents with respect return 

policy risk on purchase of product through online. 

Findings of the Study 

 Time factor and security factor The Convenience Factor (3.79) is the most significant factor 

for influencing the consumers towards the purchase of products through online, followed by 

Website Design/Features (3.54),Time factor (3.49),and Security factor (3.25). The p values of 

all the factors are 0.000 which is less than 0.01. Therefore the null hypothesis is rejected at 

1% level of significant. Hence all the above the factors influences the consumers to purchase 

the products through online. 

 There is no significant difference among the gender of the respondents with respect to gender 

and product risk with regard to might not be getting what was ordered through online 

shopping, might receive malfunctioning merchandise, might get damaged product, It is hard 

to judge the quality of merchandise over Internet, may not get after sale service and Risk 

involved in exchange of product 

 There is significant difference between marital status of the respondents with respect to 

convenience risk with regard to cannot get to examine the product in online shopping and will 

have problem in returning product bought online. 

 There is no significant difference between marital status and convenience risk with regard to 

finding right product online is difficult, cannot wait till the product arrives, will be difficult 

settling disputes in online shopping and it is not easy to cancel orders in online shopping. 

 There is no significant difference among the gender of the respondents with respect to gender 

and non delivery risk on purchase of product through online. 

 There is no significant difference among the education qualification of the respondents with 

respect return policy risk on purchase of product through online 

 

Implications and Discussions: 

 The research reveals the perception of consumers on the risk involved in online purchase 

decision. Online marketers should focus on convincing the consumers towards the risk likes 

convenience risk, product risk non delivery risk, risk in returning the product and delivery risk 

that is associated with online shopping. This ensures a better understanding p on the part of the 

consumers and gives them confidence in online shopping. As such the platform provides online 

marketers with an opportunity to create first impressions that may convey service quality to 

customers. Just as they spend time, effort and often finances in designing the interiors of their 

physical stores, online managers need to appreciate the importance of good interior design even 

for their online stores. 
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Abstract: 

 Happiness is a serious business, happy 
employees are crucial to the future success of a 
business. Identifying what makes people happy at 
work is more effective than overcoming what makes 
them unhappy. This study is conducted among 
middle and operational level employees of 
manufacturing and engineering organization. A 

sample size of 120 employees was considered. The 
study identifies intrinsic factors, extrinsic factors of 
happiness at work. The study identifies various 
intrinsic and extrinsic factors that contribute 
towards employee happiness at workplace. 
Key Words: Happiness, Intrinsic and Extrinsic 
factors. 

 

 ―Happiness is a state of mind satisfaction, pleasure and contentment rather than a 

specificemotion or response to positive external forces.‖ Happy employees are very vital 

resources of an organization. They are the key to the future success of business. They lay the 

foundation for a healthy and interactive workplace, which ensures creativity, innovation and 

productivity at work front. A happy employee is a brand ambassador for healthy and successful 

work environment. They become viral in spreading and sharing the positive , optimistic and 

affirmative frame of mind and action towards successful and dynamic work place. 

 New age organizations have taken a new dimension in introducing various HR practices which 

ensures happiness among work front, in providing friendly and collaborative work environment 

which in turn help them to build healthy relationship with colleagues and also enjoy the work 

given to them. The focus now is towards employee delight. Various researches have given various 

reasons why happiness at work are important. According to these researchers happy people work 

better with others working in their organization and are more creative and dedicated towards 

their work. They can easily fixproblems amongst themselves. They are better decision makers. 

They are motivated than unhappy employees; their energy level is high and very optimistic in 

nature. Their absenteeism decreases and grasping power is much faster as compared to unhappy 

employees in the organization. 

 

Definition of Happiness 

 Happiness may be defined as the experience of frequent positive affect, infrequent negative 

affect and an overall sense of satisfaction with life as a whole (Myers &Diener, 1995). According 

to Martin Seligman "Happiness is made up of three factors: positive emotions; being completely 

engaged; and feeling you are part of something meaningful. Dr. Barbara Fredrickson, defines 

happiness as, ―the fuel to thrive and to flourish, and to leave this world in better shape than you 

found it‖. According to Dalai Lama, ―Happiness is determined more by the state of one's mind 
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than by one's external conditions, circumstances or events- at least once one's basic survival 

needs are met‖.  

 Employee workplace happiness is determined by intrinsic and extrinsic factors. Intrinsic 

factors include a Sense of Accomplishment,Ambition, Work-life balance and Work environment. 

Extrinsic factors include Rewards and Recognition, Compensation, Work Enrichment and Work 

Security and Advancement. 

Review of Literature 

 Happiness was linked to being a taker rather than a giver. Study has pointed out that 

happiness is associated in the present. Happiness is about getting about what one wants and 

needs.(Roy F.Baumeister et.al 2013). Employee happiness is also about interpersonal relationship 

in working environment. Employee happiness is also related to sense of accomplishment at work, 

employee‘s ambition, their working hours and stress they are subjected to, their work 

environment, age and employee‘s compensation. (Ratna et.al 2011). 

 Study has identified that workplace happiness is related to Work enjoyment, Workplace 

Community, Work Leadership, Work Equity, Work Engagement, Work Meaningfulness, Work 

Reward, Work Recognition, Work Teams, Work Variety, Work-life Balance, Work Relation-ships, 

Work Enrichment.( Sharon S. Andrew 2011). Studies have pointed out that tenure of service was 

related to employee happiness. Employees staying short period with the organization are 

relatively happier compared to employees staying. Workplace happiness is related to 

organizational size, role ,tenure,work nature. Employees are relatively happier working for small 

size organization, during their initial years of service and working part-time jobs. ( Sharon S. 

Andrew 2011). 

 According to Dutton and Edmunds, 2007, three components that contribute to our overall 

happiness are: who we are – our Being; our context – our Belonging; and our perception of our 

future – our Becoming. Studies have also pointed out the significant relationship between 

happiness and workplace success. Happy workers are more creative and dedicated at work.(Julia 

K. Boehm & Sonja Lyubomirsky, 2008). 

 Happiness is directly related to satisfaction and higher satisfaction leads to higher 

performance. Job happiness also affects organizational citizenship, absenteeism and turnover and 

is predator of work behaviour. Individuals who find their lives rewarding and fulfilling are 

generally more successful in the workplace. (Ritika 2012) 

 It was also found that, organizations which were able to align the values which the employees 

feel important to them with that of the organizations values, tend to happy at work and 

contribute more at work., Therefore, it is recommended that organizations elaborate strategies 

to promote value fit in order to achieve higher levels of happiness at work, such as socialization 

processes and publicizing the organizational values in order to promote organizational attraction. 

Sousa, J. M., & Porto, J. B. (2015).Self employed people were found to be relatively happy at 

work. This is attributed to the relative autonomy and independency they experience.(Mattias 

Benz and Burno S. Frey 2004). 

 

Objective of the study 

1. To identify the intrinsic factors that affect happiness of the employees in the organization.  

2. To identify the extrinsic factors that affect happiness of the employees in the organization  
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Research Methodology 

 Descriptive research design was used. The study was conducted among middle and operational 

level employees of manufacturing and engineering organization. A sample size of 120 employees 

was considered.The study identifies intrinsic factors, extrinsic factors of happiness at work. 

Findings 1 

 

Table 1Intrinsic Factors of Happiness Quotient 

The study pointed out that the happiness quotient of the 

employees in terms of their intrinsic factors depended 

mostly on their ambition (mean value of 4.0) (refer 

table 1) followed by a sense of accomplishment and 

work environment (mean value of 3.85). Table 2 points 

out that the intrinsic factors like achieving targets 

(mean value 4.33) gave the employees a great sense of accomplishment which in turn contributed 

to their happiness quotient at work. Employees happiness at work was fundamentally based on 

their interest and ambition in the field of work chosen (mean value of 4.36) and a greater 

ambition to excel and become more powerful in their chosen field (mean value 4.34). 

 
Table 2 Descriptive statistics for intrinsic factors of happiness quotient 

 Findings 2: Major intrinsic factors that contributed to the happiness quotient of the employees 

at workplace was found to be the opportunity to grow professionally (68%) (refer table 3). Table 3 

also points out that competitive spirit of the employees to achieve their targets gave them more 

happiness.When employees were considered best in their field it gave them more happiness(62%), 

when job provided ample opportunities to grow professionally (68%) it gave a sense of happiness 

and accomplishment. 63% of the employees felt happy with a more friendly all-inclusive work 

environment which provided quality time and flexibility to attend to their daily activities (61%) 

that in turn ensured better worklife balance and work environment. 

 

Table 4 Extrinsic Factors of Happiness 
Quotient 

Table 5 Descriptive statistics for extrinsic factors of 
happiness quotient 

PARTICULARS MEAN PARTICULARS MEAN 

Work Enrichment 3.62 
Regular and constructive feedback on 
performance 

3.63 

Work Security and 
Advancement 

3.59 Salary commensurate with industry standards 3.76 

Compensation 3.51 Opportunities at job to learn 3.68 

Rewards and Recognition 3.33 Job security 3.91 

Particulars Mean 

Ambition 4.00 

Sense of Accomplishment 3.85 

Work Environment 3.85 

Work-life balance 3.42 

Particulars Mean 

Sense of accomplishment to achieve targets 4.33 

Sense of accomplishment to grow professionally and opportunities provided in job 3.87 

Ambition to be best in the field 4.36 

Ambition to become powerful in the role 4.34 

Work life balance and happy with the present working hours 3.91 

Proud of the work environment and organisation 4.23 

Work environment with friendly interpersonal relation 3.93 
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Findings 3 

 It was found that extrinsic factors like work enrichment (mean value of 3.62), work security 

and advancement (mean value of 3.59) and compensation (mean value of 3.59) relatively 

contributed to the happiness quotient of the employees.(refer table 4). Employees happiness was 

more aligned with the work and progress compared to compensation. Table 5 also points out that 

job security (mean value of 3.91) contributed relatively more to happiness quotient followed by 

commensurate salary (mean value of 3.76). Employees were also found to be open to constructive 

feedback and opportunities to learn. 

 

Findings 4 

 From table 6 it could be found that employees basically wanted to be part of teams, (71%). 

Employees were found to be keen in their work relationship. Social alignment of the employees 

with their team, co-operation and good rapport between members of the team contributed more 

towards their extrinsic factors of happiness quotient. Secured job (65%) contributed towards their 

happiness at work place compared to salary (53%). Work enrichment factors like opportunity to 

learn (63%) and job fulfilment (66%) contributed to the happiness of employees at work place. 

 

Table 6 Extrinsic Factors 

Factors of Rewards and Recognition Percentage 
Factors of Work Security and 

Advancement 
Percentage 

Rewards based on performance 
appraisal 

46% Secured Job 65% 

Unbiased 49% Job rotation to increase expertise 54% 

Regular and constructive feedback 57% 
Opportunities to growth and 
advancement 

53% 

Factors of Compensation Percentage Factors of Work Relationship Percentage 

Adequately compensated 53% Working in teams 71% 

Timely regular payment commensurate 
with market rate 

43% Co-operation between teams 64% 

Safeguard against external economic 
diversity 

44% 
Good rapport and communication 
between teams 

68% 

Factors of Work Enrichment Percentage 
Factors of Training and 
Development 

Percentage 

Opportunity to learn 63% Organisation provides training 55% 

Challenging job and Feeling of 
fulfilment 

66% 
Training provides opportunities for 
multi skilling 

53% 

Feeling that they make a difference 53% 
Training program content and 
duration 

53% 

Conclusion: 

 Happiness at work is very crucial factor for survival, success and sustenance of individuals and 

organizations. Happiness happens from within. It is something that lies inner and core to an 

individual or a system. The study also points out to the intrinsic factors to be core contributor to 

happiness at work. Ambition and sense of accomplishment forms the basis of happiness quotient 

at work. Happiness at work first begins with compatibility between individual ambition, 

aspiration, accomplishments and their job and its nature. As extrinsic factors, work security and 

advancement, work enrichment act as primary contributors to happiness quotient at work. 

Compensation, reward and performance feedback is only a secondary contributor to happiness at 

work. 
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Abstract  

 Emotional intelligence or EI is the ability to 
understand and manage your own emotions, and 
those of the people around you. Emotional 
intelligence enables an individual to understand 
others feeling, and how it affects others. Emotional 
intelligence is essential for success. Managers as 
leaders play a significant role in ensuring success 
among individuals and organisation. This study was 
conducted among 52 managers from various 
functional areas. The study tries to identify the 
significance of emotional intelligence in managers 
and their role as leaders towards contributing to 

performance and success of self, individuals and 
organisations. Emotional Intelligence Self-
Assessment questionnaire was administered to 
measure four dimensions of emotional intelligence 
Self Awareness, Social Awareness, Self -
Management, Relationship Management. The study 
pointed out the managers emotional intelligence 
dimension of social awareness to be relatively high. 
 Key words: Emotional intelligence, Self 
Awareness, Social Awareness, Self Management, 
Relationship Management. 

 
Introduction 

 Managers are integral part of the growth and progress of any organisation. The Leadership 

role and emotional competence of the manager has a significant impact on the various aspects of 

thecomplex environment of an organisation.Many studies have pointed out the role of managers 

as leaders, motivators, negotiators, trend setters, communicators, and so on. Managers as leaders 

exhibit and experience various forms of emotions in the workplace, among the co workers and 

within peer team. They are exposed to and also handle various forms of emotions at the 

workplace ranging from friendliness, displeasure, anger, frustration, disappointment, 

nervousness, happiness, excitement and many more. Hence it becomes very crucial for the 

managers to be aware of the emotional quotient of oneself and others to be effective in the role 

of a leader. Leadership role of managers become effective when combined with emotional 

intelligence. This enables managers to appreciate the emotional quotient of the self and others 

thereby enabling better understanding of the emotions towards better outcomes in the workplace 

both at individual and organizational level. 

Review of Literature 

 Studies have pointed out the role of emotional intelligence and leadership performance. 

Leaders were found to influence the feelings of employees (McColl-Kennedy and Anderson 

(2002).It was pointed out that transformational leaders had a significant influence on the 

emotions of the subordinates. They were able to influence their co-workers and teams overcome 

negative emotions and contribute to improved performance Pirola-Merlo et al (2002). 
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 At workplace people experience many forms of emotions in the day to day activities of the 

organisation. Most commonly experienced negative emotions at the workplace are frustration, 

worry, anger, dislike and disappointment. (Fisher D.Cynthia 1997). Perception and impression of 

employees about the leader behaviour and emotional display was found to greatly influence the 

emotional behaviour of employees at workplace. It was found to improve work attitudes and goal 

attainment. (Dasborough and Ashkanasy, 2002) (De Hoogh et al., 2005). Menges and Kilduff 2015 

in their study established the influence of individual feelings and emotions on organisaion and 

groups. Leaders play a significant role in triggering the emotions of the individuals at the work 

place. Leaders charismatic style plays an important role in inspiring employees (Conger and 

Kanungo, 1987; Conger et al., 2000; Conger, 2011), especially at time of crisis (Halverson et al., 

2004). Emotional expressivity of the leaders contributed to leadership skills (Groves 2005), 

maintained relationship among leaders and subordinates(Kellett et al. 2006), enabled goal 

attainment and communication (George 2000),maintained emotions of team members 

(Pescosolido2002), (Newcombe and Ashkanasy, 2002). 

 Studies also have pointed out the influence of the surroundings on the emotions of a leader. 

(Humphrey, 2008; Humphrey et al., 2008). High positive Affect of employees was found to 

influence the leaders emotion through emotional contagion Ilies et al. (2005). Similarly leaders 

who had high levels of emotion that affected their self – regulation exhibited destructive 

leadership Collins and Jackson (2015). Lleader‘s emotional display was found to affect employee 

engagement (Lu and Guy, 2014) organizational citizenship behaviors (OCB; Koningand Van Kleef, 

2015,creative performance (Visser et al., 2013) and interpersonal relationship (Koning and Van 

Kleef, 2015). 

Methodology 

 The study was conducted among the 52 managers from various functional areas. Emotional 

Intelligence Self-Assessment questionnaire was administered to measure four dimensions of 

emotional intelligence Self Awareness, Social Awareness, Self Management, Relationship 

Management. 

Definition 

 Self awareness includes three emotional competence like emotional awareness and 

recognition of one‘s emotion and their effects, Self assessment of one‘s strength and limits, Self 

confidence and understanding of one‘s self –worth and capabilities. Social Awareness points out 

the emotional competence of an individual in handling relationships, understanding and 

awareness about other‘s feelings, needs and concerns. It includes factors like empathy, 

organisational awareness i.eunderstanding about group‘s emotions and power relationships, 

Service orientationi.e meeting to customer‘s needs, ability to anticipate and recognise customer 

needs. 

 Self Management signifies one‘s internal state and one‘s internal resources and how one is 

able to manage them. It includes emotional competencies like emotional self-control, 

transparency, adaptability, achievement, initiative, optimism. Relationship Management signifies 

the individual skills in inducing the desirable responses in others. It involves emotional 

competency in developing others i.e identifying development needs of others and developing their 

abilities, inspirational leadership towards individuals and groups, initiating and managing change 

and acting as change catalyst, influencing and using effective tactics for persuasion, conflict 

management and negotiating skills, team work towards shared and collective goals. 
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Objective of the Study 

1. To identify the various dimension of emotional intelligence of the managers 

2. To identify the influence of the various dimension of emotional intelligence. 

Findings 1 

 The study pointed out that the Social awareness component of emotional intelligence was 

relatively high among the managers with a mean value of 4.0 (Table 1). This signifies that 

managers emotional competence towards understanding other, peer, team and client. High social 

awareness dimension implies the leadership competence of the managers towards understanding, 

anticipating and recognizing the needs, perspectives and requirements of the team, client and 

organisation at large.  

 

 Findings 2 

 From table2 it was found that the managers 

were aware of their personal strengths and 

limitations (mean value of 4.63), they were self 

aware of their emotions and their impact on their 

performance (mean value of 4.14). However on 

the self awareness dimension of emotional 

intelligence the managers were relatively less inclined towards a constant initiative and 

evaluation of their emotions (mean 3.30). In the social awareness dimension of emotional 

intelligence it was found that the managers gave importance to the emotions and feelings of 

others (mean 4.40), theywere very much conscious in understanding and empathising with others 

feelings( mean 4.22). They were found to be relatively not in a position to relate to the  

Table 2 Self Awareness and Social Awareness Dimension 

Self awareness Mean Social awareness Mean 

I pay attention to my emotions and recognize 
when I am upset 

3.37 
I am good at understanding the way other 
people feel 

4.22 

I know the impact of emotions on my performance 
 

4.14 
I relate to and respect the emotions and feeling 
of others 

4.40 

I constantly process and evaluate the emotions I 
am experiencing 

3.30 
I am able to tell about other's mood by observing 
their facial expression and body Language 

3.60 

I know what triggers my emotions 3.63 
I respect others ideas even if they differ from 
my own 

3.90 

I am aware how my behaviour impacts others 3.67 I know what triggers my emotions 3.73 

I always look for areas to improve and change 4.04 
I understand when other people change their 
plans 

3.35 

I can quickly let go my anger and it no longer 
affects me 

4.27 I can very well mix with a variety of people 3.78 

I am aware of my personal strengths and 
limitations, and I feel good about myself 

4.63 
I like helping people 
 

4.10 

I feel self- secured and confident 3.86 I am bothered to see other people suffer 3.73 

I see lot of opportunities and possibilities in life 3.82 
When I help others, I never expect them to 
express gratitude and return favour 

3.70 

 Emotional connect of the others when there is any change in plan. (mean 3.35). From table 4 

it was found that there is a significant variance between departments related to social awareness 

dimension of emotional intelligence. It was found that the managers exhibited significant variance 

towards emotional competence in the understanding of others feeling, co-ordinating and 

interacting with variety of people, helping people and extending helping hand without any 

expectation of return favour. 

  

Table 1. EI Dimension 

EI Dimension Mean 

Self Awareness 3.8 

Social Awareness 4.0 

Self Management 3.8 

Relationship Management 3.9 
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Table 3 Self Management and Relationship Management Dimension 

Self Management Mean Relationship Management Mean 

I don't make rash decisions 
when I am emotional 

4.02 
I often think of ways to help others achieve 
their goals 

4.02 

If I give a commitment, I follow through and adhere 
to it 

4.63 
I express my appreciation and affection when 
required 

3.93 

I look into the pros and cons before making a 
decision 

3.82 I am good at motivating others 4.08 

In taking decisions , I am not influenced by my 
emotions and person biases 

3.37 
I am able to talk someone to calm down if they 
were upset 

3.84 

I am good at adapting to new and unfamiliar 
situations 

3.84 
I am able to convey my feelings to others 
without hurting them 

4.39 

I set goals for myself and use them to measure 
progress 

3.0 
I never assume people know how I feel and so 
display it through words or action 

3.81 

I challenge the status quo by exploring new ways to 
achieve goals and overcome obstacles 

3.57 
I care about social issues and contribute to my 
community 

4.14 

I seek out new challenges which will enrich my 
experiences 

3.88 
I try to make a difference in the society and 
workplace 

3.80 

I respond well to stressful situations 3.90 
When faced with a problem I can easily think 
about different ways of solving it 

4.10 

I expect things to turn out all right despite setbacks 
from time to time 

4.27 I am a willing contributor in team activities 3.82 

 Findings 3It was found from the study that managers emotional competence towards self 

management dimension was relatively high with regard to their commitment (mean 4.63), 

expectations to overcome setbacks (mean 4.27), avoiding rash decision making at times of 

emotions (mean 4.02) (refer table 3). However it was found that the managers were relatively 

hesitant on setting goal for themselves and using it as a measure for progress (mean 3.0). On the 

relationship management dimension of emotional intelligence it was found that the managers as 

leaders were very good in conveying the feelings without hurting others (mean 4.39) , share 

concern for social and community issues (mean 4.14) and identifying alternative solutions to 

problems(mean 4.10). 

Table 4: One way Anova between Departments and Social awareness 

  
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

I am good at understanding the way 
other people feel 

Between 
Groups 

12.378 3 4.126 7.661 .000 

Within 
Groups 

25.853 48 .539   

Total 38.231 51    

I can very well mix with a variety of 
people 

Between 
Groups 

7.713 3 2.571 3.423 .024 

Within 
Groups 

36.056 48 .751   

Total 43.769 51    

I like helping people 

Between 
Groups 

2.565 3 .855 3.113 .035 

Within 
Groups 

13.185 48 .275   

Total 15.750 51    

When I help others, I never expect 
them to express gratitude and return 
favour 

Between 
Groups 

13.559 3 4.520 3.184 .032 

Within 
Groups 

68.133 48 1.419   

Total 81.692 51    
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Conclusion 

 The role of managers as leaders is very significant. The emotional intelligence quotient 

contributes significantly to the leadership role of the managers at the workplace. Managers were 

found to be relatively competent on their social awareness dimension of emotional intelligence- 

showing relatively higher emotional skills on empathy, organisational awareness and service 

orientation. In essence the managers ability to understand emotions of self and others, ability to 

express emotions and emotional awareness contribute to a great extent on the effectiveness of 

their leadership role in reaching out to the goals of the individuals and that of the organisation. 
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Introduction 

 Modern Day customers are embracing technology for meeting their daily banking needs. 

Digital banking products provide customer unique banking experience and satisfaction. Today‘s 

customers are on look out for personalized banking experience . Disruptive technologies are 

invading banks and changing the very way of doing banking. 

Digital banking  

 Digital banking is the digitization or moving online of all the traditional banking activities and 

programs that historically were only available to customers when physically inside of a bank 

branch. Banks manage customer data is at the heart of an integrated channel strategy  

This includes activities like: 

 Money Deposits, Withdrawals, and Transfers: digitalization has been adopted for many 

products and services such as deposits, transfers  

 Checking/Saving Account Management: Banks provides convenient ways to their customers 

to mange their finances from their home and office. Many smart features also facilitates the 

customers to effect bill payments , fund transfers and other routine banking account management  

 Applying for Financial Products and Loan Management: Most banks and non-banking 

financial institutions have made loan application and approval easy by going online. The 

customers can log into the bank fill up an application, have documents collected by a 

representative, get approval and then get the loan money into their account. Digital loan 

eliminates the cumbersome process of approvals for loans and the considerable paperwork 

involved as in case of routine offline loan raising process. 

 Bill Pay: Banks provide bill payment facility through internet banking which allows the 

customers to make payment of utility bills such as electricity bills , telephone bills,insurance 

premium ,credit card dues etc etc 

Few Challenges to digital banking; 

The digital transformation of banks is riddled with the following challenges  

 Banks cannot resist technology as modern day corporate customers heavily rely on the 

technology for doing banking Banks have to augment their websites and banks have to develop 

new innovative digital capabilities and steer clear of the competition in the industry the 

banks have to scale up innovations by devising the mobile phone banking applications  

 The key to become a digital economy would be to make the rural and illiterate lower income 

sections of the society use the digital banking products. Several schemes have been 

announced by the public sector banks and private sector banks to encourage customers to pay 

and receive money without physical exchange of cash by means of digital banking products. 
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But there is little or no awareness about the schemes and technological advancement among 

lower income group.  

 The banks working on the technology platform have to comply with the legal frameworks  

 Lack of a strong trust environment prevents rapid move of customers into adopting Internet 

banking 

 

Conclusion  

 Bank who are tech laggards will fail to stay ahead the race. Technology has become all 

pervasive and has impacted all walks of life. With the widespread of Technology, banks are 

increasingly responding to the technology revolution and are fully taking advantages of technology 

and endeavoring to increase its user base. Technology has become a powerful tool in the hands of 

the bankers. Technology has brought about a radical change in the banking sector. A changing 

scenario is witnessed in banks due to infusion of information technology.  

 Though E-banking received a widespread acceptance from customers of big cities and Metros, 

it is yet to reach a critical mass in India which does not understand Technology at all.Banks have 

to reorient their digital products to cater to the needs of the illiterate people as well . It is 

strategically imperative for the banking channels to be sophisticated yet simple in terms of 

operational process. The banks must also ensure high-speed and secure data transmission. Banks 

are required to revolutionize transaction processing and customer interaction. Today‘s Modern 

customers prefer Innovative technological service delivery mode which significantly contributes to 

customer satisfaction. Technology holds the key to the future success of the Indian banks. 
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Abstract:  

 The present study is mainly deals with store 
brand loyalty of apparels in multi branded retail 
stores in Chennai city and to ascertain the most 
influencing factor which made the customers to be 
loyal to store brands. The study also examines 
loyalty of store brands apparels in Chennai city. The 
study is a descriptive study. Primary data was 
collected with the help of structured questionnaire 
administered to 30 respondents in Chennai city. And 
the type of sampling was convenient sampling. 
Branding may communicate several meanings to the 
consumer, which include the attribute, benefit, 
value, culture, personality, and usage. In addition, 

branding will indicate the importance of loyalty, 
awareness, quality, association and others. From 
the analysis of this study, it was shown that there 
are six factors of store brand loyalty that were 
appropriate in the environment which are, the store 
brand association, perceived quality, satisfaction, 
store brand trust, commitment, and willing to 
recommend to others. This study would be helpful 
for the retailer in creating & maintaining the loyal 
customer base. 
 Keywords: Store brands, Store brand loyalty, 
apparels, satisfaction, trust, commitment etc. 

 

Introduction 

 The implementation of marketing strategies has become extremely important due to 

increasingly fierce competition. It has been found that performance of a retail store is 

determined by its attractiveness, market condition (i.e. site selection and trading areas), 

customers‘ demographic characteristics, and competition situation. As retailers pay more 

attention to store brands‘ quality, and give store brands more shelf-space, store brands have 

gained a certain advantage over manufacturer brands (Fu, 2001; Li and Chen, 2006). Store brands 

(or private labels) are product brands owned by a retailer (Hansen et al., 2006). A considerable 

amount of academic research has shown that store brands, controlled and exclusively distributed 

by retailers, help improve gross margin, increase retailers‘ negotiation power with manufacturer 

brands (i.e. product brands owned by manufacturer firms), attract more customers, and build 

differentiation because of their exclusive distribution (Miquel et al., 2002), hence develop store 

loyalty (Corstjens and Lal, 2000; Wang and Yang, 2007).  

Brand Loyalty 

 Aaker (1991, p. 39) defines brand loyalty as the attachment that a customer has to a brand. 

Grembler and Brown (1996) describe different levels of loyalty. Behavioural loyalty is linked to 

consumer behaviour in the marketplace that can be indicated by number of repeated purchases 

(Keller 1998) or commitment to rebuy the brand as a primary choice (Oliver 1997, 1999). 

Cognitive loyalty which means that a brand comes up first in a consumers‟  mind, when the need 
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to make a purchase decision arises, that is the consumers‘ first choice. The cognitive loyalty is 

closely linked to the highest level of awareness (top-of-mind), where the matter of interest is the 

brand, in a given category, which the consumers recall first. Thus, a brand should be able to 

become the respondents‘ first choices (cognitive loyalty) and is therefore purchased repeatedly 

(behavioural loyalty) (Keller 1998).  

Statement of the Problem 

 The most important statement is to identify the store brand loyalty of apparels in multi brand 

retail stores in Chennai city. In the current stiff competitive situation, it becomes mandatory for 

the retailer to come out with a niche strategy to sustain in the market. This is done by the 

retailer through store brands and store brand loyalty. Store brand loyalty helps the retailers to 

gain competitive advantage, to increase their bargain power with suppliers and thereby to 

increase their margin. 

Objectives of the Study 

 To study the brand loyalty towards store brand apparels. 

 To study the influencing factors affecting the store brand loyalty of apparels in multi 

brand retail stores in Chennai city. 

Limitation of the Study 

 Though the research study has been designed carefully, it is subject to the following 

limitations. 

1. The study is limited to the Chennai city only and therefore results cannot be generalized. 

2. The study has been restricted to 30 respondents due to the limited span of time. 

3. The study being primary one, the accuracy and reliability of data depends upon the 

information provided by the respondents. 

4.  The respondent's views and opinions may hold good for the time being and may vary in future. 

Research Methodology: Descriptive research design has been undertaken in this research work to 

make research effective. 

Data Collection: Both primary and secondary data have been collected for the research work. 

Primary Data: Primary data have been collected by framing questionnaire and circulate the same 

among the sample respondents. Necessary corrections, additions and deletions have been made in 

the questionnaire with the help of the experts and supervisor to make the research as an 

effective and useful to the society. 

Secondary Data: Secondary data are those which have already been collected by someone else 

and which have already been passed through the statistical process. We collect the data from the 

sources like internet, published data etc. 

Sampling Method: In this research work respondents will be selected from the total population by 

using convenient sampling method. 

Sample Size: As the population for the research work in the study area is numerous. Out of total 

population of store brand customers, 30 respondents were selected by using convenience sampling 

method. The sample constitutes both the female and male customers. 

Period of Study: The research work was carried out for the period of 2 months starting from June 

2017 to July 2017 

 

 

  



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 
 
 

 

Shanlax International Journal of Management 287 

Methods of Data Collection 

 In this study the researcher has used questionnaire method (structured questionnaire) to 

obtain data. Among the 50 questionnaire distributed, 30 were usable. 

The tools used for analysis were: 

 Percentage analysis 

 Rank analysis 

Review of Literature 

 The most complete definition of brand loyalty was explained by (Jacoby and Olson 1970). 

They stated that brand loyalty is the consequence from non-random and long existence behavior 

response. Then, they extended that brand loyalty is a mental purchase process which is formed by 

some certain decision units who consider and think about more than one brand. Then (Jacoby and 

Chestnut 1978) identified six requirements of brand loyalty as its concept: brand loyalty is a 

function of psychological processes, a biased and behavioral response which is expressed over 

time by some decision unit and with respect to one or more alternative brands out of a group of 

such brands. Besides, Oliver (1999, p. 34) in his study defined brand loyalty as ―a deeply held 

commitment to rebuy or re-patronize a preferred product/service consistently in the future, 

thereby causing repetitive same-brand or same brand-set purchasing, despite situational 

influences and marketing efforts having the potential to cause switching behavior.‖ Thus, brand 

loyalty can be explained as a customer‘s attachment to a certain brand which is affected strongly 

by brand satisfaction and brand trust. (Uncles, Dowling et al. 2003) noted that brand loyalty have 

two dimensions: behavioral and attitudinal. A strong attitudinal commitment creates attitudinal 

loyalty, while partial commitment of customer to a brand creates behavioral loyalty.  

 According to (Sahin, Zehir et al. 2011), the most crucial advantages of brand loyalty are: 

making a positive mental perception, creating positive word of mouth, causing more sales and 

earning more revenues, decreasing consumer‘s sensitivity towards attempts of competitors and 

having less sensitivity towards the change of price.  

Table-1 Classification of respondents according to their demographic profile & study factors 

S. No Variables Categories Total Respondents Percentage 

Age Up To 20 Years 3 10 

 20-30 Years 7 24 

 31-40 Years 12 40 

 Above 41 08 26 

 Total 30 100 

Gender Male 14 47 

 Female 16 53 

 Total 30 100 

Marital Status Married 18 60 

 Unmarried 12 40 

 Total 30 100 

Qualification Illiterate 0 0 

 School Level 2 6 

 Under Graduate 13 43 

 Post Graduate 08 27 

 Professionals 7 24 
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 Total 30 100 

Occupation Agriculture 6 20 

 Business 2 7 

 Professional 0 0 

 Govt. Employee 0 0 

 Private employee 19 64 

 Retired person 0 0 

 House wife 2 6 

 Student 1 3 

 Total 30 100 

Monthly Income Upto Rs. 10000 4 12 

 Rs.10001to 20000 3 10 

 Rs.20001to30000 8 25 

 Above Rs. 30000 15 50 

 Total 30 100 

Source: Primary Data 

 The above table shows that the Majority 40% of the respondents are in the age group of 31-40. 

The Majority of the respondents are female (53% of respondents), The Majority of the respondents 

are married (60% of respondents), The Majority of the respondents are under graduate (43% of 

respondents), The Majority of the respondents are private employees (64% of respondents), The 

Majority of the respondents monthly income are above Rs.30000 (50 % of respondents). 

   
   Table-2 Factor Influencing Store Brand Apparels 

From the above table, it is 
observed that 34% of the 
respondents influenced by 
perceived quality, 30% of the 
respondents influenced by 
perceived value, 23% of the 
respondents influenced by the 
store brand image and 13% of 
the respondents influenced by 
the sales promotion. 

Source : Primary Data 

Table-3 Rating on Level of Loyalty Towards Store Brands Apparels 

From the above table, it is observed that 7% 

of the respondent's opinion towards the store 

brand loyalty is low, 43% of the respondents 

said high, 50% of the respondents said they 

have moderate loyalty towards store brand 

loyalty. 

 

Source : Primary Data 

 
  

S.No Influenced factor 
No of 

Respondents 

Percentage of 

the Respondents 

1 Perceived Quality 10 34 

2 Store brand Image 7 23 

3 Sales Promotions 4 13 

4 Perceived value 09 30 

5 Others 0 0 

 Total 30 100 

S.No Option 
No of 

Respondents 

Percentage  
of the 

Respondents 

1 Low 2 7 

2 High 13 43 

3 Moderate 15 50 

 Total 30 100 
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Table-4 Purchasing of Store Brand Apparels by Respondents 

S.No 
Purchasing of Store 

brand Apparels 
No of Respondents Percentage of the Respondents 

1 Regularly 10 33 

2 occasionally 11 37 

3 offer and discounts 9 30 

 TOTAL 30 100 

Source: Primary Data 

 From the above table, it is observed that 33% of the respondent's usually buying of cloths 

regularly, 37% of the respondents buy cloths occasionally, 30% of the respondent buy store brand 

apparels at the time of offers and discounts. 
 

Table-5 Reasons behind Repeatitive Use of Store Brand Apparels 

S.No 
Reasons behind repetitive 
use of Store brand Apparels 

No of Respondents 
Percentage of the 

Respondents 

1. Long- term Association 5 16 

2. Satisfaction 12 40 

3. Trust 8 27 

4. Commitment 3 10 

5. Recommendations 2 7 

 Total 30 100 

Source: Primary Data 

 From the above table, it is observed that 16 % of the respondents said that reason behind 

choosing the store brand apparel is association, 40% of the respondents said due to satisfaction, 

27% of the respondents said for because of trust that they possess on store brands, 10% of the 

respondents buy the store brands due to their commitment towards store brands and 7% of the 

respondents buy the store brands as it is recommended by others.  

 

Table-6 Classification of Ranking on the Factors 

 

Among the various factors listed above the 

respondents have their own preferences towards 

different factors, which they feel as important. 

The respondents felt perceived quality as the 

most important factor, followed by comfortness, 

store image, perceived value, sales promotions, 

etc. 

 

 

 

 

Findings 

 Majority 40% of the respondents are in the age group of 31 to 40 yrs. 

 Majority 53% of the respondents are female. 

 Majority 60% of the respondents are married. 

 Majority 43% of the respondents are under graduate 

Factor Mean Rank 

Perceived quality 2.21467 1 

Store brand awareness 3.638419 7 

Design 3.625308 6 

Perceived value 2.572751 4 

Store brand image 3.716117 9 

Sales promotional activities 2.225395 5 

Store Image 2.081666 3 

Comfort 

 
2.058663 2 

Style 5.113009 8 
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 Majority 73% of the respondents are in nuclear family. 

 Majority 64% of the respondents are private employee. 

 Majority 50% of the respondents are having monthly income are Rs, 30000 and above  

 Majority 34% of the respondents were influenced by the quality of the store brands. 

 Majority 50% of the respondents have moderate loyalty towards store brand apparels is 

moderate. 

 Majority 37% of the respondent buy store brand apparels occasionally. 

 Majority 40 % of the respondents said they buy store brands due to the satisfaction. 

 Respondents felt perceived quality as the most important factor, followed by comfortness, 

store image, perceived value, sales promotion activities etc as criteria behind purchasing 

store brand apparels. 

 Majority 33% of the respondents going for shopping once in every 3 months. 

 Majority 70% of the respondents are satisfies with the performance of store brand apparels. 

 Almost all of the respondents (98%) have trust in store brand apparels. 

 

Conclusion 

 The research showed that the customers are satisfied with the store brand apparels. They 

have enough trust on store brand apparels. It is found that the customers are influenced by 

the quality of store brand apparels which is followed by comfortness, style, price, sales 

promotion etc as criteria behind buying store brand apparels. So marketers should find it 

useful to understand the loyalty factors influencing the consumer-buying behavior in the 

marketplace, which can help in segmenting consumers and markets for their brands and 

marketing communication. Moreover, by identifying the brand personalities that attract 

consumers, companies can identify what customers look for in a product, which may help to 

improve brand image of the product. 
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Abstract 

 Electronic banking is the wave of the future. It 
provides enormous benefits to consumers in terms 
of the ease and cost of transactions. But it also 
poses new challenges for country authorities in 
regulating and supervising the financial system and 
in designing and implementing macroeconomic 

policy. The paper aims to highlight the challenges of 
E-banking and efforts have been made to suggest 
policy implications to make E- Banking more 
effective. 
 Keywords: E-Banking, Challenges, Adaptation, 
Integration. 

 
Introduction 

 Electronic banking has been around for some time in the form of automatic teller machines l 

customer transaction costing about $1 in a traditional "brick and mortar" bank branch or $0.60 

through a phone call costs only about $0.02 online. Electronic banking also makes it easier for 

customers to compare banks' services and products, can increase competition among banks, and 

allows banks to penetrate new markets and thus expand their geographical reach. Some even see 

electronic banking as an opportunity for countries with underdeveloped financial systems to 

leapfrog developmental stages. Customers in such countries can access services more easily from 

banks abroad and through wireless communication systems, which are developing more rapidly 

than traditional "wired" communication networks. The Latest communication and computer 

technology and the availability of the internet have made it possible that one can do most 

banking transactions from a remote location even without stepping into a physical financial 

structure – i.e., the emerging of e-banking. E-banking has been viewed as a revolutionary progress 

in the banking industry. As predicted by Microsoft‘s Bill Gates – Banks are dinosaurs and will be 

replaced by microcomputers. Foreseeing the threat and the challenge from the Mr. Gates 

‗comments, as an industry, the banks are formulating strategic plans to fight back inwinning their 

customers. Their first target is the new technology– including all new telecommunication and 

computer technology. The industry believes that by adopting new technology, the banks will be 

able to improve customer service New issues and challenges facing e-banking in rural areas 339 

level and tie their customers closer to the bank. American banks had launched their e-banking 

services among the few first in the international banking field starting as early as 1992. Through 

the competition, banks quickly realised that there are a momentous number of customers like  

e- banking – to do banking electronically. As a result, many banks, based on their existing 24-hour 

telephone banking systems, have developed and implemented several important earlier e-banking 

applications so that their customers are able to pay bills, transfer money among accounts, check 

account history, download statement information, and computerize their check books online all at 

easy and around the clock. 
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Objectives of the Study 

1. To highlight the challenges of E-Banking. 

2. To suggest policy implications to make E-Banking more effective. 

 

Review of Literature 

 Facing extremely severe competition from non-banking sector, the banking industry has 

adopted a more aggressive approach in the development of new e-banking services. For instance, 

some large banks have started to install advanced software to process all consumer loan 

applications online, a new paperless e-loan process. And interestingly, the signatures will be 

created from images collected by special electronic signatures (e-signature), which has been 

available and legal since 2000. In UK, banks now view e-banking from new distribution channel 

before to new business models in which e-banking service is considered together with banks‘ 

strategic planning, business process, and product/service package offering (Li, 2002; Brown et al., 

2004). Empirical studies from the consumer side of e-banking have focussed on the quality of 

customers on the utilisation of current e-banking services (Hitt and Frei, 2002), and another 

recent one examining the customer attitudes towards e-banking and concluding that online 

banking marketing will gain importance at a faster rate in the coming years (Kaynak and Harcar, 

2005). Other new e-banking services have targeted mortgage lending, consumer lending, and 

small business loan products. As an Integral part of the e-business, the e-banking industry has 

been growing at a rapid pace, to help banks cut costs, increase revenue, and become more 

convenient for customers (Halperin, 2001). A recent research even investigated the impact of e-

banking on building inter-firm relationships within 200 Australian banks and showed that an 

effective e-banking may enhance inter-firm relationships through improved traditional 

communications (Rao, 2004). Due to different motivational factors, however, banks, larger and 

small or located urban or suburban, have placed different priorities and investments in their e-

banking efforts. While larger and national banks are currently leading the way in the e-banking 

forefront, most small and local community banks are reported way behind in this effort – due to 

the fact that those smaller community banks were in general lack in both financial and 

technological resources (O‘Connell, 2000). It has been recommended that for smaller community 

banks, the addition of e-banking services can increase their capacity to offer more banking 

products and reduce their dependence on core deposits. Those e-banking options also generate a 

higher proportion of their income from nontraditional activities comparing to banks without e-

banking coperations (Stamoulis, 2000). Moreover, the e-banking option will in fact as an effective 

way to reduce the costs of operations for the financial institutions. However, in practice, larger 

banks located in a centralised urban area tend to have the greatest incentive to adopt e-banking 

services, while in comparison, smaller community banks tend to have a high initial technological 

cost in developing e-banking services (Treadwell, 2001). Looking forward, most small banks are 

motivated to develop e-banking services for potential future cost savings and gaining a 

competitive edge in the competition (Timmons, 2000). Presently, it is believed that a combination 

of a low percentage of customers using e-banking services on a consistent basis and a relatively 

low start-up cost in developing e-banking services – will make the impact of e-banking (positive or 

negative) quite limited on the bottom line of most financial institutions (Marenzi et al., 2001). On 

another hand, e-banking services could be in demand and desirable to accommodate the sudden, 

rapid growth that has occurred in other information-intensive industries such as travel and 



2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

294  MEASI INSTITUTE OF MANAGEMENT 

securities brokerage. Some new e-banking services have gained a growing popularity such as e-

payments and statement aggregation involving e-mail statements, e-mail alerts, online loan 

decisions, fraud protection, and inter-bank funds transfer capabilities (Stoneman, 2001). The e-

banking sector has been growing to reach a competitive level, and has become a serious 

competitor to traditional banks. With the advantages of quick and easy application process, less 

technical glitches, more funding options, and low minimum opening deposit requirement, 

traditional banks have to compete more relying on their conventional face-to-face services, first-

name calling friendly environment, and trust and secure feeling of transacting business with a 

person in a financial institution (Hirst, 2000). 

Challenges of E-Banking 

 This changing financial landscape brings with it new challenges for bank management and 

regulatory and supervisory authorities. The major ones stem from increased cross-border 

transactions resulting from drastically lower transaction costs and the greater ease of banking 

activities, and from the reliance on technology to provide banking services with the necessary 

security Banks that provide their services from a remote location through the Internet to be 

licensed. Licensing would be particularly appropriate where supervision is weak and cooperation 

between a virtual bank and the home supervisor is not adequate. Licensing is the norm, for 

example, in the United States and most of the countries of the European Union. A virtual bank 

licensed outside these jurisdictions that wishes to offer electronic banking services and take 

deposits in these countries must first establish a licensed branch. 

 Legal challenge. Electronic banking carries sensitive legal risks for banks. Banks can 

potentially expand the geographical scope of their services faster through electronic banking than 

through traditional banks. In some cases, however, they might not be fully versed in a 

jurisdiction's local laws and regulations before they begin to offer services there, either with a 

license or without a license if one is not required. When a license is not required, a virtual bank—

lacking contact with its host country supervisor—may find it even more difficult to stay abreast of 

regulatory changes. As a consequence, virtual banks could unknowingly violate customer 

protection laws, including on data collection and privacy, and regulations on soliciting. In doing 

so, they expose themselves to losses through lawsuits or crimes that are not prosecuted because 

of jurisdictional disputes. 

 Operational challenge. The reliance on new technology to provide services makes security 

and system availability the central operational risk of electronic banking. Security threats can 

come from inside or outside the system, so banking regulators and supervisors must ensure that 

banks have appropriate practices in place to guarantee the confidentiality of data, as well as the 

integrity of the system and the data. Banks' security practices should be regularly tested and 

reviewed by outside experts to analyze network vulnerabilities and recovery preparedness. 

Capacity planning to address increasing transaction volumes and new technological developments 

should take account of the budgetary impact of new investments, the ability to attract staff with 

the necessary expertise, and potential dependence on external service providers. Managing 

heightened operational risks needs to become an integral part of banks' overall management of 

risk, and supervisors need to include operational risks in their safety and soundness evaluations. 

 Reputational challenge: Breaches of security and disruptions to the system's availability can 

damage a bank's reputation. The more a bank relies on electronic delivery channels, the greater 

the potential for reputational risks. If one electronic bank encounters problems that cause 
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customers to lose confidence in electronic delivery channels as a whole or to view bank failures as 

system wide supervisory deficiencies, these problems can potentially affect other providers of 

electronic banking services. In many countries where electronic banking is becoming the trend, 

bank supervisors have put in place internal guidance notes for examiners, and many have released 

risk-management guidelines for banks. 

 Security challenge: Internet banks collect and keep some very important personal 

information from each client. As Internet technology advances, so does the ability of criminals to 

hack into an Internet bank and steal important client information, according to financial expert 

Steve Ellis, writing on the Computer World website. Internet banks must constantly update 

security measures and stay updated on the latest viruses and hacker tools in order to protect 

client information. 

 Inconvenience challenge: Internet banking should be convenient to clients when they first 

sign up for it, but there are some challenges once the customer begins using his account. 

Depositing money can be an inconvenience for customers of Internet banks. Physical checks and 

cash must either be mailed to a designated location, or they need to be deposited into an 

automatic teller machine which can cost the customer money. In either case, physical deposits 

can take days, even weeks to clear. 

 Customer Awareness: Still consumers awareness about the e-banking facilities and 

procedures is lower side in Indian scenario. Banks are not able to create awareness about the use 

of internet banking, benefits and facility of internet banking. Less awareness of new technologies 

and their benefits is among one of the most ranked barrier in the development of e-banking. 

Policy Implications 

 The reverse side of this technological boom is that electronic banking is not only susceptible 

to, but may exacerbate, some of the same risks—particularly governance, legal, operational, and 

reputational—inherent in traditional banking. In addition, it poses new challenges. In response, 

many national regulators have already modified their regulations to achieve their main 

objectives: ensuring the safety and soundness of the domestic banking system, promoting market 

discipline, and protecting customer rights and the public trust in the banking system. 

Policymakers are also becoming increasingly aware of the greater potential impact of 

macroeconomic policy on capital movements. 

 Licensing would be particularly appropriate where supervision is weak and cooperation 

between a virtual bank and the home supervisor is not adequate. Licensing is the norm, for 

example, in the United States and most of the countries of the European Union. A virtual bank 

licensed outside these jurisdictions that wishes to offer electronic banking services and take 

deposits in these countries must first establish a licensed branch. 

1. Verifying an individual's identity and address before a customer account is opened and for 

monitoring online transactions, which requires great vigilance 

2. Security threats can come from inside or outside the system, so banking regulators and 

supervisors must ensure that banks have appropriate practices in place to guarantee the 

confidentiality of data, as well as the integrity of the system and the data. Banks' security 

practices should be regularly tested and reviewed by outside experts to analyze network 

vulnerabilities and recovery preparedness. 

3. Capacity planning to address increasing transaction volumes and new technological 

developments should take account of the budgetary impact of new investments, the ability to 
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attract staff with the necessary expertise, and potential dependence on external service 

providers. Managing heightened operational risks needs to become an integral part of banks' 

overall management of risk, and supervisors need to include operational risks in their safety 

and soundness evaluations. 

4. Consumer education—a process in which regulators and supervisors can assist. For example, 

some bank supervisors provide links on their websites allowing customers to identify online 

banks with legitimate charters and deposit insurance. They also issue tips on Internet banking, 

offer consumer help lines, and issue warnings about specific entities that may be conducting 

unauthorized banking operations in the country. 

5. Adaptation. In light of how rapidly technology is changing and what the changes mean for 

banking activities, bank's board of directors and senior management review and approve the 

key aspects of the security control process, which should include measures to authenticate 

the identity and authorization of customers, promote nonrepudiation of transactions, protect 

data integrity, and ensure segregation of duties within e-banking systems, databases, and 

applications. Regulators and supervisors must also ensure that their staffs have the relevant 

technological expertise to assess potential changes in risks, which may require significant 

investment in training and in hardware and software. 

6. Legalization. New methods for conducting transactions, new instruments, and new service 

providers will require legal definition, recognition, and permission. For example, it will be 

essential to define an electronic signature and give it the same legal status as the 

handwritten signature. Existing legal definitions and permissions—such as the legal definition 

of a bank and the concept of a national border—will also need to be rethought. 

7. Harmonization. International harmonization of electronic banking regulation must be a top 

priority. This means intensifying cross-border cooperation between supervisors and 

coordinating laws and regulatory practices internationally and domestically across different 

regulatory agencies. The problem of jurisdiction that arises from "borderless" transactions is, 

as of this writing, in limbo. For now, each country must decide who has jurisdiction over 

electronic banking involving its citizens. The task of international harmonization and 

cooperation can be viewed as the most daunting in addressing the challenges of electronic 

banking. 

8. Integration. This is the process of including information technology issues and their 

accompanying operational risks in bank supervisors' safety and soundness evaluations. In 

addition to the issues of privacy and security, for example, bank examiners will want to know 

how well the bank's management has elaborated its business plan for electronic banking. A 

special challenge for regulators will be supervising the functions that are outsourced to third-

party vendors. 
 

Conclusion 

 While electronic banking can provide a number of benefits for customers and new business 

opportunities for banks, it exacerbates traditional banking risks. Even though considerable work 

has been done in some countries in adapting banking and supervision regulations, continuous 

vigilance and revisions will be essential as the scope of e-banking increases. In particular, there is 

still a need to establish greater harmonization and coordination at the international level. 

Moreover, the ease with which capital can potentially be moved between banks and across 
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borders in an electronic environment creates a greater sensitivity to economic policy 

management. To understand the impact of e-banking on the conduct of economic policy, 

policymakers need should create awareness about technology, how to access internet banking.  
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Abstract 
 Marketing is generally viewed as the synonym 
for advertising and promotion, but the core 
understanding of the word is much more elaborate 
as it involves set of activities and processes of a 
company, organisation or business which is aimed at 
reaching the product to the customer using the 7 P’s 
namely People, Product, Price, Promotion, Place, 
Process and Physical Environment. The updation of 
current trends in marketing has been a non-stop 
process in order to sustain the growth of the 
company or business; this results in sustainable 
marketing. Green Marketing is one such marketing 
trend which has taken over the world marketing 
environment. The global Green movement has 
inspired and influenced the global consumers to 
environment conscious even in terms of buying eco-
friendly products or services which gives them the 
content of contributing to the global environmental 

concerns. The term Green marketing can be 
understood as the process of selling environmentally 
friendly products/services to the customers. It lays 
great impetus to their environmental benefits. Many 
companies show interest in implementing 
sustainable business methods in order to attract the 
consumers by reducing the investment, improve the 
eco-friendly packaging, mode of transport and 
conscious use of energy, water and other resources. 
By this they exhibit the company’s social 
responsibility which as a result enhances the brand 
loyalty among the consumers. The author of this 
paper traces the history of Green Marketing and its 
introduction in India and attempts to analyse its 
nature, need, scope and challenges in a descriptive 
methodology.  
 Keywords: Green Marketing, Consumers, 
Marketing, Environment, Products 

 

Introduction: 

 Marketing is generally viewed as the synonym for advertising and promotion, but the core 

understanding of the word is much more elaborate as it involves set of activities and processes of 

a company, organisation or business which is aimed at reaching the product to the customer using 

the 7 P‘s namely People, Product, Price, Promotion, Place, Process and Physical Environment. The 

updation of current trends in marketing has been a non-stop process in order to sustain the 

growth of the company or business; this results in sustainable marketing. Green Marketing is one 

such marketing trend which has taken over the world marketing environment. The global Green 

movement has inspired and influenced the global consumers to environment conscious even in 

terms of buying eco-friendly products or services which gives them the content of contributing to 

the global environmental concerns. The term Green marketing can be understood as the process 

of selling environmentally friendly products/services to the customers. It lays great impetus to 

their environmental benefits. It can be defined as ―a holistic and responsible strategies 

management process that identifies, anticipates and satisfies and fulfils stakeholder needs, for a 
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reasonable reward that does not adversely affect human or natural environmental wellbeing‖. 

Many companies show interest in implementing sustainable business methods in order to attract 

the consumers by reducing the investment, improve the eco-friendly packaging, mode of 

transport and conscious use of energy, water and other resources. By this they exhibit the 

company‘s social responsibility which as a result enhances the brand loyalty among the 

consumers.  

Objectives of the Study 

 To understand the concept of Green Marketing. 

 To study its nature, need, scope and challenges. 

 To highlight the impact of Green Marketing on consumerism 

Research Methodology 

 The research is exploratory and descriptive in nature using sources from various books, 

journals, research articles and online sources. 

Green Marketing – Origin and Growth 

 Green Marketing is one of the chief business key business stratagems which are a type of 

marketing or philosophy of marketing and part and parcel of Corporate Social Responsibility or 

CSR. Green Marketing by and large means marketing environmentally safe products. On the other 

hand it is the advancement and promotion of products which are intended to reduce harmful 

effects on the environment. According to American Marketing Association green marketing is 

defined as ―the study of all efforts to consume, produce, distribute, promote, package, and 

reclaim products in a manner that is sensitive or responsive to ecological concerns‖. It is not 

restricted to the activities of the government, the non-government organizations or the 

consumers but bigger role is played by the manufacturers, wholesalers and retailers. According to 

J. Polonsky, green marketing can be defined as, "All activities designed to generate and facilitate 

any exchange intended to satisfy human needs or wants such that satisfying of their needs and 

wants occur with minimal detrimental input on the national environment." 

 Though the concept of green marketing was known from 1970s the actual term ―Green 

Marketing‖ became prominent in the late 1980s after the American Marketing Association held its 

first workshop on the topic ―Ecological Marketing" in 1975. The evolution of green marketing took 

place in three phases. The first phase was targeted towards ecology; second phase was concerned 

with environmental issues and solutions. The final phase which began in late 1990s was targeted 

towards sustainability. At the current time consumers understand sustainable development and 

green consumption better than the previous generation at the same time they are conscious about 

the positive and negative impact of their individual consumerism choice. The current generation 

holds a different perspective of consumerism; it is influenced more than by just advertisements 

and the attitude of the companies. In fact the young consumers force the companies to make 

more sustainable decisions and choices.  

Importance and Challenges of Green Marketing 

 Marketing personnel follow or create premeditated resolution for expansion of business 

accountability and development task but the chief concern of green marketing is environmental 

issues by promoting social as well as individual objectives which result in the rise of different 

cause which encourage the consumers to buy/use ―eco-friendly products‖. prefer products made 

from recycled material or products which helps in reducing negative environmental impact is 

preferred by the Green consumers but the role of pricing of these products takes it to a premium 
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level of consumerism.  Green marketing and green consumerism is important because it is health-

conscious and health friendly. Consumers feel that the extra money spent on green products is a 

better option than the medical expense which will occur by using other products. Use of green 

products teaches the users about the health issues related to products and creates awareness 

about the green model of the environment thus keeping chemical and toxin hazards at pace. As 

the green products essentially emphasis on ―reuse, reduce and recycle‖, it assists in the reduction 

of pollution, lessening the deforestation and in fostering the perfect eco–system. 

 Green Marketing also faces a number of challenges and obstacles of which a few are 

mentioned below: It is expensive as it takes a huge investment to acquire and set up advanced 

technology for the purpose of renewal and reuse the products. It is also a big challenge to create 

and spread awareness about the green products and most of the times the concept of green 

marketing adopted by the companies is viewed as a marketing gimmick. Hence there is a constant 

and immediate need of provision of transparent communication and marketing. Marketers and 

companies which sell green products must stimulate the conception that their products are useful 

not only for their consumers but also for the environment.  

Green Initiatives and Marketing In India 

 The Green Industry Initiative is an initiative of the United Nations Industrial Development 

Organization (UNIDO). Its objective is the mainstreaming of social and environmental 

considerations into the operations of enterprises in all countries and regions through the more 

efficient use of energy and raw materials, innovative practices and applications of new green 

technologies. Based on the United Nations Industrial Development Organisation's (UNIDO) ‗Green 

Industry' initiative the Indian Government, both Central and State have taken green initiatives. 

The boost in environmental consciousness has resulted in an epidemic of actions to preserve it. 

The Government of India has been a devoted spectator of the impact on the environment and has 

been in the vanguard to aid guard it. The Indian Government the government has offered services 

and policies like promoting organic farming and executing rigid industrial waste treatment rules.  

 In India there are many companies belonging to various sectors have taken up the cause of 

environmental protection and conservation through Green Marketing. Few examples of such firms 

and companies and their green initiatives are as follows; HCL's has initiated an Environment 

Management Policy under HCL ecoSafe which is targeted at assimilating environmental managing 

measures into its company course thus protecting the environment. HCL has concluded to 

manufacture eco-friendly products. 

 As part of its commitment to protect the environment, Honda cars launched the first hybrid 

car in India, Civic Hybrid, priced at Rs 21.5 lakh in 2008. The car is powered by a 1.3 litre petrol 

engine and an electric motor that deliver 47 per cent enhanced fuel efficiency than a regular 1.8 

litre Civic automatic transmission. This was upgraded in 2017. IBM is selling green solutions to 

corporate data centers which help in limitation and reduction of energy and costs. A national 

campaign ―Use Mobile, Save Paper‖ was carried out by Idea Cellular. In an attempt to be eco-

friendly and to widen awareness about global Idea announced its E-Bill initiative wherein it will 

promote access of monthly mobile bills by its postpaid subscribers, from its website, thus 

reducing the usage of paper. The new E-Bill service will not only contribute towards saving paper, 

and thereby trees, but will also provide easy, anytime access of subscribers' monthly bills from its 

website www.ideacellular.com. The company also organized Green Pledge campaigns to save 

paper and trees. Idea decorated bus shelters with potted plants and tendril climbers to 
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communicate the green message. The environmental management and pollution control initiatives 

of Tata Metaliks for creating better work environment and compliance of all statutory norms 

include: Waste water treatment and recirculation, Recycling of wastes at sinter plant, Upkeep 

and maintenance of electrostatic precipitators and bag filters, Rainwater harvesting, Reduction of 

dust generation from the internal roads by installation of water sprinklers and concreting the 

roads, Maintaining adequate green belt, Various energy conservation initiatives to reduce 

electrical loads, diesel consumption and Energy-efficient operating practices that have helped to 

reduce production cost, fossil fuel consumption and greenhouse gas emission from 2.15 

tCO2eq/thm to 2.07 tCO2eq/thm in 2015-16. 

 IndusInd Bank installed the country‘s first solar-powered ATM and thus brought about an eco-

savvy change in the Indian banking sector. 

 Through the ―Green Channel Counter‖, SBI started providing many services like paper less 

banking, no deposit slip, no withdrawal form, no checks, no money transactions form all these 

transaction are done through SBI shopping & ATM cards. State Bank of India turns to wind energy 

to reduce emissions. ITC has introduced Paperkraft, a premium range of eco-friendly business 

paper. The company‘s social and farm forestry initiative has greened over 80,000 hectares of arid 

land. ITC has also been 'Carbon Positive' three years in a row (sequestering/storing twice the 

amount of CO2 than the Company emits). Mahindra Hariyali project launched in 2007 is the 

Mahindra Group‘s endeavour to tackle the twin challenges of climate change and sustainability.  

Maruti Suzuki, the leader of the automobile industry in India has taken special initiatives to 

minimize the carbon footprints of its manufacturing facilities, products, and supply chain 

operations. The company is going ahead with investments in environment friendly technologies 

and waste minimization to make its operations greener and environment friendly going forward 

which include - Material use and weight reduction, Energy conservation, Water conservation, Air 

emissions reduction and Waste management. Tamil Nadu Newsprint and Papers Limited (TNPL) 

was awarded the Green Business Leadership Award in the pulp and paper sector for the year 2009-

10, based on the EVI Green Business Survey conducted by Financial Express and Emergent 

Ventures India. Wipro Infotech (Green It) was India's first company to launch environment friendly 

computer peripherals. For the Indian market, Wipro has launched a new range of desktops and 

laptops called Wipro Greenware. These products are RoHS (Restriction of Hazardous\ Substances) 

compliant thus reducing e-waste in the environment. 

 MRF launched the ZSLK series tyres in India. The eco-friendly, tubeless tyre MRF ZSLK are 

made from silica based rubber compounds which have been tested extensively on Indian road 

conditions with emphasis on endurance, wet and dry braking. Haier launched its green initiative 

‗Eco Life‘ in India in 2011. The initiative is part of its global rebranding exercise aimed at 

designing smart products which not only meet customer needs, but also adhere to environmental 

norms. They have semi automatic and automatic refrigerators and washing machines, split and 

window air conditioners and a lot more. 

Green Marketing and Consumerism 

 Green Consumers believe that individuals‘ consumption makes a difference on environmental 

issues. As they demand products and services the firms and companies combine environmental 

and social costs of their production and consumption.  

 Based on the consumer motives for buying sustainable, green or eco-innovative products and 

services there are five types of green consumers. (a) True blue greens: This group is characterized 
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by business consumers, who are- Highly committed to environmental products, buying 

environmental products whether it leads high cost, avoid products that are not made on 

environmental concern, highly involved in pro-environmental activities and make monetary 

contributions to environmental issues. (b) Greenback Greens: This group is similar to the True 

blues. However, greenbacks are - willing to pay premium for environmentally sound products, 

sometimes they switch to another products if the environmental products are not, available or 

cope with the lifestyle. (c) Sprouts: This group doesn‘t usually purchase green products but- 

capable of doing so, if they are marketed to them in an appropriate way, tend to believe in 

environmental causes only in theory, not in practice and they rank well above companies overall 

on when it comes to environmental requirements and standards. This makes the group a key swing 

group. (d) Grousers - not committed to environmental products, not believe that they are capable 

of effecting change, and tend to claim that they have many reasons for not doing more for the 

environment. (e) Basic browns consumers - do not think about the environmental issues, expose 

that it is not necessary to do many things for the environment, emphasize the profit only and may 

harm the environment. 

 

Conclusion 

 Green marketing integrates a wide array of activities, as well as modification of product, 

alteration to the production method, sustainable packaging and revised method of advertising. 

Though the concept has been in vogue from 1970s it has become a popular business trend in the 

past decade among the consumers, the companies/manufacturers and environmentalists. It is 

satisfying the necessities of the consumers through eco-friendly products. The proclivity towards 

Green Marketing emerges to be prospective for the development of financial system globally as it 

works towards sustainable development. While techniques and concepts like recycling and reuse 

are still adopted by small level and less significant companies, the big and rich companies have 

started to come up with latest and dynamic green concepts, products and promotional strategies. 

 As Green marketing is still in its formative years a lot of research has to be carried out 

investigating a variety of prospects and other potentials. Profit is vital for any business to sustain. 

Companies are expected to create awareness of green marketing and its benefits. The companies 

have to detect opportunities to boost the products/services in terms of quality, performance, 

value in an environmentally friendly approach. Companies should concentrate on environmentally 

friendly products and sustainable developments.  
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Abstract 

 The last decade has witnessed major changes in 
Indian financial industry mainly new generation 
banks, new financial institutions, new instruments, 
new windows, and new opportunities - and, along 
with all this, new challenges. So that the concept of 
CRM has a major role in banks to face the challenges 
and issues. Overall, there is a strong sense that CRM 
efforts are playing a vital role in imparting the new 
arena of our financial sector. CRM implementation 
is associated with a decline in cost control but an 
increase in the level of profit maximization. A firm-
level factor, CRM commitment, reduces the 

negative effect of CRM implementation on cost 
efficiency. We also trying to find the concept of 
empowering economic status of corporate banks, 
and the factors that influencing the relationship 
between CRM implementation and it’s wealth 
enlargement. Early adopters benefit less from CRM 
implementation than late adopters. This paper deals 
with the outline of CRM application and how it’s 
maximizing the economical status of modern banks. 
Key words: Customer Relationship Management, 
Witness, Economical status, corporatebanks. 

 

Introduction 

 New foreign banks have been equally keen to gain a foothold in the Indian market. The 

business profile of Indian banking system has changed into the different direction on the focus of 

merchant banking, mutual funds, new financial services and products. Change is the only fixed 

factor in this changing world and banking industry also not exempted. The major challenge faced 

by banks today is to protect the falling margins due to the impact of competition. Customer 

Relationship management is the strongest and the most efficient approach in maintaining and 

creating relationships with customers. That could be moment which has given the path of arising 

the concept of CRM. The enhanced role of the banking sector in the Indian economy, the 

increasing levels of deregulation along with the increasing levels of competition have facilitated 

globalization of the India banking system and placed numerous demands on banks. Operating in 

this demanding environment has exposed banks to various challenges. Bounding (2008) note that 

CRM has the potential to enhance both firm performanceand customer benefits through the dual 

creation of value. According to this view, CRM enables direct the entire banking industry to 

maximize the value of service rather than profit maximization with the concentration of customer 

satisfaction by fulfilling their specific needs. 

Size of CRM Industry 

 Estimates of the size of the CRM industry is little large and active than any other industry of 

our country. This is the only industry which has maximum amount trust and hope of customer in 

the market. So major part of business process and their success is mainly depends on customer 

network and customer back up rather than capital of the business. Larger percentage of 

expenditure will depends and spends over in customer network forum. Therefore, it is not 

possible to control the expenditures of CRM than other industries (e.g., hardware, software, 
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mailing, personnel, call centers,) and which revenues are mobilized in the banks. The adoption of 

CRM implementation would enlarging its value to increase the value of business in banks 

irrespective of public and private banks. 

Need of CRM in Service Innovation 

 The Indian Performa of banking system is mainly depends on service with quality and revenue 

generation which is mainly used for making the transparency in transactions and overcoming the 

nuances of complaint forum from the customers desk. It would be simplified when the technology 

in services plays the vital role in banking sector. Success of each and every banks determined by 

its own credibility which would come through a effective CRM practices to avail the outline of 

expectations from customers for a service change, point out the place where the service 

innovation could updated and modified, identify the stage when the customers are in a service 

gap, mapping the position of technology in service delivery and eradicating the faults and queries 

in technology, Branding the tag of a bank through a reachable channel where the customers can 

ensure their comfort zone and connecting the people to drag the point where the morale of 

customer is dislocated, and finally directing the technological advancement track to cover the 

expectations of customers through a platform of globalised service innovation. 

Review of Literature 

 Some of review had been re directed my area of research work in the right direction to 

complete my task successfully. Dr.M.Sivasubramanian (2016) ― The perception and attitude of the 

person will change frequently from person to person and time to time and also based on situation 

for exceptional cases. Identifying the perception of a customer is a challenging task and difficult 

process.‖ Ms.A.Chemmalar (2015) Mammallan Institute of technology, AIJBSR, ―Banking industry 

in India is a most powerful sector where they have the power to control the economic status of a 

nation and make the countries to grow with global competitive level to compete others and brings 

the success in every movement of its business‖.This fact has founded in the study of 

Dr.S.Muthumani (2013), Sathyabama University, ―Customer relationship management is the seed 

of successful business in banking industry to bring the customer to closer to the business in the 

competitive market; it gives more channel and routes to reach the customers by making the 

prompt service delivery and business promotion ‖. 

Structure of the study and reliability test 

 The CRM best practices questionnaire comprises 29 best practices limited to the domain of 

CRM as explained by well known researchers .each of which is different from any other. Factor 

analysis can be used to determine the broad underlying constructs of a scale. In this study, the 

actual number of is much less than the minimum requirement of 120 observations and, therefore, 

factor analysis is not feasible. Further, the questionnaire was pre-tested with a set of five bank 

customers similar to those targeted to participate in the research. The pre-testing results 

indicated that the questionnaire was clearly understandable and unambiguous leading to the 

conclusion that the questionnaire had adequate content validity. We can safely infer that the 

findings can be further generalized to the larger Indian retail banking sector. Reliability was 

computed using Cronbach‘s coefficient alpha for the entire set of 32 best practice statements and 

was found. 

Research methodology 

 Considering the CRM is vastly employed in the banking sector was chosen forthe purpose of 

the study. Two objectives have been taken, one is applying CRM and one not applying CRM were 
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taken up in the current study. Following interviews with the organization‘s top level, it was learnt 

that since CRM is taken as a catchword by business in current scenario, many organizations are 

ready to introduce this CRM to empowering customer value. Subsequently, a preliminary survey 

was conducted with about 25 customers in few banks.On the basis of the available information, an 

exhaustive questionnaire was developed. Theinstrument developed to measure customer 

perceptions related to bank‘s services included23 items on reliability, responsiveness, empathy, 

tangibles, assurance in the lines of the SERVQUAL except that- Some items were dropped and 

replaced with new ones , which were more relevant to the study,  

Impact of technology in CRM at our Federal bank 

 In the modern era, a technology has played the major role in retaining the customer and wins 

back the lost customer from us; for sustaining in the industry for long time and vie others in the 

business perspective. This table shows the need of technology in CRM at our bank.  

 

S. NO Need of Technology in CRM Response 

1 Service feedback 23 

2 Customer expectation 21 

3 Predict the product design 19 

4 Educate the service 20 

5 Brand the tag 22 

6 Trend setting 20 

 
Total 125 

 

 

Source: Primary, Table 1.1: Showing Need of technology in CRM 

Weighted average of dimensions on Customers satisfaction level 

WEIGHTS 5 4 3 2 1 ∑wi=15 
WEIGHTED AVERAGE =∑xiwi / ∑wi 

PARTICULARS RANKS 1 2 3 4 5 ∑xiwi 

Providing Fast Service 160 76 90 20 9 355 23.6 

Respond to Message promptly 110 96 75 34 12 327 21.8 

Keep your Clients Informed 100 60 75 46 17 298 19.9 

Be friendly and approachable 75 88 54 40 25 282 18.8 

Easy to contact 60 100 39 42 29 270 18 

Source: Primary data 

 

Need of CRM Application in Current trends: 

 According to Nguyen et al, (2007), the lack of factors such 

as top management support, aligning internalprocesses, 

linking CRM project to organization‘s higher-level strategies, 

focus on ROI (Return onInvestment), achieving success early in 

the project. Chalmeta (2006) has supported some of the 

previousfailure causes as he pointed out the following factors 

as causes for CRM failures. Other studies have focused onmore 

general factors as possible causes for the CRM failure. For 

example, in a study that involved 700companies, Forsyth 

(2001) has argued that the causes of the CRM failure are: 
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Organizational change(29%), Company policies/inertia (22%), little understanding of CRM (20%), 

and Poor CRM skills (6%). 

 Test of association between Factors that Influence CRM and Customers satisfaction level 
(Chi-square test) 
 Null Hypothesis (H0) : There is no association between Factors that Influence CRM and 
Customers satisfaction level 

Chi-square test between Factors that Influence CRM and Customers satisfaction level 

Sl. 
No 

Factors that 
Influence CRM 

Satisfaction level 
Total 



 Significance Agree Neutral Disagree 

No. % No. % No. % No. % 

1 
Knowledge about 
customers 

41 49 6 7.2 36 43 83 100 

72.364 

 

2 On time response 38 48 20 25 21 27 79 100 
 

3 Co-ordination 4 8.3 16 33 28 58 48 100 0 

4 Prompt Transaction 44 76 10 17 4 6.9 58 100 
 

5 Quality in service 16 80 - - 4 20 20 100 
 

Source: Primary Data 

 In view of the above analysis the value of p is 0.001 at 95% confidence level, so the Null 

hypothesis is rejected and is inferred that that there is association between Factors that Influence 

CRM and Customers satisfaction level. It shows that the CRM approaches will be effective to build 

the better relationship with concern bank. 

Output in Economical status in banking industry through CRM 

 CRM goes beyond the transactional exchange and enables the marketer to estimate the 

customer‘s sentiments and buying intentions so that the customer can be provided with products 

and services before the starts demanding. Customers are the backbone of any kind of business 

activities, maintaining relationship with them to yield better result. Though the banks are 

following many steps to hold the customer CRM has major support and special care by the popular 

banks to sustain in the market. CRM Brings the outputs such as • Identify factors important to 

clients.• Promote a customer-oriented philosophy, • Adopt customer-based measures• Develop 

end-to-end processes to serve customer, • Provide successful customer support, • Handle 

customer complaints, • Track all aspects of sales, • Create a holistic view of customers' sales & 

services information. In current trend, the economical status of modern banks has been increased 

through the mode of CRM applications. 

Findings and Improvements 

 It is stated from the analysis that maximum of the respondents are associated less than 5 

years.It is inferred from the analysis that maximum of the respondents are satisfied over the 

approaches in private banks of conducting courses and the pattern of assisting customer 

relationship.It is obvious from the analysis that maximum of the respondents are satisfied on on-

time service and quality with prompt transactions in the banking industry where the trust is the 

matters .It is noted from the analysis that maximum of the respondents are satisfied on the 

process of continuous touch with care.It is obvious from the analysis that maximum of the 

respondents are satisfied on level pertaining to commitment of knowledge delivery.It is inferred 

from the analysis that maximum of the respondents are opinion that the factor ‗Training‘ gives 

maximum strengthen the relationship with new generation banks. 
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Conclusion 

 This project is aimed to analyze the customer opinion and expectation to improve service 

in the organization. Increasing competition is forcing the business enterprises to pay much 

more attention to satisfy the customer. Customer satisfaction can help the business to 

achieve a sustainable competitive advantage.The Indian domestic CRM outsourcing market is 

expanding rapidly, and vendors are clamoring to get into a market that is expected to 

continue to grow over the coming years. All these things have done only by the concept of 

CRM and it best way of application in the banking industry. So we can proudly say that CRM is 

a tool or platform to get the success in banking industry. So from this study ,strongly 

recommend that CRM is a tool in increasing the economical and social status of modern 

corporate banks. 
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Abstract 

 Everyone is exposed to various risk .Future is 
very uncertain, Life insurance companies helps us 
to ensure that our family future is no just secure 
but also prosperous. The study aims to measure 
the quality of services offered by insurance 
providers .The data was collected from 200 policy 
holders of PNBMETLIFE, ICICI PRU and some various 
private insurance companies. The data was 
collected through questionnaire. The data has 
been analyzed using statistical tools like chi-
square, Anova. The risk perception of investors is 
an important factor that influences the investment 
decisions. Hence, in the present study, based on 
the review of literature and discussions with 
experts in the field a number of factors 
influencing the risk perception of investors were 
identified. These factors include unpredictability 

of returns, knowledge about the financial assets, 
chance for incurring loss, diversification of 
portfolios, and dependence on professional 
investment advice. The investors were provided 
with nine statements relating to risk, to measure 
their perception towards risk. Among nine 
variables taken for the study to measure 
satisfaction level, the result indicates the 
policyholders are more satisfied with the returns 
and communication style adopted by insurance 
company and they are dissatisfied due to lack of 
humaneness in dealing with customers. So 
suggestions were provided to improve customer’s 
relation to main the long time relation with the 
insurance industry. 
 Keywords: Life Insurance, Investors risk, 
Quality of service, and Relationship management. 

 

Introduction 

 Life insurance contract provides a package of options or rights to the policy owner that is 

not precisely duplicated by any other combination of commonly available contracts. In this sense, 

the life insurance business in complimentary to the state‗s efforts in social management. 

Insurance involves pooling funds from many insured entities in order to pay for relatively 

uncommon but severely devastating losses which can occur to these entities. In order to be 

insurable, the risk insured against must meet certain characteristics in order to be an insurable 

risk. Insurance is defined as the equitable transfer of the risk of a loss, from one entity to 

another, in exchange for payment. Insurance provides financial protection against a loss arising 

out of happening of an uncertain event.  

Overview of Indian Insurance Industry  

 Indian insurance sector has 52 insurance companies, of which 28 are in non-life insurance 

business and 24 in life insurance. India's life insurance sector is the biggest in the world with 

about 36 crore policies and is expected to increase at a compound annual growth rate (CAGR) 

of 12-15 per cent over the next five years. The insurance industry plans to hike penetration 

levels to five per cent by 2020, and could top the US$ 1 trillion mark in the next seven years. 

 This bright outlook for the sector is primarily due to the Government of India's efforts to 

strengthen the industry. For instance, the Union Cabinet in July 2014 approved a proposal to 
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relax foreign direct investment (FDI) limit in the domestic insurance sector to 49 per cent from 

the previous 26 per cent, signaling the Centre's intent to bring capital and investment into the 

sector. The total market size of India's insurance sector is projected to touch US$ 350-400 billion 

by 2020 from US$ 66.4 billion in FY13. Investment corpus in India's pension sector is anticipated to 

cross US$ 1 trillion by 2025, following the passage of the Pension Fund Regulatory and 

Development Authority (PFRDA) Act 2013, according to a joint report by CII-EY on Pensions 

Business in India. 

  

Review of Literature 

 A study conducted by Keerthi, R.Vijayalakshmi (2012) ―A Study on the Expectations and 

perceptions of the services in private life insurance companies‖ . Smart the life insurance 

companies taken for study, the policy holders‗expectations are well met in the case of certain 

factors reacting to service quality. But in the case of other variables, there exists a significant 

gap which means that policy holders have experienced low levels of service as against their 

expectations. A study conducted by S.Raju and M.Gurupandi (2009) article ―Analysis of the Socio 

economic Back ground and attitude of the policy holders towards life insurance corporation of 

India, Smart journal of Business Management Studies revealed that the study was of great help to 

the policy holders, as it was aimed finding the attitude towards the services of LIC Policy 

holders. Dr.Praveen Sanu, Gaurav Jaiswal, Vijay Kumar Panday (2014) ― A study of buying 

behaviour of consumers towards LIC‖ , Prestige institute of Management and Research, Gwalior, 

revealed that in present Indian market, the investment habits of Indian consumers are changing 

very frequently.  

 Mr. John Paul (2016) Sathyabama University, IJABER, ―Insurance industry in India is a major 

source for worldwide opportunity which provides more scope for new entry and foreign direct and 

indirect investments from global investors‖. 

 Objective of the study 

  The core area is helping us to drive the study into the correct direction to reach the result 

by keeping objective of finding the investors perception on the various insurance products 

which has been offered by leading private insurance companies; addition with some indirect 

and secondary objective of finding the factors that influencing to choose the insurance 

products and also find the barriers in the market with the remedial solution to overcome all 

kind of issues by following some unique strategies in the industry. These objectives will help 

and direct us to frame the outlook and shape of my research work.  

Scope of the study 

 The research work will help to all the private leading insurance players to module and 

frame the strategies which that help them to retain the investors for the long time by fulfilling 

their need and demand based on their requirement. This is the only industry which crate more 

thread and challenges to the leaders on the process of playing the vital role in the insurance 

industry. The results and recommendations could be consider to form the best practice of 

making the positive focus by testing and analyzing the impacts, risk coverage ,safety and return 

on time. This study will give the right direction to perceive the products of insurances for 

investors at their convenient methods.  
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Structure of the study  

 Chapter one gives the background information of the study and a discussion of the research 

area, which leads to one research questions that is mentioned earlier. Chapter two discusses the 

description of Investors. In chapter three, the importance of Investors satisfaction on quality 

operation in insurance industry will be presented. Chapter four provides information about the 

core insurance companies strategy by proper analysis through statistical tools.. Chapter five 

explains the methodologies that were used in the course of the study. Chapter six contains the 

analysis and the results of the thesis from the data that were collected. Chapter seven is the 

conclusion, suggestions and summary of the study, which would help further research about 

investor‘s satisfaction of insurance industry. 

Research methodology 

 Considering the nature and objective of the study quantitative research methods have been 

chosen for the study. Choice of research method Quantitative research method involves the use of 

structured questions where the response options have been predetermined and a large number of 

respondents are involved. The reason for choosing quantitative research approach was because it 

was the fastest way to receive my target answers and also to be able to present the results of the 

research by using figures and in writing. It is also easier to get overall impression of the answers 

when they are measured more as numbers. The sample study was taken by using 65 samples about 

the impact of new trends in process innovation and the study was taken up with 200 respondents 

from group of investors in insurance industry after using validity and feasibility test through the 

standard format. The result was obtained based on the findings which has been observed and 

continuously monitored for effective conclusion. 

Analysis and testing 

 It is stated from the analysis that maximum of the respondents are associated less than 6 

years. It is inferred from the analysis that maximum of the respondents are satisfied over the 

process of insurance industry. It is obvious from the analysis that maximum of the respondents are 

satisfied on quality operation and work methods are playing the vital role in our industry. It is 

obvious from the analysis that maximum of the respondents are satisfied on high level of existing 

quality management system in the company.  

 

Table 1.1 showing the need of innovation in insurance industry  

S. 

NO 
Need of Innovation Response 

1 Risk Coverage 30 

2 Flexible 25 

3 Fast operation 32 

4 Error free result 35 

5 Saving resources 20 

6 Safety 58 
 

 
Source: Primary 

Quality Services Offered by Insurance Companies 

 Each and every insurance industry is intent to make their service to be a greater one by 
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maximizing the amount of investor‘s wealth and fulfilling their trust and hope. This will be a 

major thrust area which will help the identify the expectation of investor from the insurance 

policy. The below chart will explain the overall factor that could be added in the insurance 

products. 

Table 1.2 showing the Main Expectation from a Insurance Policy 

Main Expectation From a Insurance Policy 

Protection 
Good 

return 
Savings 

Tax 

benefit

s 

Total 

19 0 0 0 19 

42 14 0 0 56 

0 18 0 0 18 

0 10 25 0 35 

0 0 39 27 66 

0 0 0 6 6 

61 42 64 33 200 
  

Source: Primary 

 Indian investors will give priority to return rather tax and other factors in the insurance 

products, because they are particular about the economic benefit in all kind of savings and 

investments in the insurance industry. 

Chi- Square Test I – (ψ2) 

 Chi-square is the sum of the squared difference observed (o) and the expected (e) data (or 

the deviation, d), divided by the expected data in all possible categories. 

Null hypothesis (Ho): 

 There is no relationship between the preferred scheme and main expectation from an 

insurance policy from various insurance players. 

Alternate hypothesis (H1): 

 There is relationship between the preferred scheme and main expectation from an insurance 

policy from various insurance players.  

Inference: 

 Since the calculated value is greater 

than the tabulated value, we accept the 

alternate hypothesis and hence there is a 

relationship between the preferred 

scheme and main expectation from an 

insurance policy from various insurance 

players.  

 

Rank Correlation 

 To find out the relationship between test conducted in the Responsiveness of investors needs 

and Communication style and information. 

 

Chi-Square Tests 

 
  

Asymp. Sig. (2- 

Value df sided) 

Pearson Chi-Square 312.687a 15 0 

Likelihood Ratio 346.568 15 0 

Linear-by-Linear 
168.101 1 0 

Association 

N of Valid Cases 200 
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R = 0.9 

Inference 

From the above rank 

correlation it is inferred that r 

= 0.9(Positive Correlation), 

there is a positive correlation 

between the test conducted in 

the Responsiveness to your needs and Communication style and information. 

 

Conclusion 

 Insurance industry is compensated out of funds collected from plenteous. Insurance is a 

safeguard against criteria that consumers consider before taking up a life insurance. This is mainly 

because people expect safety and security for their money they invest, followed by premium 

which we pay to the insurer and then Bonus and uncertain events that may occur in the future. 

Over the last 5 to 6 years, the PNB met life insurance company have tripled investors money than 

the other competent, this progress leads to increase the company image and makes a way to lead 

the total insurance market. Thus the study also comprise company image is the highly important 

Interest paid by the company, services etc 

 
Area of future work 

 This research is enlightening the major area where others can start and make their testing on 

the basis of Impact of innovation in other industry, Cost and control of modern process innovation 

system in insurance , Need of process innovation in small scale industries etc; these could be a 

starting hint for future research on my area of research where we can have a overall view on 

process innovation deeply. 
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Abstract

 This study evaluates major risk factors and its 
impact on usage of E banking services in Chennai. 
This study also evaluates the usage and awareness 
of E banking services and the association between 
the risks and customer adoption of E-banking 
services. Online banking has a lot of benefits which 
add value to customers satisfaction and enable the 
banks gain more competitive advantage over their 
competitors. Required data was collected through 
customer survey. For conducting customer survey 
likert scale based questionnaire was developed 
after review of literature An understanding of the 
factors that foster the adoption and use of e-
banking services from the customer’s viewpoint is 
necessary to promote rapid acceptance of these 
services. The primary purpose of this current 
research is to conduct an investigation into the 
factors affecting the acceptance of E-banking by 
banking customers at Chennai city of Tamilnadu 
state. Descriptive research design was used Quota 
Sampling technique was used. The primary data 

were collected from the customers of top five 
public and private banks. 500 questionnaires 
distributed to customers (50 customers of each bank 
).471 valid questionnaires were collected from 
them. The statistical techniques used for the 
analysis were the chi-square, Confirmatory factor 
analysis and correlation. Statistical packageof SPSS 
version 18.0 was used. Descriptive analysis was done 
to know the usage and awareness level of E-banking 
services. The main findings of the study 
indicatetotally 43.3 % of the customers fall in lower 
age category. Personal risks of E banking is the 
hindering factor to some extent to compare the 
other identified factors like System&Archetecture, 
technical, security, social and cultural risk factors. 
This paper concludes that E- banking has become 
important phenomenon in the banking industry and 
it will continue as more progress and innovations 
are made in information technology. 
 Keywords: E-banking, Customer adoption, 
Perceived usefulness, Perceived risks, Effectiveness. 

 
Introduction 

 Information and communication technology incorporation by the banks have changed the way 

in which banking is being done, worldwide. These changes have been pioneered in India by new 

private sector and foreign banks to enable them to reach a wider customer base as they had 

limited number of branches. However the public sector and the old private sector banks which 

were following the traditional method of banking till a few years ago have also realized the 

benefits that could be reaped through the introduction of technology in their day-to-day 

operations. So they are also of late increasingly pursuing a technology-centric strategy in banking 

operations and services delivery as manifested by their adoption of core banking solutions and the 

introduction of technology-enabled banking solutions (Sambrani and Suryanarayana, 2007).  

The IT revolution has had a great impact on the Indian banking system. The use of computers has 

led to the introduction of online banking in India. The use of computers in the banking sector in 

India has increased many folds after the economic liberalization of 1991 as the country's banking 

https://en.wikipedia.org/wiki/Online_banking
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sector has been exposed to the world's market. Indian banks were finding it difficult to compete 

with the international banks in terms of customer service, without the use of information 

technology. 

Theoretical Background and Literature Review 

 Electronic Banking refersa service that allows an account holder to obtain account 

information and manage certain banking transactions through a personal computer via the 

financial institution's Web site on the Internet.  

 PayamHanafizadeh,Byron W. Keating,Hamid Reza Khedmatgozar(2014) This paper presents 

a systematic review of 165 research articles published on the adoption of Internet banking (IB) 

between 1999 and 2012. The results show that interest in the topic of IB adoption has grown 

significantly during this period, and remains a fertile area for academic research into the next 

decade. A comprehensive list of references is presented, along with an agenda for future 

research that targets identified gaps in the literature. 

 Vaibhav Mishra; Vrijendra Singh (2014).The paper examines the important factors 

responsible for the adoption of Internet Banking Services in India. Exploratory and 

quantitative research forms the basis of this study. All internet banking services have been 

categorized into 7 types. Through a survey instrument, primary data has been collected from 

27 banks' managers, as they are middle layer (between provider and actual customer) in 

internet banking channel. Assess, trust, security, computer self efficacy, perceived risk, 

perceived ease of use, and perceived usefulness emerged as the important factors responsible 

for the adoption of internet banking.  

 Abdullah Kammani, Hema Date(2013)Internet banking (IB) has become a new advancement 

for the banking consumers and its adoption has become a significant measure of success, 

which needs to be analyzed. Therefore this study investigates the influence of perceived 

benefit (PB), perceived impediment (PI), social influence and moderating effect of 

demographic factors like gender and age on IB adoption.  

 W. K. Daniel, K. F. William, M.L. Ling (2014) As e-Banking has become one of the most 

widely used method of banking, the security risks caused by attacks on the e-Banking systems 

have also become imminent. The consequences of these attacks can be dire and most banks 

have been trying to keep the risks low. In order to be trusted and used by the customers, 

information confidentiality, integrity and availability have to be maintained. This paper aims 

to address the potential security risks of e-Banking systems and discuss the possible ways to 

prevent such attacks from successfully extracting the data from the customers and from the 

bank.  

 RajeshreeKhande, YashwantPatil (2014) This paper presents Online banking attacks, security 

analysis of Internet banking. Several modern models are evolving and being applied to many 

banking systems for preventing and detecting online banking frauds.  

 Carolina Martins, Tiago Oliveira, Ales Popovic (2014) Understanding the main determinants 

of Internet banking adoption is important for banks and users; our understanding of the role 

of users‘ perceived risk in Internet banking adoption is limited. This result support some 

relationships of UTAUT, such as performance expectancy, effort expectancy, and social 

influence, and also the role of risk as a stronger predictor of intention. To explain usage 

behaviour of Internet banking the most important factor is behavioural intention to use 

Internet banking. 

http://www.sciencedirect.com/science/article/pii/S0736585313000300
http://www.sciencedirect.com/science/article/pii/S0736585313000300
http://www.sciencedirect.com/science/article/pii/S0736585313000300
http://ieeexplore.ieee.org/search/searchresult.jsp?searchWithin=%22Authors%22:.QT.Vaibhav%20Mishra.QT.&newsearch=true
http://ieeexplore.ieee.org/search/searchresult.jsp?searchWithin=%22Authors%22:.QT.Vrijendra%20Singh.QT.&newsearch=true
http://ieeexplore.ieee.org/document/6947856/
http://ieeexplore.ieee.org/document/7033940/


2nd International Conference on  

Innovative Business Practices and Consumer Protection in Digital World 

 

 

316  MEASI INSTITUTE OF MANAGEMENT 

 C. Ronchi, A. Khodjanov, M. Mahkamov, S. Zakhidov (2011) This paper analyzes the existing 

deployments of Internet banking services from the perspective of the End User, whose main 

goal is completing the online transaction. The sole use on the client side of so-called 

―trusted‖ hardware devices will be discussed and shown to fall short of the requirements for 

truly secure Internet banking. Evidence will be provided in support of the need to protect the 

client components using connected devices and applying software hardening techniques to 

lower the hacking ROI and help rebalance forces in the fight against cyber criminals.  

 

Research Gap 

 There are lots of literatures available on the print and electronic media related to the 

customer satisfaction towards the E banking services offered by the banks, and also the various 

risk factors associated for hindering the services. Few researches were available related to the 

identified risk factors of this research. 

Objectives of the Study 

 To scrutinize the relationship between the demographic variables and adoption of E-banking. 

 To find out the risks faced by the users of E-banking services and analyze its impact on  

e banking adoption. 

 To analyze the relationship between the Risks and customer adoption of the E-banking 

services. 

Data and Methods  

 This was conducted as a survey that examined the perceived risk factors and its impact on E 

banking services. The data was collected from customer (N= 500) of Public and Private bank 

sector in Chennai, Tamil nadu., during the month of May to August 2015. Survey was conducted 

using Likert based questionnaire ranging from Strongly Agree to Strongly disagree .All risk aspects 

are made with negative statements. The respondents were selected using Quota sampling 

method, All classes of customers like private, public employees, professionals, businessmen and 

students. A survey design was used to obtain the information .Top five banks of public and private 

are considered. Reseracher focused 50 customers of each bank. Out of the 500 distributed 

questionnaires only 471 valid are obtained. Reliability of constructs was tested using Cronbachs 

alpha test. Descriptive analysis was used to know the demographic nature of the respondents. Chi 

square, Regression, Correlation and confirmatory statistical techniques were used to reveal the 

findings. Statistical Package version 18.0 was used to get the analysis facts.  

Results and Discussion 

Demographic Profile of the Respondents 

 

Demographic variables Frequency Percentage 

Age 

<25 204 43.3 

26-35 161 34.2 

36-45 60 12.7 

46-55 35 7.4 

>55 11 2.4 

Gender 
Male 302 64.1 

Female 169 35.9 

Educational Qualification 

Below HSC 28 5.9 

Graduate 146 31.0 

Post Graduate 173 36.7 

Professional/Post PG 124 26.4 
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Occupation 

Self Employed/Business 24 5.1 

Government Employee Unemployed 38 8.1 

Private 280 59.4 

Professional 90 19.1 

Student 32 6.8 

Others 7 1.5 

Monthly Income 

< 20000 153 32.5 

20001-30000 105 22.3 

30001-40000 110 23.4 

40001-50000 40 8.5 

>50000 41 8.7 

No Income 22 4.6 

 Age is one of the key demographic variables that affect several variables.  

 Majority of the respondents fall in lower age category. 

Customers e- banking profile  

 

 

 

 

Descriptive Analysis 

 The statements are scored on a 

five point scale ranging from 

Strongly agree (5), Agree (4), 

Neither Agree nor Disagree (3), 

Disagree (2), to Strongly disagree 

(1). All the Statements are 

negative. The following table gives 

the summary of the responses, 

mean and standard deviation 

values. 

 

 

Descriptive statistics for System and ArchitectureRisks 

Statement 
Strongly 
Agree  

(5) 

Agree 
(4) 

Neutral 
(3) 

Dis 
Agree 

(2) 

Strongly 
Disagree 

(1) 
Mean S.D 

Weak Telecommunication  
(Fiber optic, Satellite, 
bandwidth etc) 

23 
(4.9) 

56 
(11.9) 

135 
(28.7) 

143 
(30.4) 

114 
(24.2) 

2.43 1.124 

Software available are not 
suitable 

30 
(6.4) 

66 
(14.0) 

151 
(32.1) 

168 
(35.7) 

56 
(11.9) 

2.67 1.060 

Hardware available are not 
sufficient 
(PC, ATM, POS etc) 

35 
(7.4) 

72 
(15.3) 

140 
(29.7) 

133 
(28.2) 

91 
(19.3) 

2.63 1.172 

Values within parenthesis indicates the percentageSource : primary data 

 

  

Usage of  
e-banking 

Rarely 108 22.9 

Occasionally 114 24.2 

Frequently 163 34.6 

Always 86 18.3 

Period of usage of e-banking 

Last 6 Months 88 18.7 

6-11 Months 63 13.8 

1-2 Yrs 145 30.8 

3-5 Yrs 118 25.1 

> 5 Yrs 55 11.6 

No. of accounts 

One 162 34.4 

Two 207 43.9 

Three or More 102 21.7 

Type of Bank 

Public 242 51.4 

Private 205 43.5 

Foreign 14 3.0 

Co-operative 10 2.1 

Awareness & Usage of ATM 
Aware & Used 465 98.7 

Aware & not Used 6 1.3 

Awareness & Usage of Internet Banking 
Aware & Used 360 76.4 

Aware & not Used 111 23.6 

Awareness & Usage of Mobile Banking 
Aware & Used 252 53.5 

Aware & not Used 219 46.5 
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Descriptive statistics for Technical Risks 

Statement 
Strongly 
Agree  

(5) 

Agree 
(4) 

Neutral 
(3) 

Dis 
Agree 

(2) 

Strongly 
Disagree 

(1) 
Mean S.D 

Power supply is interrupted 
30 

(6.4) 
50 

(10.6) 
113 

(24.0) 
160 

(34.0) 
118 

(25.1) 
2.39 1.156 

Communication bandwidth not 
available. 

16 
(3.4) 

73 
(15.5) 

135 
(28.7) 

182 
(38.6) 

65 
(13.8) 

2.56 1.019 

Internet connectivity is slow 
27 

(5.7) 
62 

(13.2) 
123 

(26.1) 
158 

(33.5) 
101 

(21.4) 
2.48 1.135 

Improper encryption of data & 
use of pass words 

31 
(6.6) 

73 
(15.5) 

139 
(29.5) 

157 
(33.3) 

71 
(15.1) 

2.72 1.856 

e - banking is not responsive at 
times 

27 
(5.7) 

72 
(15.3) 

147 
(31.2) 

158 
(33.5) 

67 
(14.2) 

2.65 1.079 

e - banking involves lengthy 
process and consumes times 

34 
(7.2) 

100 
(21.2) 

127 
(27.0) 

130 
(27.6) 

80 
(17.0) 

2.74 1.180 

Virus in internet affects my 
banking transactions 

37 
(7.90 

79 
(16.8) 

134 
(28.5) 

140 
(29.7) 

81 
(17.2) 

2.68 1.170 

 

Descriptive statistics for Security Risks 

Statement 
Strongly Agree  

(5) 
Agree 

(4) 
Neutral 

(3) 

Dis 
Agree 

(2) 

Strongly  
Disagree 

(1) 
Mean S.D 

I feel that my banking information 
would be hacked 

34 
(7.20 

77 
(16.30 

122 
(25.9) 

135 
(28.7) 

103 
(21.9) 

2.58 1.201 

Theft of data is possible 
31 

(6.6) 
68 

(14.4) 
135 

(28.7) 
148 

(31.4) 
89 

(18.9) 
2.58 1.143 

Misuse of public web application 
30 

(6.4) 
80 

(17.0) 
137 

(29.1) 
141 

(29.9) 
83 

(17.6) 
2.64 1.147 

ATMs do not have secure location 
34 

(7.2) 
74 

(15.70 
153 

(32.50 
131 

(27.8) 
79 

(16.8) 
2.69 1.140 

Unsafe with online transactions 
39 

(8.30 
88 

(18.7) 
140 

(29.7) 
136 

(28.9) 
68 

(14.4) 
2.77 1.156 

Lack of security in personal information 
36 

(7.6) 
79 

(16.8) 
155 

(32.9) 
138 

(29.3) 
63 

(13.4) 
2.76 1.117 

Values within parenthesis indicates the percentageSource : primary data 

 

Descriptive statistics for Security Risks 

Statement 
Strongly 
Agree  

(5) 

Agree 
(4) 

Neutral 
(3) 

Dis 
Agree 

(2) 

Strongly 
Disagree 

(1) 
Mean S.D 

Illiteracy and low level 
of computer literacy 

24 
(5.1) 

53 
(11.3) 

131 
(27.8) 

138 
(29.30 

125 
(26.5) 

2.39 2.60 

Negative perceptions of 
e - banking services 
among customers 

20 
(4.20 

79 
(16.80 

130 
(27.60 

178 
(37.8) 

64 
(13.6) 

1.141 1.051 

Less awareness and 
familiarity regarding 
new technologies and 
their benefits 

21 
(4.5) 

62 
(13.2) 

120 
(25.5) 

168 
(35.7) 

100 
(21.2) 

2.44 1.097 

High charging Fees are a 
reason for escape of 
customers 

33 
(7.00 

78 
(16.60 

149 
(31.60 

137 
(29.10 

74 
(15.7) 

2.70 1.131 

Bank receipt is not 
available 

35 
(7.4) 

87 
(18.50 

121 
(25.70 

147 
(31.2) 

81 
(17.2) 

2.68 1.175 

Language is a risks 
40 

(8.5) 
81 

(17.2) 
124 

(26.3) 
131 

(27.8 
95 

(20.2) 
2.66 1.218 

Values within parenthesis indicates the percentageSource : primary data 

  



Vol.5  Special Issue 3  August 2017   ISSN: 2321-4643 
 
 

 

Shanlax International Journal of Management 319 

Descriptive statistics for Personal Risk 

Statement 
Strongly 
Agree  

(5) 

Agree 
(4) 

Neutral 
(3) 

Dis 
Agree 

(2) 

Strongly 
Disagree 

(1) 
Mean S.D 

I have less awareness of e - 
banking services 

72 
(15.3) 

102 
(21.7) 

112 
(23.8) 

100 
(21.2) 

85 
(18.0) 

2.95 1.328 

Lack of training using e - 
banking 

63 
(13.4) 

114 
(24.2) 

121 
(25.7) 

115 
(24.4) 

58 
(12.3) 

3.02 1.232 

I am not confident about using e 
- banking 

68 
(14.4) 

119 
(25.3) 

107 
(22.7) 

106 
(22.5 

71 
(15.1) 

3.01 1.289 

 It can be inferred that personal aspects of e-banking are a hindering factor for the adoption of 

e-banking to some extent compare to all the other risk aspects 

 

CHI-SQUARE ANALYSIS  

 To test the association between the Risks and Customer Adoption of the e-banking services, 

Chi-square test was adopted. 

Variables Value DF 
P 

value 
Decision 

System and ArchitectureRisks and Customer 
Adoption 

205.85 144 0.001** 
Reject the Null 

Hypothesis 

Technical Risks and Customer Adoption 572.626 432 0.000** 
Reject the Null 

Hypothesis 

Security Risks and Customer Adoption 439.46 288 0.000** 
Reject the Null 

Hypothesis 

Social and Cultural Risks and Customer Adoption 384.40 288 0.000** 
Reject the Null 

Hypothesis 

Personal Risks and Customer Adoption 244.50 144 0.000** 
Reject the Null 

Hypothesis 

** indicates significance at 1% level  

 With the results computed and presented in te above table , the researcher rejects the null 

hypothesis for cases where the p value is less than 0.05 and accept the null hypothesis for cases 

where the p value is more than 0.05. Hence it can be concluded that: 

 System and Architecturerisks are associated with customer adoption. 

 Technical risks are associated with customer adoption. 

 Security risks are associated with customer adoption. 

 Social and Cultural risks are associated with customer adoption. 

 Personal risks are associated with customer adoption. 

 Confirmatory Factor Analysis for Dimensions of Customer Adoption of  

e-banking Services. 

CFA for Customer Adoption of e-banking Services 

Source: Primary data 

 Confirmatory factor analysis was 

performed for Customer Adoption of 

e-banking Services by using Analysis 

of Moment Structure (AMOS 16.1) to 

verify factor structure of the 

variables. Root-Mean Square Error 

Approximation (RMSEA) ranges from 0 

Indices Values 

Goodness of Fit Index (GFI) 0.96 

Adjusted Goodness of fit index (AGFI) 0.93 

Root-Mean Square Error Approximation (RMSEA) 0.06 

Expected Cross Validation Index (ECVI) 0.11 

χ 2 / d.f 2.76 
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to 1 with a smaller value indicating a better model (Browne &Cudeck 1993). The results of 

Confirmatory factor analysis carried out for above said factors are displayed in the above table. 

The Goodness of fit index ranges between 0 to 1 and closer to one point to a perfect fit model 

(Joreskog&Sorbom, 1984). GFI and AGFI for our model is above 0.9, RMSEA is 0.06, ECVI is 0.11and 

chi square value is 2.76. We can understand that the model is a fit model as all the indices are 

meeting the required condition. 

Conclusion and Recommendations  
 The study states that the effectiveness of adoption of E-banking among customers enhances 
the banking transactions efficiently with less cost. Further it leads to have a appreciable 
economic growth in banking sectors. The researchers identified factors are associated favorably 
with adoption of E-banking services. It is evident from the study that the E-banking services in the 
Private, Public and Foreign banks have perceived risks for using the E-banking services. Apart 
from that the banking customers are much aware about the various E-banking services in Chennai. 
Personal Risks are the hindering factor compare to all the other aspects of Risks.  The Paper 
therefore recommends the following measures to abate the difficulty being experienced in the 
utilization of E –banking services. These measure includes: 

 Customers need to be given more sustained public education concerning the use of E-banking 

services, more security such as encrypted software, verification system of customer’s 

identification cards etc. 

 Improved Internet Connectivity is very essential for the success of E-Banking. The banking 

industry therefore needs to ensure regular internet connections with sustained power supply.  

 E banking has become important phenomenon in the banking industry and it will continue as 

more progress is made in information technology.  
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Abstract 

 Banking system has evolved tremendously in the 
last two decades throughout the world. It has 
transformed itself adopting and adapting to new 
technological advancements. The banking sector has 
undergone changes due to the economic imbalance, 
severe struggle and difficult customers. In India the 
changes witnessed in the banking sector is a result 
of the financial and economic reforms of the 
country brought in predominantly by the political 
factor. While, nationalization of Indian banks in 
1980s saw a different economic strategic outcome, 
the introduction of liberalisation due to 
globalisation saw the re-advent of the private sector 
and foreign investment or foreign banks. This 
rapidly forced the banks to adapt to the modern 
technology of the world banking system. One of the 
significant developments in the field of banking is 

Mobile Banking as it has enabled the customer to 
use the banking facility at the comfort of their 
environment without the assistance of the bank 
personnel at the physical level. Mobile banking has 
now become a key platform for expanding the 
banking service boundary mainly due to the 
influence of the increasing customers and the 
innumerous mobile network service providers. The 
principal objective of this paper is to throw light on 
the nature and scope of Mobile Banking and the 
various challenges it has to override which the 
authors attempt to study in a historical and 
descriptive method. The challenges faced by the 
mobile banking users or customers are also studied 
by the authors.  
 Keywords: Mobile Banking, Phones, Apps, 
Banking, Transfer 

 

Introduction 

 Indian banks invest huge amount technologies to help in transmitting the financial services to 

their customers. Employment of diverse self-service technology-facilitated financial data systems 

in increasing banking financial services is one of the main focus quarters of the banks. Proficient 

utilization of technologies has aided precise and well-timed management of the amplified 

transaction capacity of banks. Telecommunication facilities were improved and hardware and 

networking cost got reduced after the globalization and liberalization of the Indian market which 

led to the development of CBS option. In this era of Information Technology, mobile phone users 

and business are beginning to recognize the significance of mobile device and its usage in business 

activities. Current improvement in telecommunications have facilitated the commencement of 

innovative access system for banking services, one of these is mobile banking; wherein a customer 

communicates with a bank by means of a mobile phone. Mobile Banking means a financial 

transaction carried out by logging on to a bank's website using a cell phone. The Mobile banking 

model consists of three interrelated concepts like Mobile accounting, Mobile brokerage and Mobile 

financial information services. 
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Objective of the Study 

 The principal objective of this paper is to throw light on the nature and scope of Mobile 

Banking and the various challenges it has to override which the authors attempt to study in a 

historical and descriptive method. The challenges faced by the mobile banking users or customers 

are also studied by the authors.  

Research Methodology 

 The methodology that has been followed in this paper is simple descriptive method of writing. 

The methods adopted by the authors enable the reader to have clear understanding of the subject 

matter. 

History and Evolution of Banking in India 

 Banking system in India started in 1786 with the establishment of General Bank of India and 

its evolution happened in three distinctive phases. Phase I was the birth of banking system and 

banks were initially started for private European stakeholders, but soon the Indians, especially in 

the Princely States like Allahabad, Punjab and Baroda started banks for Indians. During this phase 

the growth was very slow and saw lot of failures till 1948. In order to streamline the numerous 

banks, the Government of India passed the Banking Companies Act, 1949 which was later changed 

to Banking Regulation Act 1949. Reserve Bank of India thus became the Central Banking Authority.  

 While the II Phase saw nationalization of banks starting from 1969 the III Phase witnessed the 

introduction of innovation and technology and introduction of many more products and facilities 

in the banking sector. In 1991 Narasimham Committee worked for the liberalization of banking 

practices. Efforts started to provide satisfactory service to customers. More importance is given to 

time than money. At present in India all the banks, both nationalized as well as private banks are 

providing multiple facilities to their customers which include ATM, Net banking, Tele banking, 

Mobile banking, Credit card, Debit card, D-mat account etc. 

 New opportunities were provided to the customers, post 1990 as there was a paradigm 

financial transformation and reforms. This period opened the nation‘s doors to many foreign 

banks, investors and institutions which in turn forced the Indian banks to develop their services 

using advanced and latest technology in order to be competent to sustain and survive against the 

global competitors in customer satisfaction. This indeed was a great challenge. After economic 

liberalization, Indian banks threatened by the free market competition but ultimately retention of 

the customers has now becoming decisive. 

 Banking in India is classified on two different manners; organisation structure and business 

line. The Organisation Banking consists of Unit Banking and Brank Banking; Retail banking, 

Corporate banking, Universal banking, Private banking, Investment banking, Personal banking, 

Offshore banking, Online banking and Mobile Banking.  

Information Technology in Banking 

 Advancements in technological changed the world completely, shifting the mode in which 

individuals perform their private and business dealings. Information and technology has 

transformed every industry together with banking by exposing more rapid and cost efficient 

delivery of products and services to the customers. Since two decades, due to an increasingly 

competitive, saturated and dynamic business environment, retail banks in many countries have 

adopted customer-driven philosophies to address the rapid and changing needs of their customers. 

 The first mobile banking and payment initiatives was announced during 1999 (the same year 

that Fundamo deployed their first prototype) which was followed by deploying the solution in 
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Germany, Austria, Sweden, Spain and the UK. The Core Banking Solution (CBS) is a centralised 

platform where the entire bank‘s operation can be controlled and run from the centralised hub. 

Though the CBS was first introduced by private banks at present it is being used in almost all 

Indian banks. With the help of the technology new facilities and benefits of banking solutions that 

enable banks to offer a multitude of services on a 24/7 basis from a single location supporting 

retail as well as corporate banking activities. These banking solutions include ATM, tele-banking, 

mobile banking, internet banking and card banking  

Mobile Banking in India 

 Mobile banking is defined as mobile banking refers to provision and an availment of banking 

and financial services with the help of mobile telecommunication devices. Union bank of India, 

the first state – owned bank which introduced mobile banking services in India, has so far added 

only 1700 customers in mobile banking. SBI has so far received only 10,000 registration for mobile 

banking, while ICICI bank has 80 lakh customers registered so far for mobile banking while HDFC 

bank has 40 lakh registered clients as against Kotak Mahaindra bank has around 52000 clients 

under the mobile banking fold. Mobile Banking provides a simple and secure service which is much 

cheaper and accessible than online or internet banking and its usage has been widened in the last 

decade. For day to day operations the banks greatly depend on information technology as it helps 

them to cut down on the operational expense at the same time offer better service when there is 

stiff competition among different banks.  

 Checking of account details, getting bank statements, performing transactions and payment 

of bills is all possible for the customer at the comfort of their homes and offices. Mobile banking 

has opened new doors of markets for the financial institutions and this has set forth a heightening 

graph due to the magnitude of mobile users and network subscribers in India. Financial services 

corporations are now offering innovative mobile solutions to all levels of people with the 

collaboration with mobile payment agents like mChek. Mobile banking has the prospective to 

fetch a multitude of people that have less access to phone or internet connections against the 

electronic platform which is indeed a ground-breaking means to create financial enclosure.  

The growth and evolution of Mobile banking use the mobile phone technology can be fully brought 

out by previewing the following tools. 

 SMS Banking is a technological service enabling the customers to operate desired services of 

the bank with the help of SMS messaging. The SMS can be initiated by both the bank and the 

customers and is available on all mobile phones (Android or Basic) with or without the facility of 

GPRS.  

 The customers are able to access their accounts with the assistance of real time and secured 

data communication mode through WAP Banking (Wireless Application Protocol). This service can 

only be used in Android mobiles phones with or without GPRS facility. Services like Funds transfer, 

Interbank Mobile Payment Services (IMPS), Enquiry services (Balance enquiry/ Mini statement), 

Cheque book request, Demat Enquiry Service and Bill Payment Subscriptions and Mobile network 

balance recharge can be carried out using the WAP. As the WAP banking was only restricted to 

Android mobiles the next progress of Mobile banking which took place was Mobile banking service 

over USSD (Unstructured Supplementary Service Data). This threw open the services like Enquiry 

Services (Balance Enquiry/Mini Statement), Mobile recharge and Funds Transfer to non-Android 

phones.  
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 Mobile web was the next evolution wherein the mobile phones provided an enhanced banking 

experience to the customers by giving them full web pages similar to internet banking using a 

computer. Banks are persistently espousing technology in order to increase its company and to get 

to diverse grade of customers. Astounding escalation in telecommunication segment, its 

infiltration as well as rural populace and technology achievability are the key aspects for the 

beginning of Mobile banking services. Some of the banks in India which offer the mobile banking 

service to their customers are State Bank of India, Union Bank of India, Punjab National Bank, 

HDFC, ICICI, Indian Bank, Indian Overseas Bank and Axis Bank. IVR and Agent offering are 

combined and catered to facilitate mobile banking services to the customers. Phone Banker-

assisted services are available for all transactions that cannot be fulfilled on the IVR such as 

reporting loss of cards, logging complaints, requests & queries. 

Mobile Banking Services and Functions 

 In order to use mobile banking the user has to register in his mobile phone through the bank 

app and once the registration process is approved and accepted by the concerned bank with the 

proper authentication of a password or MPIN (Mobile Pin). Once this initial step is completed the 

customer is entitled to use the facilities like - 

 Checking of account balance  

 Enquire on the cheque status  

 Order a Cheque Book or Account Statement  

 Impede Payment  

 Loan Related Queries  

 De-mat Related Queries  

 Open a Fixed deposit  

 Transfer Funds to other accounts  

 Payment of bills  

 Re-generation requests for ATM PIN / Debit card PIN / Net Banking IPIN 

 Report loss of your ATM / Debit / Credit Card  

 Mobile technology setting makes available a variety of opportunities for implementation of 

mobile payments (m-payments). Mobile phone could drive or accept data through SMS, USSD or 

WAP/GPRS. The app of the m-payment client might be located in on the phone or in the 

Subscriber Identity Module (SIM) and all details of the customer‗s bank account/credit/debit card 

is stocked up inside the phone or the SIM. When a customer desires to transfer the money to 

another account he/she enters the app and enters phone/account number. The app in the mobile 

decodes the details of the transaction. After the customer enters MPIN number the receiver is 

alerted for confirmation. The amount is then transferred from the customer account to the other 

account. Some other methods of near field communication techniques which are used in such 

money transactions through mobile banking are - Short Message Service (SMS), Unstructured 

Supplementary Services Delivery (USSD), Wireless Application Protocol (WAP)/ General Packet 

Radio Service (GPRS), Phone-based Application (J2ME/BREW), Dual Chip and Mobile Wallet.  

Another important functions and service of Mobile banking is the Alert Facility offered to the 

customers like Salary Credit, Credit or Debit alert, Alert of minimum and maximum balance limit 

and cheque bounce alert.  
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 Reserve bank of India has mentioned guidelines for operating the mobile banking services. 

They are:  

 Licensed banks are permitted to offer mobile banking services.  

 Account holders of banks and debit and credit card holders can avail these services.  

 A transaction in Indian currency is allowed.  

 Banks who have implemented core banking solutions are permitted to offer mobile banking 

services.  

 The details of the terms and conditions are communicated to the customers at the time of 

registration.  

 To enable funds transfer from account in one bank to any other account in the same or any 

other bank on a real time basis irrespective of the mobile network a customer has subscribed.  

 Banks provide mobile banking services shall comply with the following security principles and 

practices for the authentication of mobile banking transactions  

 Customers can communicate their grievances to the redressal committee.  

 Proper level of encryption and security shall be implemented at all stages of the transaction 

processing.  

 Banks may also put in place monthly transaction limit depending on the bank‗s own risk 

perception of the customer.  

Challenges of Mobile Banking 

 Mobile Banking as we have seen above offers a variety of services which has proved to be 

advantageous to the customers, but at the same time there are few challenges and bottlenecks in 

the usage of mobile banking. The first and basic problem or challenge is the operation ability of 

the mobile handset. Some of the phones may or may not support J2ME or the WAP browser. Some 

might only be compatible to use the SMS service which may not be flexible to operate complex 

transactions. The next problem is very crucial as it deals with the security of the transactions and 

the safety of the customer‘s account or money. The physical security of the handset plays a 

significant role in the security of the account. Phone lock is mandatory where no person can open 

or operate the phone in case of theft. In order to start a transaction the alert for authentication 

of the account would prevent a person from initiating or carrying out transactions from 

unauthorized mobile devices. Yet another challenge is to upgrade the mobile banking 

configuration to hold exponential expansion of the customer foundation. The banks must to 

guarantee that the systems are up and operating in a 24 x 7 manner in order to cater to the 

customer operating from any part of the globe at any convenient time. Since customers discover 

mobile banking to be increasingly constructive, their expectations from the key have increased. 

Banks that are not able to convene the performance and consistency expectations of the 

customers possibly will lose their reliance.  

 Owing to the temperament of the connection amid bank and its customers, it would be 

unreasonable to anticipate customers to recurrently visit the bank web site for standard upgrade 

of their mobile banking app. The customer generally expects the mobile app to auto-upgrade 

which actually leads to several hiccups as it requires certain amount of personalization such as 

choosing preferred language, date / time format, amount format, default transactions, standard 

beneficiary list and alerts. Only the most apparent challenges of mobile banking have been 
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discussed by the authors. Nevertheless, a bank ought to observe past all the complexities and 

shortcomings in the mobile banking structure.  

 

Conclusion 

 The mobile banking service is among the recent innovations that use the mobile devices such 

as smart phone, cell phone or personal digital assistant (PDA) in banking service. By and large, it 

is suggested that bank organisation must guarantee that mobile technology have to turn out to be 

a fundamental element of the business. Organisation should more and more look for using mobile 

technology in novel ways in order to expand a spirited period and compel business development at 

the same time construct larger reliance with customers by implementing positive rather than 

imprudent approach. 
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Abstract 

 Consumer confidence and trust are central to 
the success of the digital economy. The rapid 
development of digital technology has delivered 
social and economic benefits for millions of 
consumers around the world. It has connected 
people within and between countries, enabled 
people to easily access information and services and 
created choice and convenience in ways that could 
not be imagined a generation ago. However, the 
continued success of the digital economy will only 
be possible if further developments are not just 
available to all but trusted enough to be integrated 
into people’s everyday lives. The responsibility for 
ensuring that consumers’ rights are protected 
online, and autonomy and personal freedom are 

upheld. In this paper the researcher Used Snowball 
Sampling method and Apply non Probability Tools 
through SPSS. And in this papers the researcher 
Concentrate on both Seller and Buyer points of view 
towards the innovation in business. This paper will 
deal about the major issues and changes faced by 
consumers and sellers by the introduction of 
innovative business ideas. This research paper will 
be a tool where the consumer’s and seller’s life is 
addressed with the basic issues, challenges and 
adoptions towards technology and all other 
innovation aspects by using various tools. 
Key Words: digital technology, Modern Point of 
view, Tools, Innovation, Integrated. 

 
Introduction 

 Call it innovation on steroids. Or innovation at warp speed. Or just the innovation of rapid 

innovation. But the essential point remains: Technology is transforming innovation at its core, 

allowing companies to test new ideas at speeds and prices that were unimaginable even a decade 

ago. They can stick features on Web sites and tell within hours how customers respond. They can 

see results from in-store promotions, or efforts to boost process productivity, almost as quickly. 

 The result? Innovation initiatives that used to take months and megabucks to coordinate and 

launch can often be started in seconds for cents. And that makes innovation, the lifeblood of 

growth, more efficient and cheaper. Companies are able to get a much better idea of how their 

customers behave and what they want. This gives new offerings and marketing efforts a better 

shot at success. In this study we are going to see what are the real relationships that really 

relates with the innovations in business by using tools and how the conclusion us derived. 

Statement of the Problem 

 Digital technology has changed the nature of many services and products because connected 

software is now contained in an increasing number of general consumer products. Key parts of 

what makes these products function are now licensed to consumers and covered by terms and 

conditions, meaning providers have greater control of product functionality. These new 

developments must respect consumers‘ rights and be clearly communicated to consumers so that 
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they can make informed decisions regarding the purchase and use of connected products. It 

should be clear which entity is responsible for performance and security at each point of product 

delivery and during the full lifespan of the product. Regulators should consider frameworks to 

address potential new detriments. The main aim of the research paper is to focus and showcase 

the life of consumers as well as sellers after the new innovations and methods in business and 

online marketing. 

Objectives of the Study 

1. To identify the technological areas of adoption in business. 

2. To analyze the areas of innovation adopted from seller‘s point of view 

3. To also analyze the areas of innovation adopted from consumer‘s point of view 

4. To conclude the advantages and disadvantages of innovation in business 

5. To offer suitable suggestions based on the research 

Methodological Design 

 Research is a systematic method finding solutions to a problem. It gives a structured picture 

for the management process like decision making and planning in accordance with data 

collection. It may be understood as all those method or techniques that are used for conduction 

of research. Methodology gives true path to find solution to a certain problem. 

Research Design 

 Research design is a frame work or blue print for conducting the research. It is a logical and 

systematic planning and directing a piece of research. The research must prepare a detailed plan 

before research is under taken. Descriptive research is used by the researcher in his study. 

Descriptive research is to identity the cause of something that is happening. 

Primary Data 

 Primary data was collected by researchers for first time, is from the employees of sum of you 

system, which happen to be original in character. Primary data required for the study was 

collected through well-structured Questionnaire by the researcher. The Questionnaire has been 

designed to gather the data keeping in view of the objectives of the study. 

Secondary Data 

 Secondary data was collected by the researcher from the various journals,magazines, books, 

previous research data, and collected directly through people. 

Sampling 

 A sampling design is a plane determined, before any data are actually collected for obtaining 

a sample form a given population. Hence the researcher used Snowball Sampling Method from 

Buyer and Seller Through online questionnaire form. 

Tools Used 

The following tools and techniques have used to analyze and interpret the data. 

 Percentage table  

 Kruskal-Wallis Test 

 Jonckheere-Terpstra Test 

 Chi-Square Tests 

 Mann-Whitney Test 

Hypothesis 

 There is relationship between types of business and innovations in business. 
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 There is relationship between number of years in business and changes in sales. 

 There is relationship between age and challenges in online purchasing. 

 There is no relationship between geographical location of consumer and ready to face 

technology. 

Research and Analysis 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Online Business 11 73.3 73.3 73.3 

Traditional or Offline Business 4 26.7 26.7 100.0 

Total 15 100.0 100.0  

 From the above data of the type of business, it is seen that out of 15 respondents, 11 are 

doing online business and 4 are doing offline or traditional business. 

Table 2 Years of Running Organization 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Below 5 years 4 26.7 26.7 26.7 

5 to 10 years 9 60.0 60.0 86.7 

10 to 15 years 2 13.3 13.3 100.0 

Total 15 100.0 100.0  

 From the above data of years of running of business, it is clear that out of 15 respondents 4 

are run their business below 5 years, 9 run their business for the past 5 to 10 years and 2 for the 

past 10-15 years.  

Table 3 Adoption of Technology 

 Frequency Percent Valid Percent Cumulative Percent 

Yes 13 86.7 86.7 86.7 

No 2 13.3 13.3 100.0 

Total 15 100.0 100.0  

 From the above data of adoption of technology, it is clear that out of 15 respondents, 13 are 

willing to adopt to the changes in the technology whereas 2 are not willing to adopt. 

Table 4 Change in Sales 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Shrink 5 33.3 33.3 33.3 

The Same 2 13.3 13.3 46.7 

Grown moderately 7 46.7 46.7 93.3 

Grown substantially 1 6.7 6.7 100.0 

Total 15 100.0 100.0  

 From the above table, it is clearly picturized that out of 15 respondents, 5 say that their 

business has shrinked after adopting technology, while 2 say it remains the same, 7 say that it has 

grown moderately, and 1 says that it has grown substantially 

Table 5 Regular Customer 

 Frequency Percent 
Valid  

Percent 
Cumulative Percent 

Yes 10 66.7 66.7 66.7 

No 5 33.3 33.3 100.0 

Total 15 100.0 100.0  
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 From the above table of regular customers, it is clearly shown that out of 15 respondents, 10 

are regular buyers whereas 5 are no regular buyers, 

Table 6 Geographical Category 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Urban 2 13.3 13.3 13.3 

Semi urban 1 6.7 6.7 20.0 

Rural 3 20.0 20.0 40.0 

Metropolitan City 9 60.0 60.0 100.0 

Total 15 100.0 100.0  

 From the above table it shows that out of 15 respondents, 2 are from urban areas, 1 is from 

semi urban area, 3 from rural area and 9 from metropolitan city. 

Table 7 Challenges in Online Purchase 

 Frequency Percent Valid Percent Cumulative Percent 

Yes 7 46.7 46.7 46.7 

No 8 53.3 53.3 100.0 

Total 15 100.0 100.0  

 From the above table, it is evident that out of 15 respondents, 7 face challenges in online 

purchasing, whereas 8 do not face any challenges. 

Table 8 Safe purchasing 

 Frequency Percent Valid Percent Cumulative Percent 

Online 5 33.3 33.3 33.3 

Offline 10 66.7 66.7 100.0 

Total 15 100.0 100.0  

 From the above table it is clearly portrayed that out of 15 respondents, 5 feel online 

purchasing is safe, whereas 10 feel offline or traditional purchasing is safe. 

Table 9 Adopt more innovations 

 Frequency Percent Valid Percent Cumulative Percent 

Yes 12 80.0 80.0 80.0 

No 3 20.0 20.0 100.0 

Total 15 100.0 100.0  

 From the above table , out of 15 respondents, 12 are ready to adopt more innovations 

whereas 3 are not ready to adopt. 

 Hypothesis I ―There is no Relationship between Types of Business and Innovation in 

Business” 

 The researcher has analysed the relationship between Types of Business and Innovation in 

business. To test the above hypotheses, the Kruskal wallis test has been applied. SPSS package 

has been used to calculate the test statistics of analysis of variance. 

Kruskal-Wallis Test 

Ranks 

 Types of Business N Mean Rank 

Innovations value 

Online Business 11 9.77 

Traditional or Offline Business 4 3.13 

Total 15  
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Interpretation  
 The calculated value(0.010) is less than the PValue 0.05. 
So, the null hypothesis is Rejected. Hence it is concluded that 
there is a relationship between types of business with their 
Innovation in business. 
Hypothesis II ―There is no Relationship between Years of 
Organization and Change in Sales” 
 The researcher has analysed the relationship between 
years of organization and Change in Sales. To test the above 
hypotheses, the Jonckheere test has been applied. SPSS 
package has been used to calculate the test statistics of 
analysis of variance. 

Interpretation  

 The calculated value (0.039) is less than the 

PValue 0.05. So, the null hypothesis is Rejected. 

Hence it is concluded that there is a relationship 

between number of years in business and changes in 

sales. 

 Hypothesis III ―There is no Relationship 

between Geographical Categories and Adoptation 

of Innovation‖ 

 The researcher has analysed the relationship 

between years of Geographical Categories and 

Adoptation of Innovation. To test the above 

hypotheses, the Chi Square has been applied. SPSS 

package has been used to calculate the test 

statistics of analysis of variance. 

CHI SQUARE 

Geographical Category * Adopt more innovations Crosstabulation 

  Adopt more innovations 
Total 

  Yes No 

geographical category 

Urban 2 0 2 

Semi urban 1 0 1 

Rural 3 0 3 

Metropolitan City 6 3 9 

Total 12 3 15 

 

Chi-Square Tests 
 

 Value Df 
Asymp. Sig.  

(2-sided) 

Pearson Chi-Square 2.500a 3 .475 

Likelihood Ratio 3.555 3 .314 

Linear-by-Linear Association 1.667 1 .197 

N of Valid Cases 15   

Test Statisticsa,b 

 Innovations value 

Chi-Square 6.623 

Df 1 

Asymp. Sig. .010 

a. Kruskal Wallis Test 

b. Grouping Variable: Types of 

Business 

Jonckheere-Terpstra Testa 

 Change in sales 

Number of Levels in Years 
of running organization 

3 

N 15 

Observed J-T Statistic 38.000 

Mean J-T Statistic 31.000 

Std. Deviation of J-T 
Statistic 

8.117 

Std. J-T Statistic .862 

Asymp. Sig. (2-tailed) .039 

a. Grouping Variable: Years of 
running organization 
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Symmetric Measures 

  Value Approx. Sig. 

Nominal by Nominal 
Phi .408 .475 

Cramer's V .408 .475 

N of Valid Cases 15  

7 cells (87.5%) have expected count less than 5. The minimum expected count is .20. 

Interpretation 

 The calculated value (0.197) is more han the PValue 0.05. So, the null hypothesis is accepted. 

Hence it is concluded that there is no a relationship between geographical area of consumers and 

ready to accept new innovations. 

 Hypothesis IV ―There is no Relationship between Ages of Customer and Challenges face by 

Innovation‖ 

 The researcher has analysed the relationship between years of Ages of Customer and 

Challenges face by Innovation. To test the above hypotheses, the Mann Whitney Test has been 

applied. SPSS package has been used to calculate the test statistics of analysis of variance. 

Mann-Whitney Test 

 

Interpretation  
 The calculated value (0.021) is 
less than the PValue 0.05. So, the 
null hypothesis is Rejected. Hence 
it is concluded that there is a 
relationship between age and the 
challenges faced in business. 

 

Findings of the Study 

a. The type of business, it is seen 

that out of 15 respondents, 11 are 

doing online business and 4 are doing 

offline or traditional business. 

b. From the above data of years 

of running of business, it is clear that 

out of 15 respondents 4 are run their 

business below 5 years, 9 run their 

business for the past 5 to 10 years and 

2 for the past 10-15 years.  

c. From the above data of adoption of technology, it is clear that out of 15 respondents, 13 

are willing to adopt to the changes in the technology whereas 2 are not willing to adopt. 

d. It is clearly picturized that out of 15 respondents, 5 say that their business has shrinked 

after adopting technology, while 2 say it remains the same, 7 say that it has grown 

moderately, and 1 says that it has grown substantially. 

e. The above table of regular customers, it is clearly shown that out of 15 respondents, 10 

are regular buyers whereas 5 are no regular buyers, 

f. It shows that out of 15 respondents, 2 are from urban areas, 1 is from semi urban area, 3 

from rural area and 9 from metropolitan city. 

Ranks 

 challenges in online purchase N Mean Rank Sum of Ranks 

Age 

Yes 7 7.50 52.50 

No 8 8.44 67.50 

Total 15   

Test Statisticsb 

 Age 

Mann-Whitney U 24.500 

Wilcoxon W 52.500 

Z -.424 

Asymp. Sig. (2-tailed) .021 

Exact Sig. [2*(1-tailed Sig.)] .027a 

a. Not corrected for ties. 

b. Grouping Variable: challenges in online purchase 
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g. It is evident that out of 15 respondents, 7 face challenges in online purchasing, whereas 8 

do not face any challenges. 

h. It is clearly portrayed that out of 15 respondents, 5 feel online purchasing is safe, 

whereas 10 feel offline or traditional purchasing is safe. 

i. From the above table , out of 15 respondents, 12 are ready to adopt more innovations 

whereas 3 are not ready to adopt. 

 
2. Hypothesis Findings of the Study 

a. The calculated value (0.010) is less than the PValue 0.05. So, the null hypothesis is Rejected. 

Hence it is concluded that there is a relationship between types of business with their 

Innovation in business. 

b. The calculated value (0.039) is less than the PValue 0.05. So, the null hypothesis is Rejected. 

Hence it is concluded that there is a relationship between number of years in business and 

changes in sales. 

c. The calculated value (0.197) is more han the PValue 0.05. So, the null hypothesis is accepted. 

Hence it is concluded that there is no a relationship between geographical area of consumers 

and ready to accept new innovations. 

d. The calculated value (0.021) is less than the PValue 0.05. So, the null hypothesis is Rejected. 

Hence it is concluded that there is a relationship between age and the challenges faced in 

business. 

 

Suggestions 

i. improving or replacing business processes to increase efficiency and productivity, or to 

enable the business to extend the range or quality of existing products and/or services 

ii. developing entirely new and improved products and services - often to meet rapidly 

changing customer or consumer demands or needs 

iii. adding value to existing products, services or markets to differentiate the business from its 

competitors and increase the perceived value to the customers and markets 

 

Concusion 

 Countries should reflect the nature of rivalry and latent for detriment in the digital age, 

chiefly those features which impact on consumer choice and protection such as: the essential 

nature of being online and dependence on a small number of large companies; the 

disproportionate influence that holding large quantities of consumer data gives some providers; 

the network effect of digital services which can have the effect of locking in consumers to 

particular providers or limiting their ability to switch. To enhance consumers‘ ability to easily 

compare and switch providers, interoperable and compatible device and software standards and 

rights to access and transfer data between services should be prioritized and research supported 

to establish best practice in this area globally. Consumers should have access to an affordable, 

consistent, good quality internet connection in order to enable them to take up the opportunities 

of the digital economy. A concerted, coordinated effort by governments, regulators and business 

must be made to ensure that the remaining offline population is connected to an open internet 

through affordable high quality connectivity. Access services should respect the principle of net 

neutrality. 
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Abstract 

 Business, involving aspects of both a tangible 
goods and intangible services, and where typically 
the quality of service is more important than the 
physical product. Companies around the world are 
increasing their investment in HR infrastructure. 
Success in the HR products and services market is 
the result of excellence across the multiple 
departments that comprise a business. This means 
that for most HR suppliers, increasing economic 
value will come through growing their market share 
and / or charging (and getting) a higher price for 
their services relative to the competition – both of 
which require effective marketing. A tourism 
product can be defined as the sum of the physical 

and psychological satisfaction it provides to tourists 
during their travelling en route to the destination. 
The tourist product focuses on facilities and services 
designed to meet the needs of the tourist. However, 
no single ingredient of success is more often 
overlooked than sales and marketing. Marketing’s 
importance is further validated by the fact that as 
technology becomes increasingly accessible and 
affordable, HR suppliers are finding it increasingly 
difficult to sustain any significant operational 
advantage. 
 Key words: Tourism, Product, Marketing, 
Human Resource, Services. 

 

 “Customer service is the new marketing.” - Derek Sivers, Founder CD Baby 

 “It is always sad to leave a place to which one knows one will never return. Such are the 

melancolies du voyage: perhaps they are one of the most rewarding things about 

traveling.” ― Gustave Flaubert, Flaubert in Egypt: A Sensibility on Tour 

 

Introduction 

 Tourism product can also be described as a service that can be enjoyed by tourists starting 

from the place of origin, while in a tourist destination and until returning back home. It is 

supported by natural and cultural attractions; facilities and services like hotel, transportation; 

product price, food, entertainment etc. Tourism‘s characteristics highlight a number of features 

that have important ramifications for people within this sector and the role that human resource 

development plays in supporting enhanced productivity and quality at all levels within 

organisations, destinations and countries: 

 Tourism is a ‗multiproduct‘ industry and the different sectors of tourism offer a wide range of 

occupations with a diversity of human capital requirements; Tourism is characterised by 

duality, whereby large multinational companies co-exist with SMEs and micro-businesses (and 

tourism is numerically dominated by small businesses).  

 The realities of human resource development (for example, availability of training budgets or 

plans, levels of skills, career progression opportunities and business motivation) are very 

different for large and small, indeed micro-operators; 

https://www.goodreads.com/author/show/1461.Gustave_Flaubert
https://www.goodreads.com/work/quotes/774659
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 Multiproduct characteristics create diversity within tourism but they are also founded on 

substantial sectoral interdependencies, built around the notion of the tourist destination 

which, for most visitors, often subsumes the individual business components within it. 

 Destination, as opposed to individual business, management in tourism, creates challenges 

and problems with regard to ownership and leadership  

 Tourism employment, while widely welcomed by most governments, is not without problems 

as a consequence of the structural factors addressed above but also as a consequence of the 

weak labour market conditions within which it operates and the perceived low skills set upon 

which it depends;  

 The role of seasonality in structuring how tourism operations are organised and people are 

managed. Stochastic demand patterns create challenges for tourism businesses in an 

operational, marketing, financial and, above all, human resource management sense. 

 Riley and Szivas describe tourism as a sector ‗‗where easily acquired, transferable skills co-

exist and engender weak internal labour markets in organisations that economically are bound 

to a rate of throughput.‘‘ 

 

Tourism Product 

 Tourism is considered as a product because just like any product it is something that attract. 

Tourists are those who visited different places and enjoy the activities and adventures it offers 

them. And the tourism increases income and provide economic stability to the particular 

community of the area. It is a chain reaction tourists visited earns goods through their services 

and additional revenue for those countries. This is why the government of all countries i.e. may 

be developed or developing phase is paying more attention to earn foreign exchange and revenue 

from the tourist activities. That provides economic stability to that particular country. Tourism 

industry also attracts foreign investors. Tourism Products are those products which can be sold in 

tourism market. It can be anything which provides satisfaction during the course of visit of the 

particular tourist. Tourism Product An action, event or experience in some tourist activities and 

which utilizes the natural and cultural resources of the country. ―The products which satisfy 

tourist‘s leisure, pleasure or business needs at places other than their own normal place of 

residence are known as Tourism Product.‖ Product in its generic sense can be thing, a place, a 

person, an event, or an organization which satisfies the needs of a person. The product which is 

offered should have an intrinsic value for the customer. Therefore, a product is an offering having 

some need satisfying capacity. This product can be exchanged with some other value, so that 

there accrues a mutual satisfaction for both the supplier as well as the receiver of the product.  

 Despite products‘ being the central feature of the industry, much confusion washes over the 

concept. Products like attractions are often confused with the activity and with services, but a 

product is more than these. A useful definition comes from the Honduran Institute of Tourism, 

slightly modified by the Public Use Planning effort. Though each industry defines product 

components according to its own realities, tourism can be thought of as six components aligned in 

logical sequence.  

 Attraction- All tourism products begin with an attraction, without which no further discussion 

is needed.  

 Access- An attraction must have access or else no further discussion is needed. Do note, 

however, that most often access refers to visitor capacity to arrive. Sometimes access means the 
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opposite. Sometimes an attraction is attractive because it is difficult to get to, such as wilderness 

areas and for adventure activities. Either way, access is essential to the exploitation of the 

attraction.  

 Activity- Every visitor experiences an attraction, but how they experience depends on the 

activity they select (see ―Experience‖ below). A person can experience Mount Everest vicariously 

through the Internet or from the porch of a cushy mountain lodge. They could also experience it 

by scaling the mountain to its death-defying icy peak. Thus it is erroneous to say that Mount 

Everest offers a particular kind of experience; it may be short-hand for mountaineering, but 

experience depends on the activity.  

 Amenities (Services)- To realize an activity requires services. Services are all those functions 

that a visitor might or might not be able to do for him or herself but in all cases chooses someone 

else to do it for them. Services include actually allowing the activity to take place (such as access 

granted by a national park), the security of park guards and wilderness responders, the food, the 

housing, the transportation, the communication, the provision of souvenirs, etc. If an activity 

requires no services (such as using the backyard of one‘s own home), then we are not talking 

about a tourism product.  

 Qualified personnel- Service provision, in turn, requires that someone qualified provide that 

service, whether a guide, chef, driver, transportation company, national park staff, police, or 

street juggler. Even if that someone is an automated robot, it still requires someone (and 

someone also to service the robot, of course). 

 

Characteristics of Tourism Product  

 Tourism products are available at the destination. They cannot be moved outside the 

destination. So the tourist has to be present at the destination for consumption of tourism 

products.  

 1. Intangibility: - services cannot be touched or seen. What can be seen is their effect. A 

guide‘s comment can be heard. While a travel agent provides a ticket from place A to place B. 

the ticket is just a piece of paper, only an entry pass for using the service. An airline provides the 

service of transportation. What we only can see is the aircraft which carries passenger from one 

place to another. The intangible characteristic poses problems of understanding and evaluating 

services. The services are promises which can be evaluated after or during use and not before. 

The difference between the products and services are products are first produced then sold and 

then consumed. But services first sold then produced and consumed simultaneously. 

 2. Inseparability: - It is not possible to separate services from the person providing the 

service. A guide or an interpreter has to be present to provide the service.  

 3. Perishability: - Services cannot be stored. For example hotel rooms not occupied for one 

particular day are lost for that day. If tourists do not do not come to see the Taj Mahal the view is 

lost for that day.  

 4. Absence of ownership:-when a person buy a car, the ownership of the car is transferred to 

him but when that person hire a taxi he only buy the right to be transported to a pre-determined 

destination at a pre-determined price. Hotel rooms can be used but not owned by the guest. So 

services can be bought for consumption but the ownership remains with the person or the 

organization which is providing the service.  
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 5. Variability: - services are people based products. Services are inseparable from the person 

who offers it. They are produced and offered by individuals. Due to this, quality of service differs 

from person to person, and from time to time with the same individual. Therefore services cannot 

be standardized. Another reason for variability of services is involvement of the guest or customer 

in the process of service production, delivery and consumption system.  

 6. Participation of Customer: - in the service delivery system (selling – production – 

consumption) the customer is involved almost at every stage. A per son who wants to fly from CCU 

to DEL may ask anyone else to book the ticket on flight but that person needs to be present on 

the flight physically. Otherwise the service for that particular person cannot be produced and 

hence cannot be consumed. 

 An area may have tourism resources like favourable climate, beautiful scenery, monuments, 

and hospitable people. Tourism resources of a place can be converted to tourism product. Every 

resource of a place cannot be converted to tourism product. Resources to tourism can encompass 

a wide variety but this variety can only be converted to tourism product depending on the 

following :  

1.  The interest of the tourist  

2.  Geographic location of a destination  

3.  Historical and cultural development of a destination  

4.  Conservation and Preservation of the attraction  

5.  Addition of support facilities  

6.  It has to be offered to the tourist  

7.  A cost is attached to the tourism product  

 

Conclusion 

 The success of the tourism industry and ultimately of the destination depend on the quality of 

employees. The real human resource challenge for the tourism industry is recruiting and retaining 

employees with the right skills, knowledge and attitudes to their work. There are a number of 

approaches to recruiting, retaining and motivating employees: 

 positively targeting recruits from groups under-represented in the workplace;  

 providing career development opportunities;  

 providing training and development opportunities and ensuring that the organisation views 

training as an investment rather than a cost;  

 ensuring competent line management; - considering job design and job roles, including: 

job enlargement, job enrichment, job rotation, job satisfaction and job sharing;  

 providing a better deal than employees perceive they can get from alternative employers; 

 considering levels of pay and non-financial rewards on a regular basis; 

 managing employee expectation; 

 ensuring all new recruits complete a well-planned induction programme;  

 addressing equality issues, e.g. through the implementation of family-friendly human 

resources practices. 
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Abstract 
 Digital transformation has brought a change in 
the way of marketing. Digitalization has 
transformed traditional marketing into digital 
marketing. It has brought markets and consumers to 
direct contact. This research paper explains the 
internet penetration in India, since digitalization is 
based on internet. Social Media is a very common 
aspect that is present in today’s world. With the 
help of social media, marketers find it very easy to 
market their goods. Social media used in one 

country will not be the same in another.  
The present study shows the extent of the usage of 
social media and the problems faced by the young 
adults in purchasing process. It is found that 
Facebook is a widely used social media and problems 
that are faced during purchasing of goods through 
social media are analyzed by using factor analysis, 
one sample t-test are presented here. 
Keywords: Digitalization, Social media, Consumers, 
Internet, Transformation 

 

Introduction 

 Indian population is so high yet a very few percentage of people use internet. According to IGI 

global ―Digitalization is the integration of digital technologies into everyday life by the 

digitization of everything that can be digitized. The literal meaning of digitalization gives an 

apparent idea of development and technology dependent world‖. Digitalization have brought in a 

huge change in the marketing field. With the help of internet digitalization became very popular. 

Digitalization has become a part of the market. Marketers make use this digitalization with the 

help of the internet. Before the introduction of internet, marketing was done only with a 

restricted area. Due to which people were not aware of wide range of products. Young adults opt 

for online shopping since there is wide range of collection for all products. They favor online 

shopping since it is updated with the change in trend. Online shopping links retailers and 

consumers around the world hence the young adults are able to buy products that are available in 

other countries. Even if technology is strong in nature it has its own limitations. The purpose of 

the present study is to find the usage of social media and the possible dissatisfactions that are 

confronted by the young adults while shopping through social media marketing based on their 

personal encounters. 

Objectives of the Study 

1. To find out the Internet Penetration and internet usage in India. 

2. To analyze Social Media usage in India. 

3. To identify the Problems faced by the customers 

4. To determine the recent trend in digital .marking 
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Scope and Need 

 Digitalization brought in a huge transformation from the traditional marketing to digital 

marketing. With the help of digitalization Social Medias became very popular. Marketers have 

their own software/application to market their goods. Social Media is a platform which connects 

people of same mind level together. Social Media helps the customers to decide on a product 

easily by reading the feedback of other users. Scope and need of this study is to identify the 

problems that are faced by the young consumers in social media marketing. Since majority of the 

young adults prefer shopping through internet. 

Research Methodology 

 For the purpose of the study both the primary and the secondary data has been used. The 

primary data has been collected from the students of Arts and Science Colleges, Engineering and 

Medical Colleges. And the sample size of the study is 105. The data collected was analyzed using 

SPSS. Factor analysis, independent sample t test and one way ANOVA was done. The Secondary 

data was collected from journals, books and web sites.  

Analysis 

Table 1: Demographic Profile of the Respondents 

Gender of respondent Frequency Percent 

Male 47 44.8 

Female 58 55.2 

Age of the respondent Frequency Percent 

18 to 20 29 27.6 

21 to 22 36 34.3 

23 to 24 40 38.1 

Nature of Course Frequency Percent 

Medical 14 13.3 

Engineering 38 36.2 

Arts and Science 53 50.5 

Income / Pocket money (Monthly) Frequency Percent 

Below 1500 38 36.2 

1501 - 2500 21 20.0 

2501 - 3500 5 4.8 

3501 - 5000 9 8.6 

Above 5001 32 30.5 

How often do you shop online Frequency Percent 

Thrice in a Month 7 6.7 

Thrice in Four Month 31 29.5 

Thrice in Six Month 21 20.0 

Thrice in a Year 46 43.8 

Total 105 100.0 

 The table shows 55.2% of Female respondents and 44.8% respondents are Male, 38.1% of 

respondents are in 23 – 24 Age group, 50.5% of the respondents from Arts and Science course, 

36.2% of the respondents get below 1500 Rs Income / Pocket money monthly, 43.8% of the 

respondents shops thrice in a year.  
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Table 2: Factor Analysis on Problem faced by the customer 

Factor Problem faced by the Customer 
Factor 

Loading 

Eigen 

Value 
% of Variance 

Cumulative  

% 

I 

I have experienced fraudulence during 

payment 
0.807 

3.377 30.696 30.696 

I have experienced the description of product 

being entirely different from the actual 

product 

0.553 

I have had problems in returning the products 0.786 

I have experienced products nearing their 

expiring date while delivery 
0.780 

I lack choosing support while shopping online 0.776 

II 

Online shopping makes me shopaholic 0.847 

1.849 16.807 47.503 
Offers have deceived me 0.601 

I lose track of myself while searching for the 

product 
0.676 

III 

I have found online shopping more costly than 

other retailers 
0.486 

1.562 14.196 61.699 
The product I have ordered has always been 

delivered on time 
0.796 

I feel that the cost is higher than the maximum 

retailing price 
0.659 

 From Above table we see from cumulative Percentage of variance explained in the above 

table that the percentage extracted together account for 61.699 percent of the total variance 

from the information contained in the 11 variables. Rotated component matrix shows factor I with 

eigen value of 3.377 and their extraction is 30.696, this describes that Factor I is a combination of 

these 5 variables. All other 2 factors describe the combination of variables. 

 Null Hypothesis: There is no significant difference between Male and Female with regard to 

Problem faced by the Customer 

 Alternative Hypothesis: There is a significant difference between Male and Female with 

regard to Problem faced by the Customer 

Table 3: Independent Sample T-test between Gender and Problem faced by the Customer 

 The Above table P 

value shows 0.626 which is 

greater than 0.05, the Null 

hypothesis is accepted. 

Hence there is no significance difference between Gender and Problem faced by the customer. 

The mean value between Gender and Problem faced by the customer is Moderate  

Table 4: One way Anova test between Age and Problem faced by the customer 

Factor 

Age Group 

F value P value 18 – 20 21 - 22 23 - 24 

Mean 

Problem faced by the Customer 1.93 1.94 1.98 0.035 0.966 

 Null Hypothesis: There is no significant difference between Age Group with regard to Problem 

faced by the Customer 

Factor 
Male Female 

t Value P value 
Mean 

Problem faced by the Customer 1.98 1.93 0.340 0.626 
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 Alternative Hypothesis: There is a significant difference between Age Group with regard to 

Problem faced by the Customer. 

 The Above table P value shows 0.966 which is greater than 0.05, the Null hypothesis is 

accepted. Hence there is no significance difference between Age group and Problem faced by the 

customer. The mean value between Age group and Problem faced by the customer is Moderate. 

    Table 5: KMO and Bartlett’s Test 

 The KMO counts 0.81 is a 

satisfactory count and 

therefore the factors with low 

KMO statistic values were 

dropped till the overall KMO 

rose above 81% and in this the 

KMO sampling adequacy is 81.3% which is regarded as Highly Satisfactory for this analysis.  

Objective 1: Internet Penetration and Internet Usage in India 

 Internet came to existence in India in the year 2000. From that time the number of users has 

increased in a drastic manner. At present it is very hard to imagine a world without internet. At 

present 34.8 % of Indian population use internet. With the help of internet, marketing is done 

without any hindrance. And the international trade is also done easily with the help of social 

media traders advertise their goods. Goods are bought online this removes the hindrance of time 

and place. Traders use different modes by which they advertise. From a table Estimate for July 1, 

2016. Elaboration of data by International Telecommunication Union (ITU), World Bank, and 

United Nations Population Division. It is found that the rate of internet usage has only been 

increasing. There is a gradual increase in point percent every year from 2000-2009, from 2009 -

2014 there is growth of 2-3 percentage. Whereas in 2015 there is a sudden growth of 9%. This a 

positive sign of showing how Indian market is getting updated with the trend. This proves that 

there is a greater scope of marketing through the use of internet. 

Objective 2: Social Media Usage 

 Social Medias are platforms that are created in order to connect people of same interests and 

ideas to share their opinion and put forth their ideologies. Social media helps in sharing 

information. Hence, the social media is being exploited by the marketers to connect the 

prospective customers. Facebook, Whatsapp, Instagram, Twitter, Hike, Viber, Snapchat, WeChat 

are few examples of Social Media used not only by the individuals but also by the marketers for 

commercial purposes. Marketers post their advertisements on different websites so that they 

reach a wide area. It is inferred that Facebook has topped the list with the maximum number of 

users followed by whatsapp. Google+ and telegram have just started to establish themselves. 

Objective 3: The problems faced by consumers 

 From the study we have derived 3 factors the first factor can be termed as security and trust 

issues this contains fraudulence during payment and returning, products expiring date, product 

being entirely different, choosing support. The second factor is termed as shopping tendency this 

factor states how the shopper lose track of themselves due to offers and how they become 

shopaholic The third factor is termed as Price and Time difference under this factors it has been 

found that price (MRP) after adding the shipping charges. These are few of the problems that are 

found by the study. 

 

 KMO and Bartlett's Test 

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .813 

Bartlett's Test of Sphericity 

Approx. Chi-Square 380.913 

df 55 

Sig. 0.001 
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Objective 4: The Future Prospects of Increasing the Use of Social Media 

 Technology keeps changing from time to time. Development of technology is beyond 

imagination. With the help of increase in technology social media would also increase. Social 

Medias such as Kiwibox, Skyrock, Next door, Ravely, Café Mom, Care2, Reverbnation, Class Mates, 

Viadro, Xing, Deviantart are not familiar in our country. These Social Medias are used by the other 

countries not only to market the goods but their ideas. These social media if they are brought into 

our country they would make a difference, Xing is used in few countries this a professional 

application which is used by the companies for their discussions. . 

 

Conclusion 

 Internet is being widely used by the consumers it is important that marketers make use of this 

opportunity to build up their social media marketing techniques. From the study we find that 

irrespective of age and gender all the young adults have faced some issues while purchasing 

online through Social Media. Consumers should be satisfied and felt secured during the purchase. 

This should be the key motive of the marketers. The marketers can use innovative ideas used by 

other countries to improve their marketing skills. 
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Abstract 
 Role of human resource management in 
contemporary corporate is essential for 
management activities. The goal of human resources 
management is to make sure that a company has the 
right number of people with the required 
knowledge, skills, abilities and competencies, in the 
right place, at the right time, at an affordable cost 
and who are motivated and determined to achieving 
the current and strategic need of a firm. HR 
practitioners have often been accused of jumping on 
the latest fad or idea in the market. It is important 
for practitioners to assess new HR practices for their 
appropriateness and the potential to add value in 
assisting an organisation to achieve goals.  
 
 

 E- HRM is expected to facilitate a more 
efficient and strategic way of working for HR 
professionals for the reason that electronic human 
resource management(E-HRM) provides human 
resource (HR) functions with the opportunity to 
create new avenues for contributing to 
organizational success. E-HRM facilitates the HR 
function to create dynamic and operational 
capabilities and contributes. E-HRM essentially 
transfers HRM functions to employees and 
managers. They access these functions over a web 
interface, typically over a corporate intranet.E-HRM 
can range widely in scope; at the low end it can be a 
simple web-based system to access Human Resource 
(HR) related documents. 
Key words: HRM, Management, Technology, E-HRM, 
Training

 

Introduction 

 Technology travels with management of people in organizations. E-business is emerging, and 

therefore HR and HR professionals are faced with the challenge of performing in ways that are in 

line with the business. If HR‘s role has been to deliver workforce support and management based 

on the needs of the business, the role of technology has been one of the enabler. So in e-business, 

the application of intranet technology for HR is inevitable. When HR departments make use of the 

Internet and related technologies, to support their activities, the process becomes e-HRM 

(electronic HRM). E-HRM is the complete integration of all HR systems and processes based on 

common HR data and information and on interdependent tools and practices. Properly developed 

e-HRM could provide the data gathering tools , analysis capabilities and decision support resources 

for HR professionals to hire, pay, promote, terminate, assign, develop, appraise, and reward 

employees . The term E-HRM was coined in the 1990s and refers to conducting HRM activities with 

the use of the Internet or the Intranet (Lengnick-Hall & Moritz, 2003). Strohmeier (2007) defines 

E-HRM as the application of information technology for networking and supporting at least two 

individual or collective actors in their shared performing of HRM activities. The introduction of E-

HRM is expected to facilitate a more efficient and strategic way of working for HR professionals 

(Shrivastava & Shaw, 2003) for the reason that electronic human resource management (E-HRM) 
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provides human resource (HR) functions with the opportunity to create new avenues for 

contributing to organizational success. 

 E-HRM is the use of web-based technologies to provide HRM services within employing 

organizations. It embraces e-recruitment and e-learning, the first fields of human resource 

management to make extensive use of web-based technology. From this base e-HRM has expanded 

to embrace the delivery of virtually all HR policies. Within a system of e-HRM, it is possible for 

line managers to use desktop computers to arrange and conduct appraisals, plan training and 

development, evaluate labour costs, and examine indicators for turnover and absenteeism. 

Employees can also use a system of e-HRM to plan their personal development, apply for 

promotion and new jobs, and access a range of information on HR policy. Systems of e-HRM are 

increasingly supported by dedicated software produced by private suppliers. 

Types of E-HRM 

 There are three types of E-HRM. These are described respectively as:- 

 Operational,  

 Relational and  

 Transformational 

 Operational E-HRM is related with administrative functions-payroll and employee personal 

data for instance. Operational E-HRM is concerned with administrative functions. Operational type 

of HRM provides the choice between asking employees to keep their own personal data up to date 

through an HR website or to have an administrative force in place to do this. 

 Relational E-HRM is related with supporting business processes by ways of training, 

recruitment, performance management and so forth. As to relational HRM, there is the choice 

between supporting recruitment and selection through a web-based application or using a paper-

based approach. 

 Transformational E-HRM is related with strategic HR activities known as knowledge 

management, strategic re-orientation. As to transformational HRM, it is possible to create a 

change-ready workforce through an integrated set of web-based tools that enables the workforce 

to develop in line with the company‘s strategic choices or to have paper-based materials. An 

organisation may choose to pursue E-HRM policies from any number of these tiers to achieve their 

HR goals. 

E-HRM and HRIS 

 HRIS (Human Resource Information Systems) is a term that possibly carries similar meaning to 

the term e-HRM. There is a fundamental difference between HRIS and e-HR in that basically HRIS 

are directed towards the HR department itself. Users of these systems are mainly HR staff. E-HRM 

has the potential to change all traditional HRM functions. Employees in geographically dispersed 

locations can work together in virtual teams using video, e-mail, and the Internet. They all can 

receive the same information and training over the company‘s computer network. Effective use of 

Internet enables companies to search for talent across time and distance constraints. Recruiting 

can include online job interviews, postings, applications, and screening the potential candidates 

from websites like naukri.com, monster.com and clickjobs.com. E-HRM can contribute to 

enhanced performance of HR in four ways. 

1. Self service. 

2. Call centers. 

3. Productivity improvement. 

http://hrmpractice.com/category/recruitment/
http://hrmpractice.com/hello-world/
http://hrmpractice.com/hello-world/
http://hrmpractice.com/hello-world/
http://hrmpractice.com/training-and-development/
http://hrmpractice.com/training-and-development/
http://hrmpractice.com/training-and-development/
http://hrmpractice.com/absenteeism/
http://hrmpractice.com/personal-development/
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4. Outsourcing. 

If the company facilitates internet, all the employees can self service many of their personal 

transactions such as updating personal information and changing benefits allocations. If a call 

center is created within the organization, HR professionals can answer questions from all far flung 

employees thus reducing the need for HR departments in each location. 

E-HR Activities in Organisations 

 Almost all HR activities have been automated these days and some of the major activities are 

e-Recruitment, e-Selection, e-Learning, e-Compensation and e-performance management. 

E-Recruitment 

 This is also called as online recruiting which is being widely used as of now. Surveys show that 

70 to 90 percent of corporate use e-Recruiting systems and it may increase over 95 percent in 

future. Cisco Systems recruit employees only through e- Recruiting. e- Recruiting offers several 

benefits to the firms practicing it which includes facility to apply online, wide reach often cutting 

across national borders, reduced costs, decreased cycle time and reduced burdensome 

administrative processes. Common practices of e- Recruitment are as follows: 

 Adding recruitment to existing organizational websites. 

 Using special recruitment websites. 

 Developing interactive tools for processing applications. 

 Using software for online screening of applications. 

E-Selection 

 E-Selection includes HR activities such as 800 numbers scheduling, web based testing, face to 

face interviewing and job offering. E-Selection has three major objectives. 

1. Achieving cost reduction. 

2. Maximum utilization of human capital. 

3. Sustainability.   

 E-Selection helps cost reduction in several ways. Loss rates between events in the selection 

process are minimized, administrative costs are reduced, and costs of sourcing candidates into 

the employment become less. Maximum utilization of human capital is achieved through high 

retention rates, increased percentage of candidates who meet employment requirements and 

improved productivity after the new hires.  

E-Performance Management Systems 

 E-performance management systems for its sales staff, customer relationship officers, store 

managers and service receptionists. E-based systems tend to increase productivity, enhance 

competitiveness and motivate employees. It is possible through two ways. 

1. Technology may facilitate measuring an individual‘s performance via computer monitoring 

activities. 

2. Technology may become a tool to facilitate the process of writing reviews or generating 

performance feedback. 

 Routine or low discretion jobs can be subject to Computerized Performance Monitoring (CPM) 

system that helps to generate performance data. Software‘s are available to prepare appraisal 

forms and accompanying narratives. Performance management system can be integrated with an 

overall enterprise resource planning (ERP) software system.  
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E-Learning 

 E-Learning refers to the use of an organizational internet to conduct training online. Large 

number of employees who need training has increased the significance of e-Learning. Wipro has 

17,500 employees and out of them only 2500 are onsite and 15,000 employees are in off-shore 

centers at Bangalore, Hyderabad, Chennai, Pune and Delhi. Wipro has a policy of subjecting any 

employee for a two week training every year and hence it relies in e-Learning only. At Satyam 

Mahindra nearly 80 % of its 9000 employees are logged into the in-house learning management 

system. Infosys has almost 10% of its training through e-Learning. E-Learning is used to train soft 

skills for employees also. 

Advantages of e-Learning 

 It is self-paced. Trainees can proceed on their own time. 

 It is interactive, tapping multiple trainee senses. 

 Allows for consistency in the delivery of training. 

 Enables scoring of services or assessments and the appropriate feedback. 

 Incorporates Built-in guidance and help for trainees to use when needed. 

Webinars 

 Firms are increasingly making use of web seminars to organize training sessions to ramp up 

new hires and enhance soft skills when they have to deal with globally dispersed employees. 

Webinars help HR manager in communicating latest company policies and manage employee 

information. 

E-Compensation 

 E-Compensation represents a web-enabled approach to an array of compensation tools that 

enable an organization to gather, store, manipulate, analyze, utilize and distribute compensation 

data and information. Using internet, individuals can access electronically distributed 

compensation software‘s, databases and analytical tools. HR professionals are able to gain access 

to knowledge management databases, best practices and competitive information. Web-enabled 

tools distribute compensation metrics to employees and managers for critical decision making. 

Functions of E-HRM 

 E-HRM is the application of information technology for both networking and supporting at 

least two individual or collective actors in their shared performing of HR activities. E-HRM is not 

the same as HRIS, Human resource information system which refers to ICT systems used within HR 

departments. Nor is it the same as V-HRM or Virtual HRM – which is defined by Lepak and Snell as 

―a network-based structure built on partnerships and typically mediated by information 

technologies to help the organization acquire, develop, and deploy intellectual capital.‖  

E-HRM is in essence the devolution of HR functions to management and employees. They access 

these functions typically via intranet or other web-technology channels. The empowerment of 

managers and employees to perform certain chosen HR functions relieves the HR department of 

these tasks, allowing HR staff to focus less on the operational and more on the strategic elements 

of HR, and allowing organisations to lower HR department staffing levels as the administrative 

burden is lightened. It is anticipated that, as E-HRM develops and becomes more entrenched in 

business culture, these changes will become more apparent, but they have yet to be manifested 

to a significant degree. A 2007 CIPD survey states that ―The initial research indicates that much-

http://hrmpractice.com/human-resource/
http://hrmpractice.com/staffing/
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commented-on development such as shared services; outsourcing and e-HR have had relatively 

little impact on costs or staff numbers‖. 

Achievement Plans through E-HRM 

 E-HRM is seen as offering the potential to improve services to HR department clients (both 

employees and management), improve efficiency and cost effectiveness within the HR 

department, and allow HR to become a strategic partner in achieving organisational goals. It can 

be defined as the planning, implementation and application of information technology for both 

networking and supporting the HR activities. E-HRM is in essence the devolution of HR operations 

to management and employees. They access these operations typically through intranet or other 

web-technology channels. From this ground, E-HRM has expanded to embrace the delivery of 

virtually all HR policies. Within the system of E-HRM, it is possible for margin managers to use 

desktop computers to organize and conduct appraisals, plan training and development, evaluate 

labor costs, and examine indicators for turnover and absenteeism. Employees can also use a 

system of E-HRM to plan their personal improvement, apply for promotion and new jobs, and 

access a range of information on HR policy. Systems of this are increasingly encouraged by 

dedicated software produced by private suppliers. E-HRM is seen as the potential to develop 

services to HR department clients (both employees and management), develop efficiency and cost 

effectiveness within the HR department, and permit HR to become a strategic partner in 

achieving organizational goals. 

Conclusion 

 Human resources are considered as the most expensive resource in any organization; 

therefore, they need careful management. The goal of human resources management is to make 

sure that a company has the right number of people with the required knowledge, skills, abilities 

and competencies, in the right place, at the right time, at an affordable cost and who are 

motivated and determined to achieving the current and strategic need of a firm. E-HRM practice 

provides a more efficient and strategic way of working to reach the goals. E-HRM facilitates 

human resource functions with the chance to create new avenues for committing to 

organizational success. It is not only complementing it, but often even substituting it. In order to 

meet the demands of today‘s knowledge-based economy, it is almost a must for companies to 

maximize the potential and productivity of their employees, a goal towards which HRM 

information systems and E-HRM could be of help. E-HRM is a way of implementing HR strategies, 

policies, and practices in organizations through a conscious and directed support of and/or with 

the full use of web-technology-based channels. E-HRM is the use of technology to automate 

human resource activities and functions. Common e-HRM solutions include web-based self-service 

tools that allow employees to change their mailing address online, use the web to complete forms 

needed to hire a new employee or submit the documentation for annual performance reviews and 

salary increases electronically. Even though e-HRM appears as a challenge; it has gained much 

importance in corporate and is inevitable. 
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