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Abstract 

 Advertising has crucial role in today‟s 
competitive marketing world. This research studies 
two important persuasive processes often employed 
in the management of businesses; Creative 
Advertising and Marketing Management. Creative 
Advertising and Marketing Management is necessary 
in order to have a complete understanding of how 
producers and sales companies work effectively.  
 

  
Companies need to adopt creative strategies and 
innovations in their operations in order to survive 
the challenges of the ever expanding global market. 
In the study, creative advertising and its importance 
in marketing management are investigated and 
examined by sample group of university students.  
Keywords: Creative advertising; Innovations; 
Marketing management; Persuasion in marketing

 

Introduction 

 The twenty first century has been an era of increasing globalisation and expansion. Advances 

in science, technology, transportation and communication have been the main driving forces of 

globalization. These advancements have resulted in the spread of business ideas, knowledge and 

information amongst heterogeneous and scattered people located round the globe. New media 

technologies have perhaps been the most powerful tools in creating linkage among people. Mobile 

telephony, the internet, social networks, tablets and other new media devices have greatly 

contributed in creating a seamless globalized society unlimited by physical distance; significantly 

altering the concepts of space, time and location (Saxena, 2005). These devices have become so 

pervasive that people‟s daily lives are becoming more and more centered around them.  

 The current age of globalization has also been characterized by a marked shift in operations 

as well as the expansion of businesses beyond traditional boundaries. New media technologies 

have led to speed in operations; as business has to be conducted at the speed of thought. 

Products too have to become globally competitive as more and more and more companies enter 

the market with new products. Business operations have also become more creative and flexible 

as new media makes available several alternative channels of reaching consumers. E-bay, 

Amazon.com amongst other emerging online sales channels are increasingly being used by 

companies and consumers even in developing countries.  

 One of the most significant impacts of globalization on the business world is the immense 

empowering of the consumer or customer as a global citizen. The consumer has become more 

powerful and important in the twenty first century than in previous years. With the plethora of 

media and products available, customer loyalty no longer exists. Customers are no longer bound 

by rules to any particular brand. Several search engines and a huge range of products, consumers 

are now in control of what they wish to see, hear and buy; they are no longer inactive via the 

internet(Thorson International Review of Management and Marketing, Vol. 4, No.3, 2014, pp.239-

246 240 and Duffy, 2011). Consumers have to calm down and wait to be wooed by companies now. 
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Companies have to creative and active on their production to meet the demand of consumers 

from every corner of the globe. Competition is seen on a global scale. In todays world, companies 

are faced with the challenge of capturing and maintaining ICT and globally minded customers. 

This task of capturing and maintaining customers informs the need for the effective management 

of advertising and marketing processes to meet the challenges of the increasingly globalizing 

world. 

 
Objectives of Study 

 The fundamental purpose of advertising is to sell something - a product, a service or an idea. 

In addition to this general objective, advertising is also used by the modern business enterprises 

for certain specific objectives which are listed below:  

1. To introduce a new product by creating interest for it among the prospective customers. 

2. To support personal selling programme. Advertising maybe used to open customers' doors for 

salesman 

3. To reach people inaccessible to salesman. 

4. To enter a new market or attract a new group of customers. 

  
Advertising 

 Advertising is used for communicating business information to the present and prospective 

customers. It usually provides information about the advertising firms, its qualities, place of 

availability of its products etc. advertisement is indispensable for both the sellers and the buyers, 

however it is more important for the sellers in the modern age large scale production producers 

cannot think of pushing sales of their products without advertising them. Supplements personal 

selling to a great extent, advertising has acquired great importance in the modern world where 

tough competition in the market and fast changes in technology, we find fashion and taste in the 

customers. 

 According to Trehan and Trehan (2011), market is controlled by consumers so companies have 

to persuade and attract the consumers for selling their products and services. Thus, advertising 

has crucial role for communication. Advertising seems to be in everything for people and 

everywhere people go; from surfing the net to taking a bus ride. Advertisement pop up on various 

websites and can be found in all sorts of unusual places from can drinks to concert tickets. 

Advertising becomes increasingly popular as more and more individuals and companies turn to it 

as a tool for getting their products or services known by consumers. There are basic features of 

advertising; advertising create an awareness of consumers, it gives an information and also it can 

persuade consumers. Advertising has costs. An advertising cost have total message that take of 

time and space on the media. Advertising is not communicate directly with a person. It is open to 

the public. Advertising gives an information as said before and it is told that advertising educates 

consumers on a product or service. It includes various creative strategies and tactics also but in 

advertising nature it is trying to convince consumers to make a purchase.  

 
The Relationship between Advertising and Marketing  

 Advertising and marketing are essential processes needed to ensure that products get to their 

target markets. Although thought by some to mean the same thing, advertising and marketing are 

different. Advertising involves more of communication as its focus is on disseminating information 

about ideas, goods and services. It involves making repeat and potential customers aware of a 
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product or services. Each advertising plan is geared towards a particular product as the all 

advertisements are unique (Mallory, 2013). Advertising relies on the media to pass the message 

across.  

 Marketing management is a bigger and more complex process than advertising. It consists of 

everything an organization does to facilitate exchange with the customer. Marketing management 

is concerned with issues such as research, product conception, design, pricing, promotion, sales 

and distribution. Its scope is much wider than advertising. In fact advertising is regarded one of 

the tools of marketing management. Marketing is sometimes described as a pie of which 

advertising is one of its fillings.  

 
Hypothesis and Research Method 

Hypothesis 

 Creative advertising studies are effective in meeting the marketing targets. Effective creative 

advertising used for marketing purposes in student behaviour as a consumer determines the 

consumer capacity. 

 
Research Method 

 In order to bring clarity to study, thirteen close-ended questions are asked to 50 College 

students. The questionnaire included creative advertising is important in marketing, the products 

and services offered through creative advertising attracts consumer attention, products which 

containing more creative advertising is more follow, the products offered by creative advertising 

is examined more enjoyable, creative visual and audio presentations are attracting consumers, 

products are more explored via creative advertising, businesses become more cautious in their 

advertisements to reach a wider consumer with creative advertising, consumer awareness is 

achieved with creative advertising, creative advertising is important in the increasingly 

competitive marketing world, businesses with creative advertising has become much more 

attention to consumer behavior, businesses reduce the distance with consumers via creative 

advertising, creative advertising is important to business development and grow its market share, 

creative advertising shows the quality.  

 
Limitations  

 The study is limited with 50 College students.  

 
Analysis and Results  

 In the study, to the expression of creative advertising is important in marketing, 49 students 

participated with 98%, only 1 student with 2% was undecided. 41 students participated with 82% 

to expression of the products and services offered through creative advertising attract consumer 

attention on the other hand, 9 students with 18% were undecided. Expression of products which 

containing more creative advertising is more follow, 33 students with 66% participated, 12 

students with 24% undecided and 5 students with 10% did not attend to this expression. These five 

students thought to be addictive to a certain brand. Expression of the products offered by 

creative advertising is examined more enjoyable, 44 students with 88% participated, 4 students 

with 8% undecided and 2 students with 4% did not participate. 

 In the study, to the expression of creative visual and audio presentations are attracting 

consumers, 41 students with 82% were participated, 7 students with 14% undecided and 2 students 

with 4% did not participated. Students who did not participate to that expression thought to be 
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find these advertisements insufficient. They did not find creative advertisements. Moreover, to 

the expression of products are more explored via creative advertising, 41 students with 82% 

participated, 6 students with 12% undecided and 3 students with 6% did not participate. 

Businesses become more cautious in their advertisements to reach a wide consumer with creative 

advertising statement demonstrates participated of 42 students with 84%, undecided of 5 students 

with 10% and did not participate 3 students with 6%. 

 In the study, expression of consumer awareness is achieved with creative advertising, 37 

students participate with 74%, 12 students with 24% undecided and 1 student with 2% did not 

participate. In the statement of creative advertising is important in the increasingly competitive 

marketing world, 41 students with 82% participate, 7 students with 14% undecided and 2 students 

with 4% did not participate. Statement to businesses with creative advertising has become much 

more attention to consumer behavior, 40 students with 80% participate, 9 students with 18% 

undecided, 1 student with 2% did not participate. In addition to that results, businesses reduce 

the distance with consumers via creative advertising statement demonstrate 31 students with 62% 

participated, 12 students with 24% undecided and 7 students with 14% did not participate, 49 

students with 98% participated to statement of creative advertising is important to business 

development and grow its market share, on the other hand 1 student with 2% undecided. 

According to that result, individuals thought that creative advertising is important to gain 

competitive advantage among rivals. The last statement was creative advertising shows the 

quality. 33 students with 66% participate, 14 students with 28% undecided and 3 students with 6% 

did not participate to the statement. 

 In general, to the statement of creative advertising is important for consumers, a significant 

difference was observed between students who are participate and undecided. Nevertheless, 

almost all of the participants have participated to this statement. The products and services 

offered through creative advertising attract consumer attention even so following rate was lower 

than to creative advertising attraction. In this result, businesses create creative advertising but 

that advertising did not enough effective for following. A large part of the participants stated that 

they had an enjoyable following to creative advertising but the rest undecided and there was a 

significant difference was observed among them. Participants stated that creative advertising was 

pleasant but its following was lower. These two expressions has significant difference. So 

businesses must be carefull to prepare their advertisings. Creative advertising create awareness 

to consumers but businesses must prepare their visual and auditory presentations carefully thus 

they are create an attention and also all consumers affected by advertising and buy. 

 According to participants, if any business target to success and gain high market share, want 

to get competition advantage must be carefull all their presentations, advertising and promotions. 

Moreover, most of participants emphasized that creative advertising create differences and 

demonstrate high quality. In addition, businesses become more carefull to their production and 

theri advertising according to the participants but they are waiting more devotion to consumers. 

Creative advertising is important to business development and grow its market share was 

emphasized by all participants. According to study, when the answers were given by consumers 

evaluated, creative advertising decrease distance between businesses and consumers. Moreover, 

consumers will be customer of the business and businesses will reach their aim. 
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Conclusion 

 It can be concluded that creative advertisement and marketing plays an dominant role in the 

modern world .creative advertisements creates a different wants and desire among the 

consumers. Advertisement are most useful to buy products and the services marketing & 

advertisement attracts the consumers and also results in Innovation of new products and will 

make the customers to buy again. Therefore, there should be a good advertisement & marketing . 

Advertisements are essential to introduce a product ,popularize the product and to expand the 

customer base without creative advertisements, in a competitive atmosphere it is impossible to 

service. That is why many firms are ear marketing a fund for advertisement in the form of 

advertisement budget. 
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Abstract 

 Personal care sector is an integral part of the 
nation‟s economy with its huge potential. The 
personal care industry is one of the largest 
consumer sectors in the country. The purchasing 
power and disposable incomes of the Indian 
consumer have considerably increased and it has 
created a niche for leading organizations in this 

segment in the last decade, resulting in phenomenal 
growth in this sector. Most of the consumers feel 
that there were chemicals in cosmetics, which cause 
many side effects, and started switching over to 
ayurvedic based cosmetics. This study highlights the 
Consumer Purchase Decision Behaviour towards 
Cosmetics Marketing. 

 

Introduction 

 Consumer behaviour encompasses a vast area including consumption pattern, consumer 

preferences, consumer motivation, and consumer buying process & shopping behaviour. The 

purchase decision is influenced by various factors such as social, cultural, demographic, personal, 

economic etc. So for effective marketing, the marketer must know the basis of decisions taken by 

customers. 

 
Cosmetics Marketing 

 Cosmetics include  skin-care  creams,  lotions,  powders,  perfumes,  lipsticks, fingernail and 

toe  nail polish,  eye and facial makeup,  novelettes, permanent waves,  colored contact lenses,  

hair colors,  hair sprays and  gels,  deodorants,  hand sanitizer, baby products, bath oils,  bubble 

baths,  bath salts,  butters and many other types of products. A subset of cosmetics is called 

"make-up," which refers primarily to colored products intended to alter the user‟s appearance. 

 
Review of Literature 

 Studies on consumer behaviour particularly in the Indian context are limited some of such 

important studies are briefly reviewed in the following papers. 

 Subrahamanyam & others (1982) conducted a study on “Marketing of consumer goods” in 

Vishakapatnam. It was found that large number of respondents purchased consumer products from 

private retail shop followed by super bazaar & consumer co-operative store and housewife played 

a vital role in taking purchase decision. 

 Debiprasd Mukherjee (2012) conducted a study entitled „Impact of celebrity endorsement 

on Brand Image‟. This study shows that consumers report higher self-brand connection for brands 

with images that are consistent with the image of a celebrity that they aspire to be like, 

particularly in the case when the image of the celebrity and the brand match. 

 Kisan Shivajirao Desai (2014) stated that “A study on Consumer Buying Behaviour of 

Cosmetic Products in Kolhapur”, The research attempts to study the consumer buying behavior of 

cosmetic products in an Indian settings , specifically with reference to Kolhapur .The purpose of 

http://search.mywebsearch.com/wiki/Human_skin
http://search.mywebsearch.com/wiki/Cream_(pharmaceutical)
http://search.mywebsearch.com/wiki/Lotion
http://search.mywebsearch.com/wiki/Powder_(substance)
http://search.mywebsearch.com/wiki/Perfume
http://search.mywebsearch.com/wiki/Lipstick
http://search.mywebsearch.com/wiki/Nail_polish
http://search.mywebsearch.com/wiki/Human_eye
http://search.mywebsearch.com/wiki/Wet_wipe
http://search.mywebsearch.com/wiki/Colored_contact_lenses
http://search.mywebsearch.com/wiki/Hair
http://search.mywebsearch.com/wiki/Hair
http://search.mywebsearch.com/wiki/Hair
http://search.mywebsearch.com/wiki/Hair_spray
http://search.mywebsearch.com/wiki/Gels
http://search.mywebsearch.com/wiki/Deodorants
http://search.mywebsearch.com/wiki/Hand_sanitizer
http://search.mywebsearch.com/wiki/Bubble_bath
http://search.mywebsearch.com/wiki/Bubble_bath
http://search.mywebsearch.com/wiki/Bath_salts
http://search.mywebsearch.com/wiki/Butter
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this paper is to investigate the various factors that has impact on buying decision of consumers. In 

this paper, respondents were selected by convenient sampling method and data was analyzed and 

interpreted with the help of statistical techniques. The study reveals that different factors have 

significant influence on buying behavior. This study also contributes to the knowledge of how 

cosmetic companies will be able to understand buying habits of the consumers. 

 
Statement of the Problem 

 The cosmetics industries are providing employment to the people directly or indirectly. Some 

of the people depend on the cosmetics for their livelihood itself. Also the cosmetics has been 

exported to the various part of the world especially herbal based cosmetics are exported to the 

western countries. So the cosmetic industries are contributing export revenues to India as well as 

it contributes the economic development in turn realizing the significance of the above points an 

attempt is i.e., A study of Consumer Purchase Decision Behaviour in Cosmetics Marketing in 

Coimbatore Town. 

 
Objectives 

The researcher has following objectives for pursuing this study. 

1. To study the consumer behaviour marketing of cosmetic products.  

2. To know the influence of various Medias in motivating the consumers on a particular brand of 

cosmetics.  

3. To know how the marketing strategy influences the behaviour of the consumers.  

 
Sampling 

 The sampling technique employed for the purpose of this study is “Random sampling 

Technique”. The samples are chosen from Coimbatore Town. 200 samples were selected at 

random, so the sample size for this study is 200. Best judgment sampling is adopted while 

randomizing the sample. 

 
Data Collection 

 This study is mainly based on the primary data collected by the researcher her. A schedule 

has been employed to collection of data. Direct interview method was adopted for administrating 

the schedule. The collected information was properly tabulated by means of a transcription 

sheet. Both the simple and bi - variate tables were prepared from the information collected. The 

tables were interpreted suitably with the help of simple statistical tools, such as percentages 

analysis. 

 
Cosmetic Industry in India 

 The Indian cosmetics industry is growing in terms of product development and marketing.  

The preference of Indian consumers is changing from the „merely functional‟ products to more 

advanced and specialized‟ cosmetic items. The average annual spending of Indian consumers on 

cosmetics in 2011 is just over US$3. India in cosmetics, which saw its value share rising from 27% 

in 2005 to 31% in 2014 and are likely to continue to surge ahead over the forecast period. The 

entry of many multinationals into the Indian cosmetics from 2011 has made it an extremely 

challenging and dynamic market. Foreign players have focused more on product innovation; re-

launches and brand extensions spread across multiple price points, and enhanced product 
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penetration by extending their distribution networks. The leading players have streamlined their 

ad spend to effect savings that has allowed them revamp their pricing strategies as well as offer 

free gifts to retain consumers. 

 
Consumer Purchase Decision Behaviour- An Analysis 

 The study of the buyer behaviour is essential to understand what marketing is the success or 

failure in marketing depends up on individuals reactions expressed in the form of buying pattern. 

Mainly the buyer behaviour has many approaches the economic, the psychological the socio 

cultural etc. A buyer is subjected to many influences before the actual: purchase. Aroused needs 

are forces which activate goal oriented behaviour to bring satisfaction. 

   Table 1: Awareness of the Brand 

 The table-1exhibits that 

awareness of the brand-viz 

classification of the sample 

respondents. Out of the total 

sample respondents, 2% of the 

respondents come under the 

Family member, 4% of the 

sample respondents come 

under the Friends & 

Neighbours, 74% of the 

respondents come under the Television, 6% of the respondents come under the Radio, 12% of the 

respondents come under the Window display, and 2% of the respondents come under the 

Newspapers and Magazines. It is also observed that, the majority of the respondents viz 74% 

belongs to Television and 12% belong to Window display. 

   Table 2: Habit of Buying Cosmetics 

 It is observed from the table-2, 

that 36% of the respondents buy 

their cosmetics in small retail shop 

only. They never buy from 

Departmental store or Medical shop. 

32% of the respondents buy their 

cosmetics only at Departmental 

store for their reasonable price 

structure. 32% of the respondents buy their cosmetics only from Medical shop. It is also observed 

that, the majority of the respondents viz 36% buy from small retail shop. 

  Table 3: Purchases of Cosmetics 

 The table-3 displaced that 38% of 

the respondents buy their cosmetics 

under spot decision and 62% of the 

respondents buy their cosmetics 

through their pre planning. It is also 

observed that majority of the cosmetics buyers buy their cosmetics only through their pre 

planning. 

  

S. No 
Awareness of 

the brand 

No. of sample 

Respondents 
Percentage 

1. Family Member 4 02 

2. Friends & Neighbours 8 04 

3. Television 148 74 

4. Radio 12 06 

5. Window Display 24 12 

6. Newspapers & Magazines 4 02 

 Total 200 100 

S. No 
Usually buy 

the Cosmetics 

No. of sample 

Respondents 
Percentage 

1. Small retail shop 72 36 

2. Departmental Store 64 32 

3. Medical shop 64 32 

4. Beauty shop - - 

 Total 200 100 

S. No Purchases No. of Respondents Percentage 

1. Spot decision 76 38 

2. Pre planned 124 62 

 Total 200 100 
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 Table 4: Frequency of Buying Cosmetic Products 

 The Table 4 reveals that 61% 

of the respondents buy cosmetics 

once in a month, 33% of the 

respondents buy every week, 

whereas very few respondents buy 

daily, yearly & during festivals. 

 

 Table 5- Type of Product Preferred by Respondents 

 From the table 5 indicates 

28% of the respondents preferred 

ayurvedic products, 14% of the 

respondents‟ preferred chemical 

based products and 58% of the 

respondents preferred both type 

of products. It means that today‟s consumers are changing their attitude towards more healthier 

& natural cosmetic products as a whole. 

Findings  

 Cosmetics product is a coverage of all shops are comparatively lesser and unattractive in 

Coimbatore Town. Through special efforts more numbers of shops to be covered. More over 

the sales quantity may be gradually increase in the feature.  

 The price of cosmetic products can be reduced, which would attract more customers.  

 The cosmetic manufacturing company can make attractive sales promotional activities.  

 The manufactures can manufacture all quantities of cosmetics in sachet cover, which is 

preferred by customers.  

 There was a time when it was strongly believed that good salesman are “born” then “made”. 

That is training was considered a futile exercise.  

 The frequency of distribution and numbers of shops covered is somewhat moderate.  

The frequencies may be multiple of each and every year by using effective advertisement 

through Newspapers, Radio, Wallpapers, and Television by using attractive slogans in the 

advertisements.  

 Advertising colour is sensation produced by the ways of decomposed light on the eye of eyes. 

It adds attractiveness, warmth, coolness, formality, spirit and life to the things we see and 

consume.  

 Marketer should include your attitude and personal appeal in their advertising communication 

as the consumer buy cosmetic products on their own.  

Conclusion 

 From this article concludes that, the most of the respondents are aware about the cosmetic 

products. The people now are not considering the cosmetics as luxury. Most of the consumers feel 

that there were chemicals in cosmetics, which cause many side effects, and started switching 

over to ayurvedic based cosmetics. The cosmetic manufacturing company after realizing the need 

of the customers‟ started ayurvedic based cosmetics. This study enabled the manufactures to 

know the need and preference of the customers‟, which can be implemented by the 

manufactures to improve their products. 

S. No  No. of sample Respondents Percentage 

1. Daily 06 03 

2. Weekly 66 33 

3. Monthly 122 61 

4. Yearly 04 01 

5. Festivals 02 04 

 Total 200 100 

S. No  No. of sample Respondents Percentage 

1. Ayurvedic 56 28 

2. Chemical 28 14 

3. Both 116 58 

 Total 200 100 
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Abstract 

 Never fall in love with a stock, because it will 
never love you back.” The objective of this technical 
paper is to present the leading fundamental analysis 
and stock valuation techniques used by daily equity 
traders in the selection of stocks in actively traded 
equity portfolios. Daily equities traders use mostly 
technical charts and other instruments to recognize 
patterns that can advocate perspective activity 
without measuring a stock‟s intrinsic value to make 
trading decisions. Chart analysis is devised to detect 
trades with highly expected probability outcomes by 
setting exact price targets. The purpose of this 

technical paper is to advocate the importance of 
fundamental analysis in the investment decisions of 
daily traders. Fundamental analysis is based on the 
critical comparisons of a stock‟s intrinsic value to 
the prevailing market price. If the stock‟s intrinsic 
value exceeds the marker price, it makes sense for a 
fundamental investor/trader to buy the stock. This 
paper supports the idea that utilization of both 
investment techniques would lead into more 
successful investing decisions for equities traders 
Keywords: Stock analysis; Stock valuation; Marker 
price; Traders 

 
Fundamental Stock Analysis 

 Fundamental analysis is the cornerstone of investing. The biggest part of fundamental analysis 

involves delving into the financial statements and performing a quantitative analysis, this involves 

looking at revenue, expenses, assets, liabilities and all the other financial aspects of a company 

to gain insight on a company‟s future performance. When talking about stocks, fundamental 

analysis is a technique that attempts to determine a security‟s value by focusing on underlying 

factors that affect a company‟s actual business and its future prospects. On a broader scope, 

fundamental analysis can be performed on industries or the economy as a whole. One of the 

primary assumptions of fundamental analysis is that the price on the stock market does not fully 

reflect a stock‟s “real” value but in the long run, the stock market will reflect the fundamentals. 

The biggest criticisms of fundamental analysis come primarily from two groups the proponents of 

technical analysis and believers of the “efficient market hypothesis”  

 
Fundamental Valuation 

 Fundamental analysts support that the individual equity securities and the stock market in its 

entirety have a fundamental “intrinsic value” that is concluded by analyzing present and 

prospective “earnings, cash flows, interest rates and risk variables”. A company‟s fundamental 

analysis determines a stock‟s intrinsic value, the stock‟s actual value contrary to the price it is 

traded in the stock market. Fundamental analysts buy overvalued stocks with an “intrinsic value” 

higher than the trading market value, cause fundamental analysis shows that the stock is valued 

higher than its traded price making it more pragmatic to buy the stock. Granted that there are 

various methods of pronouncing the intrinsic value, the supposition of all these methods relies on 

the belief that “a company is worth the sum of its discounted cash flows meaning that a company 

is worth all of its future profits added together”. Furthermore, these perspective gains must be 
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discounted to account for the time value of money, that is, that present value of money available 

now is more worthwhile than the same amount in the future, due to its probable earning 

capability  

 
Qualitative Analysis -EIC Analysis 

 EIC analysis is an established approach to decide on which stocks to buy and it is the 

abbreviation for “economic, industry, and company analysis”. Complementing the economic 

analysis, all common stocks issued are subject to market uncertainty risks. Stock prices respond 

favorably to earnings growth, low inflation, increasing gross domestic profits (GDP), and a less 

volatile market. Also, major sources of uncertainly such as accounting frauds, the threat of war in 

the Middle East, economic crisis, and political scandals can force the market down. Also, the 

Standard & Poor 500 stock index is one of the U.S. Commerce department‟s leading indicators of 

the U.S. economy that would assist policy advisors to make better judgements about monetary 

and fiscal policy since the stock market responds in precedence to a recession or economic growth  

Industry analysis provides pivotal conclusions about which industries will survive the anticipated 

economic situation. Porter suggested the competitive strategy analysis framework a standard 

approach to industry analysis. His five components of industry structure pertain “the threat of 

new entrants”, “the rivalry among existing competitors”, and “the substantial threat of 

substitutes”, “the buyer‟s bargaining power and supplier‟s bargaining power. A financial analyst 

by considering each one of the five-aforementioned elements can appraise more efficiently the 

industries responses to the prospective economic environment. After deciding which industries 

currently appear appealing, the subsequent act is proposing specific firms within the industry. 

 
Quantitative Analysis 

 In the United States, companies publicly offering securities for investment dollars need to file 

with the Securities Exchange and commission (SEC) the following documents: The 10-K annual 

report, which includes the audited financial statements, management discussion and analysis 

(MD&A) and schedules filed with the SEC within 90 days of fiscal year end, The 10-Q quarterly 

report, which pertains the unaudited financial statement and MD&A filed with the SEC within 45 

days of fiscal quarter, The 14A proxy statement which includes the proposed actions taken to a 

shareholder vote, company ownership, executive compensation and performance versus peers (4) 

Registration statements for newly-offered securities, Documents concerning tender offers (a 

tender offer is an offer to buy a large number of shares of a corporation, usually at a premium 

above the current market price) and (6) Filings related to mergers and acquisitions. 

 The average 10-K annual report is overfed with numerous footnotes, disclosures and adjusted 

numbers offered as alternatives to the recognized numbers contained in the body of the income 

statement and balance sheet requiring a really sophisticated reader to interpret them. Harper in 

his article emphasized on the red flags aimed to isolate the fundamental operating performance 

of the business when analyzing financial statements. He affirmed the reader to remove two types 

of gains that may not be sustained. One type of gains not sustained include the non-recurring 

gains - these include gains due to the sale of a business, one-time gains due to acquisitions, gains 

due to liquidation of older inventory (that is, liquidation of the LIFO layer), and temporary gains 

due to harvesting old fixed assets, where lack of new investment saves depreciation expense. 

 The other type not sustained is gains due to financing - these are important because, while 

they are real gains, they are often random variables that depend on market conditions and they 
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may be reversed in future years. The sources of financing gains include special onetime dividends 

or returns on investments, early retirement of debt, hedge or derivative investments, abnormally 

high pension plan returns (including an upward revision to expected return on plan assets, which 

automatically reduces pension cost) and increases to earnings or EPS simply due to a change in 

the capital structure, for example, an increase in EPS due to an equity-for-debt swap. 

 In regard to Harper‟s green flags, the key principle as far as financial statements are 

concerned is that it is important to see conservative reporting practices. In regard to the two 

most popular financial statements, the following implies conservatism: In the Income Statement: 

Conservative revenue recognition is shown by things like no barter arrangements, no front-loaded 

recognition for long-term contracts, a sufficient allowance for doubtful accounts (that is, it is 

growing with sales), the choice of LIFO rather than FIFO inventory costing method and the 

expensing of rather than capitalizing of R&D expenditures. 

 In the Balance Sheet conservative reporting practices include sufficient cash balances; modest 

use of derivative instruments that are deployed only to hedge specific risks such as interest rate 

or foreign currency exchange; a capital structure that is clean and understandable so those 

analyzing the statements don‟t have to sort through multiple layers of common stock, preferred 

stock and several complex debt instruments; and a debt burden that is manageable in size, not 

overly exposed to interest rate changes, and not overly burdened with covenants that jeopardize 

the common shareholders. 

 
The Value Approach to Investing 

 There is a plethora of valuation techniques that fall into two general approaches reflecting 

the complexity and importance of valuing stocks, (1) “the discounted cash flow valuation 

techniques, where the value of the stock is estimated based upon the present value of some 

measure of cash flow, including dividends, operating cash flow, and free cash flow” and (2) “the 

relative valuation techniques, where the value of a stock is estimated based upon its current price 

relative to variables considered to be significant valuation, such as earnings, cash flow, book 

value, or sales”. Both of these approaches have several common factors such as the (a) “the 

investor‟s required rate of return on the stock because this rate becomes the discount rate or is a 

major component of the discount rate”, (b) “all valuation approaches are affected by the 

estimated growth rate of the variable used in the valuation technique such as dividends, earnings, 

cash flows, or sales and based on the efficient market hypothesis these variables must be 

estimated forcing analysts to derive to different stock valuations because they have different 

estimates for these critical variable inputs”. 

 These two approaches of equity valuation should be used as appreciative, not competitive 

since they both depict “the present values of expected cash flows”. The main diversity among the 

referenced techniques is how they measure the cash flow used. The easier measure of cash flow is 

dividends since these are evidently cash flows paid directly to the investor signifying that “the 

cost of equity should be used as the discount rate”. The dividend technique is useful when 

considering valuation for a stable, mature business entity with an expected constant long-term 

growth. On the contrary, the dividend technique is laborious to execute to corporations that do 

not remit dividends throughout times of elevated growth, or that presently reward very limited 

dividends because they have high rate of return investments preferences attainable. 

 An alternative description of cash flow is the “operating free cash flow”, which are cash flows 

after direct costs such as cost of goods sold, general and administrative expenses, working capital 

https://www.icommercecentral.com/open-access/term-structure-of-interest-rates-review-of-a-theory-of-the-term-structure-of-interest-rates-cir.php?aid=70479


PG Department of Management Studies 

 

 
14  Dr. SNS Rajalakshmi College of Arts and Science (Autonomous) 

disbursements and capital expenditures needed for perspective growth. Since we are discussing 

the cash flows available for all capital provisions, the discount rate employed is the firms 

weighted average cost of capital (WACC), a remarkably effective model when comparing firms 

with diverse capital structures because WACCs‟ formula arrives at the firm‟s equity value after 

subtracting the value of the firm‟s debt obligations from the value of the total firm. The third 

cash flow measure is free cash flow available to equity owners, which is similar to the operating 

free cash flow but after payments to debt holders. Therefore, the appropriate discount rate is the 

firm‟s cost of equity. A possible challenge of these cash flow techniques is that they are very 

reliant on the significant inputs, which are (a) “the growth rates of cash flows” and (b) “the 

estimate of the discount rate”. A trivial modification in either of these values can have 

consequential effect on the appraised value. 

 
The Growth Approach to Investing 

 Growth stocks are not necessarily shares in growth companies. Growth stocks are stocks 

envisioned to transpire a higher rate of return than other stocks in the market with 

indistinguishable risk characteristics. The higher rate of return of growth stocks results because at 

some point in time the market undervalued it in correlation to other stocks. Although, the stock 

market corresponds to stock prices quickly to depict latest information, attainable information is 

not always perfect or precise. Accordingly, the use of faulty or incomplete information by most 

analysts may cause a given stock to be undervalued or overvalued at a point in time. 

 If a stock is undervalued when the accurate information becomes attainable, its price 

subsequently should increase to portray its true fundamental value. During the price adjustment 

period, the stock will be considered a growth stock since its realized return will surpass the 

required rate of return. A future growth stock can be the stock of any type of company, and not 

necessarily limited to growth companies since the stock need solely to be undervalued by the 

market. 

 If investors identify a growth company and discount its future earnings or cash flows 

correctly, the current market price of the growth company‟s stock will reflect its future earnings 

or cash flows. Investors who purchase a growth company‟s stock at this correct market price will 

gain a rate of return coherent with the risk of the stock, even when the superior earnings growth 

is achieved. In several occasions, investors overvalue the estimated growth rate of earnings or 

mislead the growth period for the growth company and as a result over appraising the intrinsic 

value of a growth company‟s stock. Investors who pay the inflated stock price for a growth 

company will earn a rate of return subordinate to the risk-adjusted required rate of return, 

despite the fact that the growth company experiences above-average growth of sales and 

earnings. An analyst can adapt the Greenspan model for use with individual equity securities.  

The Greenspan stock value computes the ratio of a company‟s estimated earnings per share for 

the next 12 months to the current yield on a 1-uear Treasury security. If this ratio is less than the 

current stock price, the security is overvalued. If it is more, the stock is undervalued. 

 
Growth at a Reasonable Price (GARP) Investing 

 Growth at Reasonable Price (GARP) is precisely a compound stock investment strategy that 

emphasizes the assortment of undervalued investments with anticipated continuous income 

growth in the forthcoming years. GARP investors integrate value metrics and individual judgment 

to decide on stock choices. GARP Investors chase stocks of companies with estimated profits or 
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income in the 10-20% range. Furthermore, Growth and GARP investors analyze the financial of 

corporations with predictable imminent-term growth and accord concentration to growth 

forecasts of corporations inside the same line of business. 

 GARP investors given that they are concerned about growth, apply the “P/E ratio valuation 

metric” as it allocates how income correlates to stock share prices. The P/E ratio can be assessed 

by “dividing the current share price by the earnings per share (EPS) price (P/E Ratio = Current 

Share Price / Earnings per Share)”. A “P/E ratio in the 10-20% range provides more unbiased 

information for a GARP investor as it is less pricey and, less riskier than a stock with a P/E ratio of 

25 or above which indicates an overvalued stock”. Chasing stocks with lesser P/E ratios is also a 

stratagem of value investors. On the contrary, Growth investors choose stocks with higher P/E 

ratios because there are high anticipations the company will feature momentous growth. 

 GARP and growth investors also are concerned for corporations with a lower price to book 

(P/B) ratio. “The P/B ratio is used to gauge how much value the market actually places on the 

book value of the business in question and it is computed by dividing the current share price by 

the book value per share (P/B Ratio = Current Share Price / Book Value per Share), where Book 

Value per Share = Book Value (Assets - Liabilities) / Outstanding Shares”. GARP investors look for 

a lower P/B ratio as it is inclined to reveal larger values. GARP investors specifically purse 

corporations with a P/B ratio that is lesser than the standard for the industry since it designates a 

greater prospective for profit when the market rectifies itself and values the stock correctly. 

 While the P/B ratio is used to gauge the respective value of a corporation and assist conclude 

if its stock is under or overvalued the PEG ratio is another favorite valuation metric used by GARP 

investors to assess growth potential in relation to the value of the company. “It is calculated by 

dividing the P/E ratio by the projected growth in earnings of the company (PEG Ratio = P/E ratio 

/ Projected Growth in Earnings). For the GARP investor, a PEG ratio of 1 or less is a good indicator 

that the company warrants additional examination. For example, a company with a P/E ratio of 

15 and a projected growth in earnings of 25%, or 15/25 equals a PEG ratio of 0.6 and, would be 

considered a good investment by most GARP investors. While a 1 or less is desired, companies 

with a PEG ratio of around 0.5 are considered better as they have good growth potential but, are 

also slightly undervalued - Growth at a Reasonable Price”  

 
Income Investing 

 Income investing is likely one of the simplest stock-picking accesses as it primarily centers on 

companies that give a fixed income. When investors think of fixed income they prevalently think 

of fixed-income securities such as bonds and, stocks of substantiated firms, which have attained 

an assured magnitude and are no longer competent to extend higher levels of expansion. These 

companies usually no longer are in rapidly ontogeny industries and so as a recourse of reinvesting 

retained earnings, mature firms cultivate to pay out retained earnings as dividends as a way to 

supply an income to their shareholders. 

 According to Doan preferred stocks are appointed as fixed income securities. Fixed income 

preferred stocks pay out fixed yearly quotas as dividends in quarterly, monthly or semi-annual 

outflows and these fixed settlements generally do not deviate over the life-span of the securities. 

Preferred stocks reward an exact fixed amount that is clarified in the Prospectus consented to the 

inaugural buyers in the security‟s original public offering (IPO) when the security was first offered 

to investors. The perennial amount of the preferred dividend is characteristically declared as a 

percentage (the coupon rate) of the liquidation preference, which in general matches the initial 
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price to the public. The formula for preferred dividend premiums is that the yearly dividend 

payment is uniform to the coupon rate multiplied by the liquidation preference amount. For 

example, “a preferred with a $25.00 liquidation preference per share and an 8.25% coupon rate 

will pay $2.0625 per share per year ($25.00 times 8.25 divided by 100 equals $2.0625). If the 

dividend is paid quarterly, the preferred will pay $2.0625 divided by four or $0.515625 per 

quarter per share. If you own 100 shares of the preferred, you will receive a quarterly dividend of 

$0.515625 multiplied by 100 shares or $51.5625 per quarter; or $2.0625 multiplied by 100 shares 

or $206.25 per year”. 

 A good income investment on preferred stocks pertains familiarity with (a)” Credit Ratings, a 

factor to be considered when buying income securities is the Moody‟s and S&P credit ratings of 

the firm”, (b) “Call Dates, an income investor should select securities with call dates that are 

three to five years in the future”, (c) “Distribution Dates, select securities that pay on 

distribution dates that fit the income investor‟s schedule”, (e) “Current Yield, only when 

potential income investments meet the above criteria should the income investor select income 

securities for the highest available current yield”, and (f)”The IPO Prospectus, the prospectus, 

issued at the initial public offering (IPO), is essentially the legal contract between the investor 

and the issuer of the security. The prospectuses are online at the SEC EDGAR website”. 

 
CAN SLIM Investing 

 CANSLIM is a philosophy of screening, purchasing and selling common stock developed by 

William O‟Neil, the co-founder of Investor‟s Business Daily. CAN SLIM is Investor Business Daily‟s 

(IBD) acronym for the seven common characteristics all great performing stocks have before they 

make their biggest gains. As described in Investors.com, each letter represented in the CAN SLIM 

acronym includes: “C = Current earnings per share should be up 25% or more and in many cases 

accelerating in recent quarters. Quarterly sales should also be up 25% or more or accelerating 

over prior quarters, A = Annual earnings should be up 25% or more in each of the last three years. 

Annual return on equity should be 17% or more, N = A company should have a new product or 

service that‟s fueling earnings growth. The stock should be emerging from a proper chart pattern 

and about to make a new high in price, S = supply and demand. Shares outstanding can be large or 

small, but trading volume should be big as the stock price increases, L = Leader or laggard? Buy 

the leading stock in a leading industry. A stock‟s Relative Price Strength Rating should be 80 or 

higher, I = Institutional sponsorship should be increasing. Invest in stocks showing increasing 

ownership by mutual funds in recent quarters, M = The market indexes, the Dow, S&P 500 and 

Nasdaq, should be in a confirmed up trend since three out of four stocks follow the market‟s 

overall trend” . 

 CANSLIM‟s affluent investment strategy derives from its concentration to tangibles such as 

gains, as well as intangibles like a corporation‟s comprehensive determination and ideas. O‟Neil 

accents the significance of selecting stocks whose earnings per share (EPS) in the latest quarter 

have increased on an annual basis. A corporation‟s EPS indicates a questionable percentage 

growth, but the CANSLIM system proposes no less than 18-20% growth recommending that 

fundamentally all of the high performance stocks indicate remarkable quarterly increases. 

Although, the 18-20% growth is a common practice, the genuinely staggering corporations 

generally exhibit growth of 50% or more. The “CANSLIM system robustly emphasizes to investors to 

recognize low-quality earnings figures that are not precise representations of company 

performance since companies are enticed to manipulate earnings and immediate superficial 
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numbers as earnings figures”. O‟Neil claims that, once you verify that a company‟s earnings are of 

moderately good quality, it‟s wise for an investor to compare them with other companies‟ 

earnings in the same industry. Stable earnings growth in the industry supports the industry is 

prospering and the company is prepared to breakout. 

 
Dogs of the Dow 

 The Dogs of the Dow is an investment strategy concerning weak stocks or low-priced stocks 

called the “dogs”. This strategy does not necessitate technical analysis of former stock prices and 

volume of trading or fundamental analysis of financial statements, valuation of cash flows, and 

assessment of prospective growth rates for the assortment of securities. 

 The Dogs of the Dow strategy obliges the investor to classify from the highest to the lowest 

the dividend yields (dividends divided by the price of the stock) of the thirty stocks comprising 

the Dow Jones Industrial Average. The investor invests in the ten stocks with the highest dividend 

yields alternatively acquires the five lowest-priced “small dogs” of the ten highest-yielding 

dividend stocks. After one year, the 30 Dow stocks are rated anew, and the stocks with the ten 

highest dividend yields are retained. If a stock is no longer among the ten, it is sold and 

superseded by a new Dow dog that is one of the ten stocks with the highest dividend yield  

 
Technical Stock Analysis 

 Technical analysis appraises equity securities by evaluating the statistics of preceding stock 

prices and volume caused by market activity. Technical analysts do not measure a stock‟s intrinsic 

value but alternatively use charts and other instruments to recognize patterns that can advocate 

perspective activity. Exactly, as there are many investment techniques on the fundamental 

analysis, there are as well many various types of technical traders. Technicians can depend on 

chart patterns, technical indicators and oscillators. Moreover, technical analysts‟ exclusive use of 

historical price and volume data is what separates them from fundamental analysts. The field of 

technical analysis is based on the three suppositions: (1) “the market discounts everything,” (2) 

“stock prices move in trends,” and (3) “history of stocks tends to repeat itself”  

 
Moving Averages 

 Moving averages are primarily the most recognized technical indicators used to decide the 

direction of trading stocks. Every moving average model is the consequence of a statistical 

computation of an averaging number of preceding information plotted into a chart enabling 

traders to watch at smoothed data rather than focusing on daily price movements inherited in all 

financial markets. The employment of moving averages is to recognize trends and reversals, 

measure the durability of a stock‟s momentum and distinguish varied time periods to observe 

momentum, substantiate a stock‟s possible support and resistance levels and determine beneficial 

stop-losses settings  

 
Moving Averages as Lagging Indicators 

 Moving averages they do not foresee new trends but as lagging indicators validate trends once 

they have been recognized. A stock‟s price can only be trending up, trending down and trading in 

a range. A stock is up trending when the price is above a moving average and the average is 

slopping upwards. Conversely, a down trending stock is portending with a down slopping average. 

Frequently, traders hold a long position (buy) when the price of a stock is trading above the 

moving average and a short position (sell) when the stock price trades below the moving average. 
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Momentum Trading with Moving Averages 

 The momentum trading strategy responds to the short-term stock price fluctuations rather 

than the fundamental information of a company. Momentum traders‟ quest advancements in stock 

prices, earnings, or revenues and they take a long or short position ardent that a stock‟s 

momentum will protract an upward or downward trend when the stock is moving notably in one 

direction on high volume. The momentum indicator is the accumulated net change of a stock‟s 

closing prices over a specified period creating a momentum line plotted to the price chart, and it 

parades an axis of zero, with positive prices manifesting a continuous upward stock movement 

and negative prices designating a continuous downward movement. That upward or downward 

momentum indicator generally instantly represents a breakout, which is a price movement 

through a recognized level of support or resistance usually accompanied by heavy volume and 

raised volatility for the stock, implying that even a period or two of prolonged momentum will 

force that stock in the direction of the breakout. Concomitantly, the technical trader watches the 

momentum chart and the Level 2 screen to look for verification of a breakout to execute a market 

order. 

 Murphy describes how to evaluate momentum by watching at moving averages of stock prices 

with several time periods. Moving averages of twenty days or less can gauge short-term 

momentum, while twenty to one hundred days moving averages are considered as a good standard 

of short-term momentum and conclusively 100 days moving averages or more can be used to rate 

long-term momentum. The author also proposes that one of the optimal approaches to determine 

the durability and direction of a stock‟s momentum is to position three moving averages onto a 

chart and watch for upward or downward momentums. A robust upward momentum can be 

identified when the shorter-term averages are preceding longer-term averages on the chart and 

the two averages are diverging providing a buy signal. On the contrary, when the shorter-term 

averages are located below the longer term averages on the chart, the momentum is in a 

downward trend and that‟s a good sell signal. 

 
Support and Resistance Levels with Moving Averages 

 Charting is a technical trading precept of visualizing the movement of a stock price between 

momentous support and resistance levels. A support level is a price level that a stock impedes to 

go below and is the price level were bull traders use to enter a trade. Likewise, resistance is price 

levels above which a stock has difficulty ascending and the buyers‟ sell their long positions take 

profits and enter short positions. Characteristically, a stock‟s price will range between the 

support and resistance levels until it “breaks out” or “breaks down”. 

 Another common application of moving averages is setting up intended price supports. 

Trading practice with moving average reveals that dropping stock prices “will often stop and 

reverse directions” at a support level, which is nothing more than a moving average. Commonly, 

traders will use the 100-day or 200-day moving average as a support level to verify anticipated 

movements of stock prices. On the adverse, technical traders use the 200-day moving average as 

a resistance level to prognosticate stock prices falling below a significant support level. Traders 

use the resistance level as a signal to obtain profits or to exit from any open long positions and 

also use this average as an entry point of a short position because the price often bounces off the 

resistance and downtrends. 
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Simple and Exponential Moving Averages 

 The mathematical average of a stock price over a defined period of time forms a simple 

moving average. For instance, to calculate a 15-day moving average the open, close, low or high 

prices of the stock can be used to determine a moving average by adding the referenced stock 

prices for the last 15 days and then divide the result by 15. The resulting average integrates the 

past 15 data points to provide the trader a virtual of how the stock is priced the past 15 days. 

 Murphy interestingly remarks in his article that stock traders name this tool a moving average 

and not a typical mean considering that the most recent stock prices are superseded by the new 

prices as they become attainable imposing the data set to successively moving to account for the 

new available stock prices warranting the superiority of present prices. Once the values of the MA 

have been calculated, they are mapped onto the charts used by technical traders and then joined 

to formulate a moving average line. 

 Technical traders according to Murphy commit to the use exponential moving averages to 

diminish the impediment in simple moving averages by exerting more weight to the latest stock 

prices comparative to the older prices deeming on the specific period of the moving average. The 

shorter the EMA‟s period, the more weight will be addressed to the most recent price. Murphy 

states that the exponential moving average is more responsive to latest information since it 

delivers more weight to recent prices. The formula to evaluate the EMA equation is: “EMA= (P *a) 

+ (Previous EMA * (1-a)), where P=Current Price, A=Smoothing Factor = 2/ (1+N) and N= Number of 

Time Periods”. 

 
The difference between EMA and SMA 

 The divergence between the EMA and SMA is the susceptibility each one displays to changes in 

the data used in its computation. Precisely, the exponential moving average (EMA) gives a higher 

weighting to current prices than the simple moving average (SMA) does, while the SMA accords the 

same weighting to all prices. The two averages are analogous because they are expounded 

equivalently and used by technical traders to smooth out price fluctuations. Since EMAs stance a 

stronger weighting on recent data than on older data, they are more responsive to the newest 

price changes than SMAs are, which causes the effects from EMAs timelier and illustrates why the 

EMA is the favored average among many traders. 

 Investors‟ trading technique and investing choices are the determinants of which moving 

average to utilize. Daily traders appoint to benefit from the exponential moving average‟s ability 

to apprehend short-term price fluctuations essential to their trading needs. Long term investors 

and swing traders elect to use the simple moving averages to enchant long-term changes. The 

EMA is ordinarily more reactive to price changes than the SMA and initiates more signals resulting 

in prospective more wrong signals and whipsaws. The SMA normally has a slower motion and 

originates fewer signs that could attest to be more credible but concomitant to remissness profits. 

 
Variable Moving Average 

 A variable moving average is an exponential moving average that based on the volatility of the 

data automatically modifies the smoothing constant. The smoothing constant used in the moving 

average calculation is larger when the date is more volatile giving more weight to the current 

data. Alternatively, the variable moving average uses a smoothing constant for less volatile data. 

Trader‟s belief that high volatility associates with strongly trending markets is erroneous. Strong 

trending markets are generally less volatile due to the uniformity of daily price fluctuations. 
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Volatility intensifications appear in up-trending, down-trending, or sideways markets where stock 

prices follow unstable daily movements (“i.e., down a lot, up a little, up a little, up a lot, up a 

little, down a little, etc.”). 

 Standard moving averages are not tolerant to changes in volatility suffering to predict correct 

trends during high volatile markets. On the contrary, variable moving averages by automatically 

adjusting the smoothing constant perform better in both high and low volatility markets. The 

formula to compute the variable moving average is “VMA = (0.78*(volatility index) * stock‟s closing 

price) + (1-0.078 * volatility index)*yesterday‟s VMA,” where the absolute value of a “9-period 

Chande Momentum Oscillator” is used for the volatility index. The higher the volatility index the 

more volatile the market is, increasing the sensitivity of the moving average (Paritech, 2004). 

 
Parabolic SAR 

 The parabolic SAR is a technical indicator illustrated on a stock chart as a series of dots 

placed either above or below the stock price pivoting on the price momentum representing a 

shape of curve that resembles a parabola. The parabolic SAR is a functional indicator in trending 

periods and when the trend of the stock is upward a small dot is placed below the price while a 

dot is placed above the price when the trend is downward. Eminently, Parabolic stands for a 

curve that has the shape of a parabola and SAR is the abbreviation for “Stop-and- Reverse,” 

meaning that the position is reversed when the protective stop is hit and it was first introduced by 

Wells Wilder in 1978 in his honored book the “New Concepts in Technical trading system.” 

 The Parabolic SAR is a “time/price reversal system” used in trending markets to enable 

traders to follow the upward or downward trend of the dots to appraise when to reverse a 

position and enter a trade in the opposed direction. The Parabolic SAR system responds highly in 

markets with a dominant trend and fails despondently in sideways or non-trending markets. 

Wilder created an acceleration element into the system. Every day the stop motions in the 

direction of the latest trend. Initially, the repositioning of the stop is correspondingly slow to 

enable the trend time to substantiate. As the acceleration factor rises, the SAR starts to move 

quicker, subsequently catching up to the price action. A buy signal occurs when the most recent 

high price of a stock has been defied imposing the SAR to be positioned at the most recent low 

stock price. As the price of the stock rises, the dots will rise as well, first slowly and then picking 

up speed and accelerating with the trend. The SAR starts to move a little faster as the trend 

advances and the dots presently catch up to the price action of the stock. 

 The accelerating system of SAR is considerably profitable because it allows the investor to get 

into a trade position after the dots move closer to the price action, thus verifying that the trend 

is established. Technical traders can apply “stop-loss orders” using the evolvement of the SAR to 

secure gains caught on in an upward trend and traders in a bear position can use this system to 

decide the time to cover their short positions. Also, another lead of the Parabolic SAR trading 

system is that it is radically automatic, and detaches all of the human sentiments from trading 

enabling investors to reach a better ordered and uniform trading pattern. The drawback to this 

system is that most stocks do not build uniform trends and as a result force the SAR to be moving 

into a spasmodic way preventing the trader to enter and exit with consistent profits. 

 
Moving Average Convergence Divergence (MACD) 

 The Moving Average Convergence/Divergence (MACD) was developed by Gerald Appel and is 

one of the simplest and most reliable indicators available. MACD uses moving averages which are 

https://www.omicsonline.org/open-access/developing-profitable-trading-system-2168-9458-4-145.php?aid=40952


Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 21 

lagging indicators and converts them into momentum oscillators by subtracting the longer-period 

moving average from the shorter-period moving average. More specifically, the MACD uses the 

difference between a stock‟s 26-day and 12-day Exponential Moving Averages (EMA) closing prices 

converting these two lagging indicators into momentum oscillators appearing in a plot that forms 

a line that oscillates above and below zero. The 12-day EMA is the faster more responsive 

indicator while the 26-day EMA is the slower indicator less prone to whipsaws. Generally, 

technicians also plot a 9-day EMA of MACD together with the 12-day and 26-day EMAs to act as a 

bullish or bearish trigger line. A bullish crossing over takes place when MACD moves above its 9-

day EMA, and a bearish crossing over emerges when MACD moves below its 9-day EMA. 

 A positive MACD displays that the 12-day EMA is trading above the 26-day EMA. As the MACD 

begins to upsurge the gap between the 12-day EMA and the 26-day EMA broadens indicating that 

the positive momentum increases, in other words, the rate-of-change of the faster moving 

average is higher than the rate-of-change for the slower moving average indicating a bullish 

period. Alternatively, a negative MACD indicates that the 12-day EMA is trading below the 26-day 

EMA. If MACD is negative and declining further, then the negative gap between the faster moving 

average and the slower moving average is escalating. Downward momentum is accelerating, 

indicating a bearish period of trading. MACD centerline crossovers occur when the faster moving 

average crosses the slower moving average. 

 
MACD Bullish Signals 

 As explained by Murphy, the MACD generates bullish signals from three main sources: (1) 

“Positive Divergence”, (2) “Bullish Moving Average Crossover”, and (3) “Bullish Centerline 

Crossover”. A Positive Divergence, although, it is the least common to transpire, it is the most 

dependable of the three signals and vanguards larger stock price moves. A positive divergence is 

reflected when the MACD instigates an advancement and the security is still in a downtrend and 

falls below a lower stock price than the last low. MACD can either form as a series of “higher 

lows” or a “second low” that is higher than the previous low. 

A Bullish Moving Average Crossover transpires when MACD migrates above its 9-day EMA, or trigger 

line. Bullish Moving Average Crossovers are probably the most common signals and the least 

dependable. These crossovers can lead to whipsaws and many deceitful indications if not used in 

simultaneity with other technical indicators. Bullish Moving Average Crossovers are used at times 

to validate a positive divergence such as the case where a Bullish Moving Average Crossover 

follows the second “low” or higher “low” of a positive divergence. A Bullish Centerline Crossover 

transpires when MACD moves above the zero line and into positive domain. This is an evident sign 

that momentum has converted from negative to positive or from bearish to bullish. After a 

Positive Divergence and Bullish Centerline Crossover occur, the Bullish Centerline Crossover can 

act as a verification signal. From the three signals, moving average crossovers are probably the 

second most common signals. Occasionally it is cautious to assign a price filter to the Bullish 

Moving Average Crossover to safeguard that it will maintain. An instance of a price filter would be 

to buy if MACD breaks above the 9-day EMA and remains above for three days. The buy signal 

would then originate at the end of the third day. 

 
MACD Bearish Signals 

 MACD generates bearish signals from three main sources. These signals are mirror reflections 

of the bullish signals: (1) “Negative Divergence”, (2) “Bearish Moving Average Crossover”, and (3) 
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“Bearish Centerline Crossover”, as explained by Murphy. Trading divergence is a popular method 

to use the MACD histogram but, unluckily, the divergence trade is not very precise since it fails 

more than it succeeds. One of the most collective settings is to locate chart points at which price 

performs a new high stock price swing or a new low stock price swing but the MACD histogram 

does not, revealing a divergence among price and momentum. A negative divergence forms when 

the security advances or moves sideways, and the MACD declines. Moreover, the MACD histogram 

is an effective visual image of the difference between MACD and its nine-day EMA. The histogram 

is positive when MACD is above its nine-day EMA forming a bullish moving average crossover and 

negative when MACD is below its nine-day EMA forming a bearish moving average crossover. If 

prices are rising, the histogram expands as the rate of the price movement accelerates, and 

contracts as price movement slow down. The same principle works in reverse as prices are falling. 

 One of the factors causing traders to enter bad positions with this technique is they enter a 

trade on a signal from the MACD indicator but exit it based on the move in price. Since the MACD 

histogram is a derivative of price and not the price itself, this approach is controversial. In other 

words, stock prices frequently explode up or down levering stops and pressuring traders out of 

position just before the move practically make a prolonged turn and the trade becomes 

rewarding. To determine the incompatibility between entry and exit, a trader can use the MACD 

histogram for both trade entry and trade exit signals. To do so, the trader trading the negative 

divergence takes a partial short position at the initial point of divergence, but instead of setting 

the stop at the nearest swing high based on price, should stop the trade only if the high of the 

MACD histogram exceeds its previous swing high, indicating that momentum is actually 

accelerating and the trader is truly wrong on the trade. If, on the other hand, the MACD histogram 

does not generate a new swing high, the trader should add to the initial position, continually 

achieving a higher average price for the short. 

 
MACD Benefits 

 One of the primary benefits of MACD according to Murphy is that it incorporates aspects of 

both momentum and trend in one indicator. As a trend-following indicator, it will not be wrong 

for very long. The use of moving averages ensures that the indicator will eventually follow the 

movements of the underlying security. By using Exponential Moving Averages (EMAs), as opposed 

to Simple Moving Averages (SMAs), some of the lag has been taken out. As a momentum indicator, 

MACD has the ability to foreshadow moves in the underlying security. MACD divergences can be 

key factors in predicting a trend change. A Negative Divergence signals that bullish momentum is 

waning, and there could be a potential change in trend from bullish to bearish. This can serve as 

an alert for traders to take some profits in long positions, or for aggressive traders to consider 

initiating a short position. MACD can be applied to daily, weekly or monthly charts. MACD 

represents the convergence and divergence of two moving averages. The standard setting for 

MACD is the difference between the 12 and 26-period EMA. However, any combination of moving 

averages can be used. The set of moving averages used in MACD can be tailored for each 

individual security. For weekly charts, a faster set of moving averages may be appropriate. For 

volatile stocks, slower moving averages may be needed to help smooth the data. Given that level 

of flexibility, each individual should adjust the MACD to suit his or her own trading style, 

objectives and risk tolerance. 
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MACD Drawbacks 

 One of the beneficial aspects of the MACD as explained by Murphy is also one of its 

drawbacks. Moving averages, be they simple, exponential or weighted, and are lagging indicators. 

Even though MACD represents the difference between two moving averages, there can still be 

some lag in the indicator itself. This is more likely to be the case with weekly charts than daily 

charts. One solution to this problem is the use of the MACD-Histogram. The MACD-Histogram 

represents the difference between the MACD and its trigger line, the 9-day EMA of MACD. The plot 

of this difference is presented as a histogram, making centerline crossovers and divergences easily 

identifiable. A centerline crossover for the MACD-Histogram is the same as a moving average 

crossover for MACD. If you will recall, a moving average crossover occurs when MACD moves above 

or below the trigger line. If the value of MACD is larger than the value of its 9-day EMA, then the 

value on the MACDHistogram will be positive. Conversely, if the value of MACD is less than its  

9-day EMA, then the value on the MACD-Histogram will be negative. Further increases or 

decreases in the gap between MACD and its trigger line will be reflected in the MACD-Histogram. 

Sharp increases in the MACD-Histogram indicate that MACD is rising faster than its 9-day EMA and 

bullish momentum is strengthening. Sharp declines in the MACD-Histogram indicate that MACD is 

falling faster than its 9-day EMA and bearish momentum is increasing. 

 MACD is not particularly good for identifying overbought and oversold levels. Even though it is 

possible to identify levels that historically represent overbought and oversold levels, MACD does 

not have any upper or lower limits to bind its movement. MACD can continue to overextend 

beyond historical extremes. 

 MACD calculates the absolute difference between two moving averages and not the 

percentage difference. MACD is calculated by subtracting one moving average from the other. As 

a security increases in price, the difference (both positive and negative) between the two moving 

averages is destined to grow. This makes it difficult to compare MACD levels over a long period of 

time, especially for stocks that have grown exponentially. 

 
Relative Strength Index (RSI) 

 The relative strength index (RSI) is an illustrious momentum indicator in technical analysis 

showing “overbought” and “oversold” stock positions while momentum measures the rate of the 

rise or fall in stock prices. The indicator is plotted between a range of zero to 100 where 100 is 

the highest overbought condition and zero is the highest oversold condition. The RSI helps to 

measure the strength of a security‟s recent up moves compared to the strength of its recent down 

moves. This helps to indicate whether a security has seen more buying or selling pressure over the 

trading period. The standard calculation uses 14 trading periods as the basis for the calculation, 

which can be adjusted to meet the needs of the user. If the trading periods used are lowered then 

the RSI will be more volatile and is used for shorter-term trades. The following formula is used to 

calculate the “RSI = 100 – 100/ 1 + RS, where RS= (Sum of the closing prices of up days/n)/ (Sum 

of the closing prices of down days/n) and n=trading periods”. Like most indicators there are two 

general ways in which the indicator is used to generate signals - crossovers and divergence. In the 

case of the RSI, the indicator uses crossovers of its overbought, oversold and centerline. The first 

technique is to use overbought and sold lines to generate buy-and-sell signals. In the RSI, the 

overbought line is typically set at 70 and when the RSI is above this level the security is 

considered overbought. The security is seen as oversold when the RSI is below 30. These values 

can be adjusted to either increase or decrease the amount of signals that are formed by the RSI. 
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A buy signal is generated when the RSI breaks the oversold line in an upward direction, which 

means that it goes from below the oversold line to moving above it. A sell signal is formed when 

the RSI breaks the overbought line in a downward direction crossing from above the line to below 

the line. Setting the overbought and oversold levels at 80 and 20, respectively, can use a more 

conservative approach. Another crossover technique used in formulating signals is using the 

centerline (50). This technique is exactly the same as using the overbought and oversold lines to 

formulate signals. This technique will often form signals after a movement in the direction they 

are predicting but are used more as a confirmation then a signal compared to the other 

techniques. A downward trend is confirmed when the RSI crosses from above 50 to below 50.  

An upward trend is confirmed when the RSI crosses above 50. Divergence can be used to form 

signals as well. If the RSI is moving in an upward direction and the security is moving in a 

downward direction it signals to technical traders that buying pressure is increasing and the 

downtrend may be coming to an end. Divergence can also be used to signal a reversal in an 

upward trend where the RSI is decreasing signaling increasing selling pressure in an upward trend. 

The RSI is a standard component on any basic technical chart. The relative strength indicator 

focuses on the momentum underlying the security and is a great secondary measure to be used by 

traders. It is important to note that the RSI is often not used as the sole generation of buy-and-

sell signals but used in conjunction with other indicators and chart pattern 

 
Conclusion 

 Whenever you‟re thinking of investing in a company it is vital that you understand what it 

does, its market and the industry in which it operates you should never blindly invest in a 

company.one of the most important areas for any investor to look at when researching a company 

is the financial statements. It is essential to understand the purpose of each part of these 

statements and how to interpret them 

 
References 

1. Janssen C, McClure B (2015). Fundamental Analysis. 

2. Reilly FK, Norton EA (2006). Investments (8thedn), Mason OH, Thomson Higher Education. 

3. Investopedia staff (2015). Guide to Stock-Picking Strategies. 

4. Strong RA (2007). Practical Investment Management. Mason OH: Thomson Higher Education. 

5. Harper D (2014). Advanced Financial Statements Introduction. 

6. Reilly FK, Brown KC (2006). Investment Analysis and Portfolio Management. Mason OH: 

Thomson Higher Education. 

7. Investor Guide Staff (2002). Stock Strategies: Understanding GARP Stock Investing Strategy. 

8. Doan D (1998). Income investing basics. 

9. Investopedia Staff (2014). Introduction to the Parabolic SAR. 

10. Mayo HB (2008). Investments: An Introduction. Mason OH, Thomson Higher Education. 
11. Jansen C (2015). McClure Fundamental Analysis: Introduction. 
12. Janssen C, Langager C, Murphy C (2015). Technical Analysis Tutorial. 
13. Murphy C (2006). Moving Averages: How to use them. 

14. Murphy J (2015). Moving Averages: Simple and exponential. 

15. Bergen J (2013). Introduction to Momentum Traders. 

16. Kuepper J (2015). Gauging Support and Resistance With Price By Volume. 
17. Murphy J (2015). Moving Average Convergence/Divergence (MACD). 
18. Langager C, Murphy C (2015). Exploring Oscillators and Indicators: Introduction 

https://www.investopedia.com/university/fundamentalanalysis/
https://www.investopedia.com/university/stockpicking/
https://www.investopedia.com/university/financialstatements/
https://library.southville.edu.ph/cgi-bin/koha/opac-detail.pl?biblionumber=14551&query_desc=an%3A15958
https://library.southville.edu.ph/cgi-bin/koha/opac-detail.pl?biblionumber=14551&query_desc=an%3A15958
https://library.southville.edu.ph/cgi-bin/koha/opac-detail.pl?biblionumber=14551&query_desc=an%3A15958
https://www.investorguide.com/article/11805/understanding-garp-stock-investing-strategy-igu/
https://www.quantumonline.com/IncomeInvestingBasics.cfm
https://www.investopedia.com/articles/technical/02/042202.asp
https://www.cengage.com/search/showresults.do?N=16+4294922239+4294951890+4294949289
https://www.investopedia.com/university/fundamentalanalysis/
https://www.investopedia.com/university/technical/
https://www.investopedia.com/university/movingaverage/movingaverages1.asp
https://stockcharts.com/school/doku.php?id=chart_school:technical_indicators:moving_averages
https://www.investopedia.com/articles/trading/02/090302.asp
https://www.investopedia.com/articles/trading/06/pbvchart.asp


Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 25 

 
USING EDUCATIONAL TOURISM IN GEOGRAPHICAL EDUCATION 

 

 
 

S. Arun 

II MBA, Dr. SNS Rajalakshmi College of Arts & Science (Autonomous), Coimbatore 

 
Abstract 
 The article analyses and defines concept of 
educational tourism, presents structure of the 
concept and looks into the opportunities for using 
educational tourism in geographical education. In 
order to reveal such opportunities a research was 
carried out in the Ooty national and regional parks 
using the qualitative method of content analysis and 
the quantitative method of questionnaire survey. 
The authors of the research identified educational 
excursion activities conducted in the national and 
regional parks and established the areas of 

geography in which such activities could be used. 
The questionnaire survey analyzed the current 
situation in the area of educational activities. The 
research into the variety of educational excursions 
in the Ooty national and regional parks confirmed 
opportunities for the integration of educational 
tourism and geography. 
Keywords: educational tourism, geographical 
education, educational excursion, regional and 
national parks gender. 

 

Introduction 

 Educators are recommended to develop various teaching methods in the process of 

geographical education. One of the methods frequently used in extracurricular and project 

activities is the excursion or field trip. This is particularly relevant and important to the science 

of geography as learners are provided with an opportunity to learn in a specific environment 

which they can observe, research, compare, do tests and experiments, test hypotheses, etc.  

With the growing relevance and popularity of this method, educational tourism is becoming an 

important and useful tool in applying the method into practice.  

 The well-developed network of protected areas in Ooty provides excellent opportunities for 

blending geography and educational tourism. Therefore, every institution for general education in 

Ooty has favourable opportunities to use the above-mentioned means in their close environments 

through educational tourism.  

 The Ooty national and regional parks have visitor educational centres and nature schools. 

There are about 13 paths for education, recreation, learning, health, as well as sightseeing 

routes, top 10 viewpoints. Thus, we have very favourable conditions and opportunities for 

geography and other-subject education in a non-formal environment. Being a component of 

education as a whole, educational activities in regional parks are particularly important in the 

development of environmental protection competences in geographical education. 

  
Literature Review 

 The analysis of foreign authors‟ works dealing with educational tourism revealed that the 

majority of scientists recommend this area of activity for adult education. Pitman et al (2010) 

emphasise that educational tourism promotes structured learning experiences and prove this by 

research into the opinions of university teachers, Quezada (2004), Jason et al (2011) approach 

educational tourism in the form of student exchange programmes which provide students with 

opportunities for learning about other countries‟ cultures, customs and traditions, as well as for 
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self-development and new experiences. Sangsan-Anan et al (2012) blended the aspects of 

education, tourism and environment protection and suggested a new term of environmental 

education tourism using a causal relationship model of environmental education tourism. 

However, this does not relate to a particular system of education or aim at a specific target 

group. 

 
The Purpose of Study 

1. The aim of the research was to reveal the opportunities for using educational tourism in 

geographical education.  

2. The subject of the research was the opportunities for using educational tourism in 

geographical education.  

3. The research methods included analysis of information sources and educational documents, 

questionnaire survey and content analysis. 

 
Research Methodology 
 The research was conducted within October 2012 and January 2013. In order to ensure data 

reliability the principle of triangulation was applied combining quantitative and qualitative 

research strategies. The questionnaire was designed in three blocks: the first block included 

questions dealing with the preparation and organisation of educational excursions; the second 

block dealt with the methodological aspects of excursion running; the third block included 

demographic data. The questionnaire aimed to find out the employees‟ conceptions of 

educational tourism, examined the real variety of educational excursions, and asked about the 

opportunities for organising and expanding educational excursions in the regional and national 

parks. 

 
Theoretical Outline 

 Two major concepts of educational tourism and tourism education are used in international 

literature. The usage of these concepts is still a subject of scientific discussions as in general 

there are no major differences between them, and they have a similar or even the same meaning. 

 He attributes school excursions, foreign language learning, exchange programmes, i.e. all 

activities related to the process of education, to educational tourism. Those who take part in 

educational tourism are motivated to gain specific knowledge or skills. However, this theory 

formulated by Ritchie is debatable and the author‟s definitions of the two concepts overlap each 

other. With a need for more comprehensive scientific reasoning, it can be stated that the notion 

of tourism education defines how to teach tourism, which methods to apply, etc.; while 

educational tourism refers to educational activity implemented through tourism. Educational 

tourism combines the two areas of avocation, i.e. tourism and education. 

 
Interpretation of Research Results 

 After the analysis of the findings, 88 excursions matching the contented of geographical 

education were pinpoint. However, it may be concluded that not all regional parks have designed 

educational excursions and prepared specific educational activities to offer. According to the 

respondents, if needed, individual excursions are design for certain cases in consultation with the 

teachers in order to meet their needs. The excursions offered are crowed according to pupils‟ age 

and grade and designed to much the educational content. Their educational excursions include 

not only biologic variety-related activities but also integrate geological, geo-morphological, 
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hydrological, and landscape geography elements. Before analyzing the educational activities and 

excursions, the analysis of the general curricular was performed in order to highlight the main 

areas of activity and link the general guidelines for education to the content of specific 

excursions.  

 
Conclusions 

 Educational tourism is an educational activity implemented during excursions or trips which 

facilitates gaining knowledge and competences through practice. The model of the structure of 

the educational tourism concept identifies three main components: the science of tourism, the 

anatomy of education, and the factors of the external environment.  The opportunities for using 

educational tourism in geographical education are created through student exchange 

programmes, educational activities in museums, and educational excursions and trips. However, 

the most familiar form of educational tourism implementation is the educational excursion which 

provides opportunities for the development of pupils‟ observation and research skills, and 

broadens pupils‟ experience, as well as develops a scientific approach to the world and a 

responsible attitude to the atmosphere, nature and life.  The analysis of the educational 

excursions organized in the regional and national parks of Ooty which match the content of 

geographical education revealed the main advantages and disadvantages of the educational 

activities. It was found that not all the national and regional parks of Ooty have designed 

educational excursions and defined specific educational activities.  

 The educational excursions offered are mainly oriented towards complex integration of 

natural sciences. Therefore, the domineering area of science was difficult to identify in more 

than half of the trip. This matches the content of topography science which integrates natural 

and social phenomena.  In terms of the areas of geographic education activity, the largest number 

of educational excursions is related to reading of geographical information and cognition and 

research of the background in tourism places. Analyzing, recording, identifying and researching 

are the most frequently offered educational activities. This corresponds to the theoretical outline 

of educational tourism which is based on active educational activity in non-traditional places. 
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Abstract 

 The present study under the title, a study on 
customer satisfaction towards Mahindra bolero with 
special reference to Coimbatore city is an attempt 
to understand the various factors influencing the 
satisfaction level of the customers with regard to 
the various dimensions of services such as tangibles, 
reliability, responsiveness, assurance and empathy. 
A perfect parity between the services offered by 
sellers and the services expected by the buyers is 
vital to make the transaction smooth and hassle-

free. So the services offered become a integral part 
of the marketing strategy of the firm. In this nature 
is felt relevant and an attempt is being made to 
analyse the customer‟s satisfaction towards 
Mahindra bolero in Coimbatore city and the present 
research work has tremendous relevance to the 
sellers in formulating their marketing strategies in 
this regard. 
Keywords: customer, transaction, research. 

 
Introduction 

 Customer Satisfaction is the buzzword used by the business people for the success of 

organization in the present days. Due to the increases of heavy competition in every product – line 

it become difficult for the companies to retain the customers for longer time. So retain the 

customer for longer time the marketer has to do only one things i.e. customer satisfaction .If 

customer is fully satisfied by the product it not only rub the organization successfully but also 

fetch many benefits for the company . They are less process sensitive and they remain customer 

for a longer period. They buy addition products overtimes as the company introduce related 

produce related products or improved, so customer satisfactions is gaining a lot of importance in 

the present day. Every company is conducting survey on customer satisfaction level on their 

products .To make the products up to the satisfaction level of customers. This project is also done 

to know the customers satisfaction on the BOLERO on behalf of Mahindra and Mahindra 

Automobiles. The impact of automobile industry on the rest of the economy has been so pervasive 

and momentous that is characterized as second industrial. It played a vital role in helping the 

nation to produce higher value good and services and in the enhancing their skills and impose 

tremendous demand for automobile. The decrease in the interest rate and easy available of cars 

loons from 2 to 3 years, lot of car manufacturers company facing cut throat competition in the 

fields of technology and price, So to gain the market share it is important for the institutes to 

satisfy its customers and to retain the reputation and its image. 

 
Objectives of the Study 

 The study has been under taken to analyze the customer satisfaction towards all variant of 

Mahindra BOLERO in Allahabad (U.P) with a special reference to the M&M motors, the other 

objectives are: 

 To gather information about customer satisfaction toward Bolero in the geographic region of 

Allahabad (UP). 



Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 29 

 To know the customer perception about features, low maintenance cost and looks of Bolero. 

 To know the customer satisfaction about the safety and comfort provided by Bolero. 

 To provide suggestions, in improving the customer satisfaction and the company sales and 

profitability 

 To know the customer satisfaction towards the after sales service offers by M&M. 

 
Scope and the Limitation of the study 

 The scope of study is limited to the respondents are selected from in and around Allahabad, 

U.P. 

 The project is carried out for the period of 45 days only. 

 Measurement of customer satisfaction is complex subjects, which uses non-objectives 

method, which is not reliable. 

 The sample unit was also 150 respondents. 

 However, Mahindra and Mahindra Automobile showrooms are located in other places i.e. 

locally and even in the neighboring states. Only opinion of respondents of Allahabad city was 

consider for finding out the opinions of respondents. 

 
Research Methodology 

 A research process consists of stages or steps that guide the project from its conception 

through the final analysis, recommendations and ultimate actions. The research process provides 

a systematic, planned approach to the research project and ensures that all aspects of the 

research project are consistent with each other. 

Research studies evolve through a series of steps, each representing the answer to a key question. 

 
Research Design 

 I propose to first conduct a intensive secondary research to understand the full impact and 

implication of the industry, to review and critique the industry norms and reports, on which 

certain issues shall be selected, which I feel remain unanswered or liable to change, this shall be 

further taken up in the next stage of exploratory research. This stage shall help me to restrict and 

select only the important question and issue, which inhabit growth and segmentation in the 

industry. 

 
Research Process 

 The research process has four distinct yet interrelated steps for research analysis. It has a 

logical and hierarchical ordering: 

 Determination of information research problem. 

 Development of appropriate research design. 

 Execution of research design. 

 Communication of results. 

 Each step is viewed as a separate process that includes a combination of task , step and 

specific procedure. The steps undertake are logical, objective, systematic, reliable, valid, 

impersonal and ongoing. 
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Exploratory Research 

The method I used for exploratory research was 

 Primary Data 

 Secondary data 

 
Primary Data 

 New data gathered to help solve the problem at hand. As compared to secondary data which 

is previously gathered data. An example is information gathered by a questionnaire. Qualitative or 

quantitative data that are newly collected in the course of research, Consists of original 

information that comes from people and includes information gathered from surveys, focus 

groups, independent observations and test results. Data gathered by the researcher in the act of 

conducting research. This is contrasted to secondary data, which entails the use of data gathered 

by someone other than the researcher information that is obtained \ directly from first-hand 

sources by means of surveys, observation or experimentation. Primary data is basically collected 

by getting questionnaire filled by the respondents. 

 
Secondary Data 

 Information that already exists somewhere, having been collected for another purpose. 

Sources include census reports, trade publications, and subscription services. There are two types 

of secondary data: internal and external secondary data. Information compiled inside or outside 

the organization for some purpose other than the current investigation Researching information, 

which has already been published? Market information compiled for purposes other than the 

current research effort; it can be internal data, such as existing sales-tracking information, or it 

can be research conducted by someone else, such as a market research company or the U.S. 

government. 

 
Statement of the Problem 

1. Identification of information needed to solve the problem 

2. Selection or development of instruments for gathering the information 

3. Identification of target population and determination of sampling Plan. 

4. Design of procedure for information collection 

5. Collection of information 

6. Analysis of information 

7. Generalizations and/or predictions 

 
Data Collection 

 Data collection took place with the help of filling of questionnaires. The questionnaire 

method has come to the more widely used and economical means of data collection. The common 

factor in all varieties of the questionnaire method is this reliance on verbal responses to 

questions, written or oral. I found it essential to make sure the questionnaire was easy to read 

and understand to all spectrums of people in the sample. It was also important as researcher to 

respect the samples time and energy hence the questionnaire was designed in such a way, that its 

administration would not exceed 4-5 mins. These questionnaires were personally administered. 

The first hand information was collected by making the people fill the questionnaires.  

The primary data collected by directly interacting with the people. The respondents were 
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contacted at shopping malls, markets, places that were near to showrooms of the consumer 

durable products etc. The data was collected by interacting with 200 respondents who filled the 

questionnaires and gave me the required necessary information. The respondents consisted of 

housewives, students, businessmen, professionals etc. the required information was collected by 

directly interacting with these respondents. 

 
Data Analysis & Interpretation 

Table 1: Satisfaction towards Mahindra Bolero 

Source: Questionnaire 

Interpretation 1 

 The sample drawn on probability basis shows that 78% of the 

customers were satisfied with Bolero variant and only 22% were not 

satisfied with Bolero variant. 

 
Observation 

 Most of the respondents approached were satisfied with Bolero 

Table 2: Factors affecting customer satisfaction towards Mahindra Bolero 

Source: Questionnaire 

Interpretation 2 

 The sample drawn on the probability 

basis clearly shows that 34% 

(51respondents) are the opinion that low 

maintenance is the satisfaction factor 

Bolero and 20% (30 respondents) of them 

who view After Sales Service as a vital 

factor for customer satisfaction. Followed by Comfort which corresponds to 18 %( 27 

respondents), Style with 16% (respondents) and only 12% (18 respondents) of them view that 

feature of Bolero as satisfaction factor. 

 
Observation 

 Majority of the respondent are of the idea that low maintenance of the top most feature 

contributing to customer satisfaction followed by after sales services comfort style and features. 

As such, Mahindra should focus on the aspects, which will enhance the customer satisfaction and 

thus the market share. 

 
Table 3: Customer opinions toward Safety and Comfort 

Source: Questionnaire 

Interpretation 3 

 100% of the respondents 47% of the 

respondents approached were satisfied with the 

safety and comfort feature of the Bolero. 

Followed by 27% was extremely satisfied, 17% are 

neutral and rest of the 7% was dissatisfied with 

safety and comfort feature of Bolero. 

 

  

Satisfied Dissatisfied 

78% 22% 

Factor No. of Respondent Percentage 

Features 18 12% 

Low Maintenance 51 34% 

Comfort 27 18% 

Style 24 16% 

After Sales Service 30 20% 

Factor Percentage 

Extremely Satisfied 23% 

Satisfied 47% 

Neither Satisfied & Dissatisfied 20% 

Dissatisfied 10% 

Total 100% 



PG Department of Management Studies 

 

 
32  Dr. SNS Rajalakshmi College of Arts and Science (Autonomous) 

Observation 

 As majority of the respondents are satisfied with the safety and comfort feature of Mahindra 

Bolero, the company should maintain the same standard and it is suggested to come up with 

suitable measure to reduce the negative opinion among the consumer who are of the opinion that 

the fuel consumption is a dissatisfying factor. 

 
Table 4: Customer Opinions toward Design 

Source: Questionnaire 

Interpretation 4 

 100% of respondents 40% of the respondents 

approached were satisfied withthe Design of the Bolero. 

20% were more satisfied, 27% of them neutral and 13% are 

dissatisfied with the design of the Bolero. 

 

 

 
Observation  

 As majority of the respondents are satisfied with the design of Mahindra Bolero,the company 

should maintain the same standard and it is suggested to come up with suitable measure to 

reduce the negative opinion among the consumer who are of the opinion that the fuel 

consumption is a dissatisfying factor. 

Table 5: Customer opinions toward space availability in Mahindra Bolero 

Source: Questionnaire 

Interpretation 5 

 The sample drawn on the probability basis 

shows that out of 100% of respondents 53% of 

the respondents approached were satisfied 

with the space availability of the Bolero. 27% 

were more satisfied, 17% of neither satisfied 

and dissatisfied and 3% are dissatisfied with the space availability of the Bolero. 

 
Observation  

 As 80% of the respondents are happy with the space availability of the Mahindra Bolero 

vehicle, it can be conducted that the company has undertaken proper R&D in this aspect. 

 The 20% of the respondents who have answered negatively may be comparing with the vehicle 

in the same category launched very recently. 

 
Table 6: Customer satisfactions toward Maintenance of Mahindra Bolero 

Source: Questionnaire 

Interpretation 7 

 The sample drawn on the probability basis shows that out 

of 100% of respondents 51% of the respondents approached 

were satisfied with the maintenance of the Bolero. 23% were 

extremely satisfied, 21% of neutral and 5% are dissatisfied 

with the maintenance. 

Factor Percentage 

Extremely Satisfied 20% 

Satisfied 40% 

Neutral 27% 

Dissatisfied 13% 

Total 100% 

Factor Percentage 

More Satisfied 27% 

Satisfied 53% 

Neither Satisfied & Dissatisfied 17% 

Dissatisfied 3% 

Total 100% 

Factor Percentage 

Extremely Satisfied 23% 

Satisfied 51% 

Neutral 21% 

Dissatisfied 5% 

Total 100% 



Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 33 

Observation 

 Though majority of the customer are satisfied that the maintenance cost of Mahindra Bolero is 

less, around 20% are not satisfied which may be because of comparison of Bolero with the newly 

launched competing brands coming with even lower maintenance cost. 

Customer perceptions about Bolero 

Very Good Good Average Bad Very Bad 

20% 47% 21% 12% - 

 
Findings 

 Based on the data gathered by administrating schedules to customers the following 

observations are made. 

1. Mahindra Bolero has excellent percentage of customer satisfaction according to the data 

shown in table 1 of the data analysis and Interpretation topic. 

2. Most of the people are satisfied with its low maintenance cost and after sales service provided 

by Mahindra Bolero. 

3. Based on the fuel consumption, most of the people are satisfied with it. 

4. Based on Safety and Comfort, Design, Space, Maintenance most of the people are satisfied 

with it. 

5. Large numbers of Bolero user are aware of its power steering. 

6. If we took the satisfaction level of people toward Bolero, it becomes good. 

7. Its features and style satisfy most of the people. 

 
Conclusions 

 Mahindra Bolero has a very good market share in the state of U.P. for the SUV segment. The 

company is offering good services, which is reflected on the satisfaction of the customer. Majority 

of the customer are satisfied with the design of the vehicle. 
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Abstract 

 Training is the activities that are designed to 
provide learners with the knowledge and skills 
needed for their present jobs whereas development 
is the learning that goes beyond today‟s job and has 
amore long-term focus. Although training and 
development usually go hand in hand, they differ in 
that training can be done by all staff, whereas 
development is usually undertaken by the trainee‟s 

supervisors or managers. Training also tends to be 
more specific while development looks more at the 
long-term professional goals. Thus, employee 
training and development programs are important 
aspects which are needed to be studied and focused 
on.  
Keywords: Training and Development, Performance, 
Benefits, Information, Skills. 

 
Introduction 

 Training and development programs obtainable by a business might contain a variety of 

learning techniques and programs that can be attended on a required or voluntary basis by staff. 

training and development programs teach new hires to perform a specific job, while others 

update the skills and knowledge of established employees. Some of the currency is spent to 

provide technology-related training that teaches workers to operate, maintain, or repair 

equipment used in the work place. Technology training is needed for workers in industries as 

diverse as building, developed, health and shipping 

 
Introduction to Training and Development  

 Companies contain establish that speculation in human capital in the form of education and 

growth yields high income. The ones that be personal with the worth of their workers and place a 

new significance on education and training are attractive more aggressive, unbeaten, and gainful 

as a result. According to a study conducted on 2002 by information estimation organization, 

companies in the top 20 percent of those who spend money on education receive higher returns in 

the stash bazaar. Technological professionals contain scientists, architects, engineers, health 

professionals manual technical workers include technicalities, repair people and those in accuracy 

production jobs. Technology as continuously changing and therefore job family circle tasks are 

continually changing, requiring many workers to update their skills on a regular basis.  

 Many of today‟s most doing well companies value that their employees are their utmost asset. 

Therefore, corporations are increasingly invest in educating their workers so that they can grow 

and change within the company and make it more rewarding. The range of training opportunities 

varies widespread from company to company so, when researching latent employers, it is 

important for job seekers who care about this to scrutinize the level and type of training provided 

to employees. After workers have been certain for a range of positions in an association, teaching 

them for correct household tasks to which they have been assigned assumes better significance.  

  

http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/voluntary.html
http://www.businessdictionary.com/definition/staff.html
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Introduction of the Company 

 In 1948, when autonomous India was one year old, Ashok Leyland was born. We were Ashok 

Motors then, assembling Austin cars at the first plant, at Ennore near Chennai. In 1950 started 

assembly of Leyland business vehicles and soon local developed under license from British 

Leyland. With British Leyland contribution in the equity capital, in 1954, the Company was 

rechristened Ashok Leyland. Since then Ashok Leyland has been a major attendance in India's 

business vehicle industry. These years have been punctuate by a number of technical innovation 

which went on to become industry standards. This institution of technological leadership was 

achieved through tie-ups with international technology leaders and through energetic in-house 

R&D. Ashok Leyland vehicles have built a standing for dependability and severity. The 375,000 

vehicles we have put on the roads have shared the additional pressure placed on road carrying in 

independent India. In the populous Indian metros, four out of the five State move task (STU) buses 

come from Ashok Leyland different of them similar to double decker and vestibuled buses are sole 

models from Ashok Leyland, tailor-made for high bulk route.  

 In 1987, the abroad savings by LRLIH (Land Rover Leyland global wealth Limited) be taken 

over by a joint responsibility among the Hinduja Group, the Non-Resident Indian business group 

and IVECO Fiat SPA, part of the Fiat Group and Europe's foremost lorry manufacturer. 

 
Objectives 

1. To offer job linked information to the workers. 

2. To pass on skill among the labour methodically so that they may study rapidly. 

3. To fetch about alter in the attitudes of the workforce on the way to chap workers, manager 

and the association. 

 
Need for the Study  

 Every association big or small, creative or non-productive, economic or social, old or newly 

trustworthy should provide training to all workers irrespective of their condition, ability, 

suitability for the work etc. 

 
Specifically, the need for Training Arises due to the following Reasons  

1. To match the worker specifications with the Job desires.  

2. Organizational feasibility and the alteration process  

3. Technological Advances  

4. Organizational Complexity  

5. Human associations  

6. Change in the Job obligation  

 
The need for Training also Arises to 

1. Increase efficiency  

2. Improve quality of the product / service.  

3. Help a company to fulfill its future personnel needs.  

4. Improve organizational climate.  

5. Improve health and safety.  

6. Prevent obsolescence.  
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Scope & Significance of the Study  

Scope of the Study  

 The study of success of Training and Development Is Carried out at Ashok Leyland Ltd., in 

Corporate Hr workplace Chennai for a time of 8 weeks. This study is passed out using 

questionnaire which forms basis for statistics collection the target sample audience is 400 

employees. The tools used for analysis are  

1. Simple percentage method 

2. Chi square method 

 
Significance of the Study  

 Training and Development is incredibly important and essential in every organization due to 

the following:  

1. Training is mandatory to cover essential work-related skills, techniques and knowledge. It is 

the process used to reduce the gap between the desired routine and the actual performance 

which eventually results in increased Productivity, quality and healthy work environment.  

2. optimal exploitation of Human Resources – Training and Development helps in optimizing the 

utilization of human resource that further helps the employee to recognize the organizational 

goals as well as their person goals.  

3. Training helps to eliminate obsolesce in work, it gives the employees a clear view of what is 

needed and also helps in upgrading their skills and knowledge to keep in pace with the ever 

changing technology which is very crucial in today‟s reasonable advertise.  

4. Development of human being wealth – Training and Development helps to provide an break 

and minor road creation for the increase of human resources‟ methodological and behavioural 

skills in an introduce. It also helps the employees in attaining personal growth.  

5. Team spirit – Training and Development helps in inculcating the sense of team work, team 

spirit, and inter-team collaborations. It helps in inculcating the keenness to learn within the 

employees.  

6. Safety in work place is another important feature of training which helps to avoid accidents 

and injuries in the work place.  

7. Organization mores – Training and Development helps to develop and improve the clerical 

health society and effectiveness. It helps in creating the learning culture within the society.  

8. Training and Development aids in organizational advance i.e. Organization gets more effective 

decision making and trouble solving. It helps in understanding and carrying out organizational 

policies  

9. Training and Development helps in initial headship skills, inspiration, fidelity, better 

attitudes, and other aspects that successful workforce and managers usually display.  

10. For all employee to perform well especially Supervisors and Managers, there is need meant for 

constant training and development. The true employee training, development and education 

provides big payoffs for the employer in increased yield, knowledge, constancy, and piece to 

general intensification of the firm. In most belongings external trainings for illustration 

provide participants with the street to meet new set of people in the same field and difficult. 

The meeting will give them the chance to compare issues and find out what is obtainable in 

each other‟s location. This for positive will introduce positive changes where necessary.  



Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 37 

11. So I felt it is important to carefully identify the training wishes, vigilantly plan a training 

process and evaluate this method. Hence the study on “Effectiveness of Training and 

Development in Ashok Leyland.”  

 
Limitations 

 Time & Sample size constraint - As the employee stand of the organization is about 21,500 

employees, so it was very hard to cover all the employees in this survey. Number of employee 

enclosed in this survey is limited to the sample size of 200 workforce only. This limits the scope of 

the project study and the analysis may not represent the whole population.  

 
Research Methodology  

 Research methodology is a systematic way to solve research sweat. Researcher has to design 

his methodology. Research methodology deals with research methods and takes into consideration 

the sense following the method .It also deals with objective of research study, the method of 

major the problem, brand of data collected, methods used for collecting and analyzing data. It 

also deals with objective of examine study;the method is major the problem, type of data 

collected and the methods used for collecting the data. The research processes that will be 

adopted in the present study consist of the following stages.  

1. Defining the problem and the research idea  

2. Developing the Examine plan  

3. Collection of data 

4. Analyze the collected in rank  

5. Report research result  

 
Population / Sample Size  

Population: The population size 200 employees.  

 
Sample Size  

 Samples size is the number of items to be selected from the population to constitute the 

sample for the research. For this research a sample of 200 employees was taken.  

 
Data Collection  

 For any statistical enquiry the collection of data or information is done through principle 

sources identically i.e., by primary sources and secondary sources of data.  

 Primary Data: Primary data are persons which are collected a fresh and for the first time. 

Primary data for the learning is collected during questionnaire and questionnaire is used closed 

structure.  

 Secondary Data: Most of the data used for the study is secondary in nature and has been 

collected from the company and from the records of Ashok Leyland ltd.,  

 
Sampling Technique 

 The associate has adopted the Simple Random Sampling Technique 
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Hypothesis  

Null Hypothesis: There is no considerable relationship between evaluating the effectiveness of 

training and advance programs in Ashok Leyland Ltd., and to identify the knowledge and skills 

required by employees to perform the job efficiently and effectively.  

 There is no significant relationship between evaluating the success of training and maturity 

programs in Ashok Leyland Ltd., and to assess the satisfaction level of employees with regard to 

training.  

 There is no considerable relationship between evaluating the effectiveness of training and 

development programs in Ashok Leyland Ltd., and to understand the training needs of employees 

in the firm.  

 
Alternative Hypothesis 

 There is significant relationship between evaluating the effectiveness of training and increase 

programs in Ashok Leyland Ltd., and to identify the data and skills required by employees to 

perform the job capably and effectively. There is significant attachment between evaluating the 

effectiveness of training and increase programs in Ashok Leyland Ltd., and to assess the 

satisfaction level of employees with regard to training. There is significant relationship between 

evaluating the effectiveness of training and development programs in Ashok Leyland Ltd., and to 

understand the training needs of workforce in the firm.  

 
Tools Used for Analysis  

 Simple profit method  

 Chi-square method  

 
Simple Percentage Method  

 Simple take Method refers to special kind of ratio percentage that is used in marketing for 

comparison between two or more string of data. Percentages are used to describe bond. while the 

percentage reduce the lot to a common base & these by allow meaningful evaluation to be made.  

 
Chi-Square Method  

 Chi-square is a statistical test generally used to compare observed data with data we would 

imagine to obtain according to a specific hypothesis. The chi-square test is always testing what 

scientists call the null hypothesis, which states that there is no significant difference between 

the expected and observed result.  

 The formula for calculating chi-square (χ²) is:  

 χ² = ∑(O-E) /E  

Where,  

 O – Observed rate of recurrence  

 E – Expected frequency  

 That is, chi-square is the sum of the squared difference among observed (o) and the expected 

(e) data (or the deviation, d), divided by the expected data in all possible categories.  
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Findings  

1. 364.58% respondents have discussed their learning with their Reporting officer (RO) and only 

35.39% of respondents have not discussed it are clear that there is a good relationship 

between the superior and the subordinate.  

2. 170.78% of respondents has made presentation to their colleagues in the department on the 

learning from the training programme wherein 229.14% of respondents have not made 

presentation it is clear that there is lack of communication.  

3. 363.48% of respondents has been provided support, whereas 36.5% of respondents has not 

provided support to apply their learning, it clearly proves that support is provided to apply 

their learning.  

4. 206.97% of respondents has sought some support from the reporting officer to implement 

their leaning but 193% of respondents has not seek support as they were able to implement 

their learning by themselves.  

5. 392.8% of respondents are not facing that much constrains while implementing their learning 

only 7.14% of respondents who has faced constrain required in-depth knowledge in the 

learning  

6. 66.81% of the respondents requires further inputs and rest of the respondents are comfortable 

with the learning we can conclude that training was effective.  

7. 209.98% of the respondents had very less knowledge, 104.27% of the respondents had less 

knowledge, and 221.73% of the respondents had good knowledge wherein 25.39% of the 

respondents had very good knowledge compared to post training regarding their learning.  

8. 45.71% of respondents had a good knowledge based on their training program, 202.84% of 

respondents had very good knowledge based on training and 151.42% of respondents had full 

extent of knowledge regarding their learning.  

9. 98.56% of respondents applied their knowledge, 262.85% of respondents applied their learning 

effectively wherein 38.56% of respondents applied their learning more effectively.  

10. The table value is less than calculated value, we reject the null hypothesis. Hence there 

exists relationship between effectiveness of training & development and satisfaction level.  

11. The table value is more than the calculated value, we accept the null hypothesis. Hence there 

is no significant bond between essential skills and activities for current job and level of 

important.  

  
Suggestions 

1. The relationship between the employees and the coverage officer can be still improved.  

2. The organization can provide training programs to their employees to fill the statement gap 

with their colleagues.  

3. The Reporting representative must present support to their workforce in implementing their 

learning.  

4. The training which is provided to the employees can be still effective so that they can 

implement their education without seeking support from their coverage officer.  

5. The trainees can be provided among more case studies and additional information for further 

inputs.  

6. The instruction can be provided to the employees who have very less knowledge.  

7. The training is more effective to improve the employee‟s knowledge.  

8. The training can be given to employees by analyzing their need.  
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9. If possible, the personal involvement or active participation of the trainee should be got in 

the training programme. He should be provided with opportunity to practice the newly 

needed activities norms.  

10. As the trainee acquires new data, skills or attitudes and applies them in job situations, he 

should be significantly remunerated for his hard work.  

11. The learner should be provided with own assistance when he encounters culture obstacles.  

 
Conclusion   

 Training has become increasingly crucial to the success of modern organizations. They often 

race on competencies – the core sets of knowledge and expertise that give them an edge over 

their competitors. preparation plays a central role in fostering and support these competencies, 

and in this way has grow to be part of the backbone of strategy implementation. In addition, 

rapidly changing technologies require that employees continuously hone their familiarity, skills 

and abilities (KSAs) to cope with new processes and systems. Employees Training and 

Development programs try to improve skills or add to the existing level of knowledge so that the 

workforce is better equipped to do his/her present job or to get prepared for a higher position 

with increased responsibilities. Employee growth and development should be seen in the context 

of an ever changing and dynamic environment. Ashok Leyland Ltd., being into the weighty duty 

locomotive manufactures, has to make sure that its employees are well trained, officially, 

unconsciously as well as in other aspects also, Employees as well as the party has benefited from 

these programs. From the study conducted on its effectiveness, most of the employees are 

satisfied with the training & development activities, though there is still scope for improvement 

in it. This work has given me an enriching experience and provided me with extra insights into the 

nitty-gritty of the training and development activities. It helped me to put into use the related 

theory for its further development. Finally, this project has been a value addition for me, in 

terms of learning and exposure to the various training and development aspects in the Company. 
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Abstract  

 This research is conducted with the aim to 
explore how consumers evaluate garments within 
and across online and offline shopping. Online 
shopping is a process of buying and selling of 
products and services through the Internet. Online 
shopping has become the fastest-growing industry 
and Internet users have reported that online 
shopping gather consumers can purchase clothing, 
shoes, books, airline and events tickets, foods, 

computers hardware ether respondents assumed 
that transaction security, personal privacy, product 
price, product quality, convenience, accessibility, 
promotions and advertisement, delivery time, 
quality comparison and reputation of the company 
are the important variables in online shopping. 
Keywords: Consumer, Online Shopping, Offline 
Shopping.

 

Introduction 

 Increasing numbers of people are gravitating towards more intensive use of the Internet as 

the accessibility of technology. The online products are more persons for the purchased.  

The expansion of shopping options beyond traditional methods that may be more time consuming. 

The offline shopping methods are alleviated, and customers are better able to efficiently use 

their time. Internet is changing the way consumers shop and buy goods and services. The online 

shopped is has are more products for introduced and quality. If purchased is very comfortable. 

Customers use the Internet not only to buy the product online, but also to compare prices, 

product features and after sale service facilities they will receive if they purchase the product 

from a particular store. In this contemporary world customer‟s loyalty depends upon the 

consistent ability to deliver quality, value and satisfaction. Some go for offline shopping. The 

offline shopping are customers are spend to over family and friend. The products are touch and 

feel to collected the products. The customers are easy to price for lesser the offline shopping. 

online and choose the best a purchase that product and finally the transaction takes place and 

post sales service provided by the online. 

 
Factors Affecting Online Shopping  

 Online shopping becomes relevant in the last decade. The kind of business online retailer are 

doing is proof enough that they are providing some benefits to customer which offline shopping 

does not give to the customer. These are the factors affecting online shopping  

 Pricing Policy: Online retailers gets an inherent advantage in pricing as they don‟t have to 

bear expenses like store rent, bills etc. They can pass their price directly to customer and 

generally offer a lower price to customer than offline market. Even when shipping charges are 

included than also it is better than the offline shopping. Hence, determines the level of online 

shopping. Lower the price- higher the mood to demand, higher the price –lower the demand. 

Price of any commodity also influences the purchasing power of any specific buyer. Consumer 

generally prefer mild or normal price with good quality and do not want to spend or expense lot 
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for any kind of stuff. So buying and selling both are simultaneously affected by the price of 

product.  

 Quality: The quality of product at online sites and offline stores vary a lot and then this 

determines the frequency of online shopping. Quality also carries good affecting nature over any 

kind of shopping. As consumer or buyer want to have a good quality of product as they spent their 

huge sum of money. In general, qualities is a primary need over any kind of purchasing as it 

somewhat secure or give a good sense of buying or kind of guarantee about the product preferred.  

 Online trust: It depends on customer perception whether they trust a particular site and its 

product and services. Hence the frequency of online shopping also depends upon whether they 

trust a particular site or not. People are different in there nature and thoughts, some kind of 

people trust online dealing some kind of people are in fear of online dealing. 

 Delivery time: The product ordered by the customer in online shopping takes a minimum of 

six to seven days to deliver the product to the customer. But in offline shopping the possession of 

the goods is immediately transferred to the buyer. So this is a major factor which affects the 

online shopping. People want a good delivery time; they prefer to get a product in a desired time 

or in short time of duration. Duration is the second major factor affecting the demand of product.  

 Income: The person whose income is more, do more online shopping as compared to the 

person whose income is less. Income plays a major role to purchase online products. Higher 

income people prefers to purchase online more than offline as it gives them reliability and 

convenient. Higher the income higher wills the purchasing of online product and vise-versa.  

 Taste and preference: The taste and preference of the customer vary from customer to 

customer and time to time, taste and preference also a factor which influences online shopping. 

Taste and preference of age group also matters in online shopping. Old people buy or purchase 

product for their kind of use. Young generation or teenagers use to purchase their taste of 

product. Taste and preference move in tend of ages and choices. Every customer or buyer choices 

are different in nature as per their ages.  

 Variety: The kind of variety that a customer gets online is hard to match any product 

purchased offline. The online retailer‟s stock products from the entire major brand and a 

customer can find any product in their listing no matter how hard to find it is in the offline store. 

Online and offline both shopping provide variety of range from various brands. Variety in it itself 

is the foremost dealing factor which influence the market. Larger the variety of product in shop 

higher the selling and vice-versa. People generally prefer to move where they get more variety of 

products.  

 Discreet shopping: While buying some products like lingerie customers don‟t feel comfortable 

to purchase it in offline store. Shopping online is discreet and some online portals also provide 

discreet shopping. Purchase of girly material are very convenient in offline shopping as it is not 

dealt with any kind of uncomfortable situation. There is no person to who is to ask for any kind of 

intimate product, customer can easily cope with offline as they can go and purchase their usable 

items without any kind of hesitations.   

 Offers: Apart from offering products at lower price most online shopping regularly come up 

with discount offers in association with bank, brand etc. Which entail customer to get additional 

saving while buying products online? Offline stores only give offer or discount during stock 

clearance or when the manufactures gives the discount on the products. Online shopping always 

provides offers at all the time and day. In every purchase we get some offers even if there is no 
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festival or carnivals. Offers are a great factor which attract customer to purchase online. Offer 

carry a great influence in shopping.  

 
Factors Affecting Offline Shopping  

 Offline shopping has existence since the existence of mankind. Offline shopping gives 

different types of benefits to the customer. There are some factors which affect the shopping 

offline those are as follow:  

 Less number of choices: There are limited numbers of choices when it comes to offline 

shopping. The numbers of varieties are limited. The ranges of products available in the shops are 

limited. Sometimes, the stocks are old and are up for discount and sale. Basically in offline or any 

shop we get less numbers of choices as it consists of manual work. We have to choice in that less 

number of materials due to manual factor.  

 Time consuming: It takes a lot of time to go shopping to a store. Distance from home or 

workplace to the store is time consuming. It is also time consuming while trying out the outfits in 

a store or even going through other products. In off-line shopping customer move one place to 

another and one shop to another in search of their desired product.  

 Information: What generally happens is that the information provided by a shopkeeper isn‟t 

correct. Also this information doesn‟t always suit our needs. And we buy products according to 

what they say when we ourselves don‟t have adequate knowledge about the products. Such 

purchases are based on goodwill when we happen to know the shopkeepers.  

 Authenticity: Offline shopping is more authentic than online shopping. While buying the 

product we can feel the texture of it and know what it‟s like. We exactly know what we are 

buying while buying anything offline. But in online shopping, we don‟t always know what exactly 

we are buying. This is because what we see on the websites is not always what we buy when the 

product reaches us.  

 Bargaining: In offline store a customer can do physical bargaining to the seller unlike 

shopping online. In online shopping a customer cannot do bargaining as the price of the product is 

fixed. Some of the customer purchased products depending upon bargaining so they do not go for 

online shopping as they feel shopping online is more costly than the market.  

 
Objective of the Study 

 The benefits or business offers in more competitors. 

 The customer users to services and discount for provided the limited period. 

 The new products and change the services. 

 The product satisfaction 

 The people are time saved 

 
Study of Literature Review 

 The researchers perceived risk from the domain of the field of marketing is explain consumer 

behaviour plays an important role. In today's consumer as the canter of marketing era, stand in 

the consumer's point of view considering marketing issues and events is particularly important.  

 The literature research of customer perceived risk and the dimensions of physical store and 

online shopping are very similar, mainly due to the same research methods. Study of the 

perceived risk of online shopping from the traditional store customer perceived risk research, and 

dimensions of online shopping is relatively mature theory has six is the same dimension entity 
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shop with dimensions of perceived risk, privacy risk and service risk is in the Internet generation 

derived from two dimensions. 

 The customer in collection of information communication with the outside world may lead to 

the loss of privacy, service risk is perceived in the after-sale stage if the product related issues 

and the service can achieve customer satisfaction of a perceived risk, but also affect the 

customer finally whether to buy the product of a decision factors and risk service is consumers on 

Evaluation of modern enterprises is an important factor. 

 
Research Methodology 

 This paper is based on secondary data collection from various websites Journals, Magazines 

and reference books. 

 
Finding and Analysis 

Caste of the Respondent  

The above graph representation shows the 

percentage of population category who opt for 

online shopping. The general caste population are 

major customers of online shopping covering 76.7 % 

of the total population. Followed by OBC category 

comprising 14% of total population. The SC and ST 

contribute for 2.7% and 6.7% respectively. It was 

seen that the general population mostly opt for 

online shopping because of their changing life style. 

This makes them shop more online where they can save their time and also maintain their status. 

This online shopping not only fulfils customers need but also saves money and time of their buyers 

and there it‟s a win -win situation for all. 

 
Age of the Respondent 

The above graphical representation shows the 

age category of population who choose online 

shopping. The major of customers who use online 

shopping to fulfil their need ranges mostly 

between 18 to 25 age category comprising of 68.6% 

of the total consumers and this is mostly seen 

among them because of the increasing 

technological revolution among the youth 

population and they are able to use this technology 

for their well-being more than other age group 

category. Next the age group of 25-35 contribute as the second most consumer type using online 

shopping services of 14.7%. For this age group time is the major factor for using them this stream 

as way to shop. The rest of the consumers are age group of 35 above and 18 below comprising 

8.7% and 8.0% respectively. The percentage of population low because most of the 35 above group 

have lack of adequate knowledge of technology used. And for 18 below money constraint comes 

into picture. 
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Qualification of the Respondent 

 The above graphical representation shows the 

age category of population who choose online 

shopping .The major of customers who use online 

shopping to fulfil their need ranges mostly 

between 18 to 25 age category comprising of 

68.6% of the total consumers and this is mostly 

seen among them because of the increasing 

technological revolution among the youth 

population and they are able to use this technology for their well-being more than other age 

group category. Next the age group of 25-35 contribute as the second most consumer type using 

online shopping services of 14.7%. For this age group time is the major factor for using them this 

stream as way to shop. The rest of the consumers are age group of 35 above and 18 below 

comprising 8.7% and 8.0% respectively. The percentage of population low because most of the 35 

above group have lack of adequate knowledge of technology used. And for 18 below money 

constraint comes into picture. 

Preference of the different online 

shopping sites 

The most preferred website for online 

shopping is Flip kart as it was the only site 

for online shopping in the country for many 

years later when other sites came into 

picture its market went down, still it‟s the 

most preferred site as its marketing done 

properly with superior brand quality of 

products and services over other sites .So, 

it‟s still able to retain the market. The next 

comes the snap deal site where nearly 24% of consumers prefer it. This is because of the recent 

increasing marketing strategy of the site and an assurance to give better service and product. 

Next comes amazon site which covered 15.3% of the people, it is an online shop giant outside the 

country still its striving hard to market its brand in the country, and assures a major potential for 

market in near future. Next online sites preferred are myntra and jabong and the percentage of 

the people are 8.7%% and 2% respectively. it has come into picture of online shopping because of 

its fancy offers and benefits it provides. The least number of percentages is 1.3% for other 

shopping sites like –Yepme, craftvilla.com and other sites.  

Frequency of the product purchased from online shopping sites by the respondent  

Recent study shows that due to increasing need of 

society and time constraint has led most of the 

population switch to online shopping. It is seen that 

nearly 44.7 % of the regular population do buy the 

product in every 2-3 months at a regular interval. 

34.7% of population do online shopping every month 

which is because of the availability of income and 

technology to do shopping. Moreover, 10% of 

population does online shopping every week and 4.5% once in a year. 
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Type of Advertisement mostly attracts to purchase online 

 Advertisement plays a major role for making 

a site a brand in the market. Moreover, 

advertisement attracts its customer towards 

them to make income. The type of 

advertisement that attracts the customer 

towards them is discount ads which is 39.3%, 

which give the customer a reason to buy their 

products at reasonable prices. Also the sales ads 

bring more customers nearly 26.7% of total 

customer gets attracted to it. The festive season 

is the time duration during which major of the population do their shopping is 28% and if ads 

related to it is published then it brings more customer to them. 

 
Accessing Shopping Websites  

Accessing shopping websites is also a 

parameter determining the difference 

between online shopping and traditional 

shopping. While north of 68% people think 

it‟s fairly important to access the shopping 

websites, 18% think it‟s not that important 

to access shopping websites if you want to 

purchase anything, they can even purchase 

goods by traditional shopping, while 6.7% 

think it‟s very important to access shopping websites to purchase anything, interestingly same 

percentage of people think it‟s not at all important to access e-commerce sites. 

 
Reason for doing online shopping according to the age group 

 
 The survey conducted on 150 customers of different age group about the factors that attracts 

them to prefer online shopping. Out of 12 customers up to age 18 years of age, 2 said its time 

saving, 4 gave the reason as door to door service, 3 said they don‟t need to go outside to the shop 

for the purchase of goods and 3 think products are easily available online. The 103 customer aging 

between 18 and 25, 29 said its time saving, 23 gave the reason as door to door service, 19 said 

they don‟t need to go outside to the shop for the purchase of goods and 32 think products are 

easily available online. The 22 customer aging between 25 and 35, 6 said its time saving, 3 gave 
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the reason as door to door service, 5 said they don‟t need to go outside to the shop for the 

purchase of goods and 8 think products are easily available online. The 13 customer aging above 

35, 3 said its time saving, 3 gave the reason as door to door service, 2 said they don‟t need to go 

outside to the shop for the purchase of goods and 5 think that the products which they are getting 

is easily available at online. 

 
Preference of the respondent for the shopping sites according to the delivery of the time 

 
 Out of 12 customers up to age 18 years of age, 1 said its Clothes, 7 said Electronic items, 3 

said books and 1 said its footwear. The 103 customer aging between 18 and 25, 19 said its 

Clothes, 37 said Electronic items, 33 said books and 14 said its footwear. The 22 customer aging 

between 25 and 35, 8 said its Clothes, 6 said Electronic items, 6 said books and 2 said its 

footwear. The 13 customer aging above 35, 5 said its Clothes, 6 said Electronic items, 2 said books 

and none said its footwear. 

Preference of the payment process according to the age of the respondent 

 
 Out of 12 customers up to age 18 years of age, 10 said its Cash on delivery, none preferred 

Net banking, 1 preferred Debit card and 1 preferred other modes of payment (credit card 

etc.).The 103 customer aging between 18 and 25, 81 said it is Cash on delivery, 14 preferred Net 

banking, 6 preferred Debit card and 2 preferred other modes of payment (credit card etc.).The 22 

customer aging between 25 and 35, 13 said it is Cash on delivery, 6 preferred Net banking, 1 

preferred Debit card and 2 preferred other modes of payment (credit card etc.).The 13 customer 

aging above 35, 10 said its Cash on delivery, 3 preferred Net banking, none preferred Debit card 

and other modes of payment. 
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Preference of the respondent to buy product when the price of the good is same in online 

sites and traditional market 

 
 Out of 12 customers up to age group of 18 years, 4 opted for internet while 8 preferred shop. 

The 103 customer aging between 18 and 25, 35 opted for internet while 68 preferred shop. The 22 

customer aging between 25 and 35, 5 opted for internet and 17 preferred shop. The 13 customer 

aging above 35, 4 preferred for internet while 9 preferred shop. 

 
Conclusion  

 The finding and analysis shows that the consumer who are between the age group 18-25 are 

more comfortable for online shopping than rest of the group. The group which is coming under the 

age 35 and above are not much aware of the so many shopping sites and as well as they are not 

technically advanced to do online shopping they fear whether the product they are ordering will 

come genuine or not so they less do online shopping rather they prefer traditional market. So it is 

clear from the finding that the youth are more into e-shopping. An earlier person uses the 

traditional shopping. Now also people who are not aware of the several shopping sites and not 

that technically advanced are less into internet for shopping.  This study advanced an ideal that 

uses consumer value perceptions to increase our thoughtful of channel choice. Earlier work 

verified the key effect of perceived value has on purchase intentions, but merely concentrated on 

product or store value insights. This paper extends the studies while asking the questions from the 

consumer who are into online shopping as well as traditional shopping to rate both the channels in 

the terms of performance, products, time of delivery, quality and other related aspects of online 

and offline shopping. By accepting this approach, investigators and experts can gain valuable 

insights into the motivations to adopt a definite channel for shopping. A cluster of all customer 

communication with products, services or persons that is specific. Another concern was that the 

conceptual model, a theoretical context for the study of the theoretical basis of all the research 

on it is placed.  
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Abstract 

 The purpose of the study is to analyze the 
consumer satisfaction towards services provided by 
JIO Telecommunication examine provider. The study 
is aimed at examining the determinants of customer 
satisfaction. Data has been together from 100 
respondents from the states of Tamilnadu. SPSS 20 
has been used for analyzing the data. The results of 
the study showed that majority of the respondents 

are satisfied with the services provided by JIO. The 
gender wise analysis of customer satisfaction 
concluded that there is no difference in the opinion 
of male and female respondents on the satisfaction 
level towards the services provided by the JIO 
telecommunication services provider. 
Keywords: Service, Satisfaction, 
Telecommunication, Opinion, Customer. 

 
Introduction 

 Now-a-days, no one is living without mobile phone. several number of network services are 

available in this world. Especially, the study is alert on Reliance Jio network which has been 

founded in 2007. It is a LTE mobile network operator in India. It is a wholly owned subsidiary of 

Reliance Industries headquartered in Mumbai which provides wireless 4G LTE service network 

(without 2G/3G based services) and is the only 100% volte (Voice Over LTE) operator in the 

country. It covers all 22 telecom circles in India. The Reliance unit has been buying spectrum 

since 2010 under a plan to return this quarter to a market that now has more than 1 billion mobile 

subscribers. Reliance jio has selected shahrukh Khan as their brand Ambassador. It invests into 

wireless unit of about 150 billion rupee. Jio have considered to issue 15 billion new shares at 

Rs.10, each to existing shareholders. 

 
Statement of the Problem 

 Even though, Reliance Jio network offers cost free services, the 100% satisfaction of its 

customer is a doubtful one. Although the customers are availing Jio services, they spend some 

amount for using other networks. If Reliance Jio fails to give the full contentment to its customer, 

it is difficult to sustain its image in the efficient nation. Hence the study is undertaken for the 

purpose of analyzing the satisfaction level of the consumer of Jio network. 

 
Review of Literature 

 Aman Banchhor et al.,(2015), state in their study that Jio is the only company who is using 

fourth generation (4G) LTE services and which is operating its network on 1800 MHz and 2300 MHz 

bands in Mumbai. Jio facilitate the normal download speed of 15-20 mbps. Lowest international 

call tariff in the world. 4G handset with free connection for starting at as less as Rs.2999. No 

surge pricing on community holidays, festivals moreover new year.  Reliance Jio manipulate some 

marketing strategies of competitive pricing and tariff plans, jio is offering special operating own 

apps like Jioplay, Jiomoney, Jiosecurity etc., Jio is going to charge 1/10th of standard in 

telecommunication charge, Focusing on calls, text and data respectively without any roaming 



Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 51 

charges throughout India and Student gets an additional 25% data usage if they registered their 

sim card on a student ID. 

 Rajan Drmlami(2015), expresses in the study that provide customer satisfaction is the most 

important step of the company as they are to be content and provides internet access on the 

move such as wide network coverage and technology advanced stuff required by almost everyone 

in today‟s environment. From the details it can be concluded that 80% of Reliance Jio users 

preferred to remain with Reliance Jio and fully satisfied. Also good number of customers who are 

living to switch from their respective subscribers showed interest in Reliance Jio is capturing the 

wide area of Indian markets increasingly day by day. Hence, these statistics imply a bright future 

for the company. It can be said that in near future, the company will be booming in the telecom 

industry. 

 
Objectives of the Study 

1. To know the knowledge of consumers about Jio network 

2. To study the preference of customers towards other networks with jio 

3. To analyze the customer‟s agreement towards Jio network  

4. To give conclusion and suggestions. 

 
Data Analysis and Interpratation 

 The profile of the respondents based on Gender, Age, Educational Qualifications and 

Occupation are presented in Table -1. 

Table-1 Distribution of Respondents Based on Gender, Age,  

Educational Qualifications and Occupation 

S.no Particulars Frequency Percentage 

1. Gender 

 Male 61 61% 

 Female 39 39% 

2. Age in Years 

 15 - 25 81 81% 

 26 - 35 14 14% 

 36 - 45 3 3% 

 46 - 60 2 2% 

3. Educational Qualification 

 Intermediate 5 5% 

 Graduate 50 50% 

 Post graduate 44 44% 

 Other 1 1% 

4. Occupation 

 Student 72 72% 

 Employee 20 20% 

 Self Employed 4 4% 

 Others 4 4% 

 The gender of the customer is an important variable which is likely to influence the level of 

customer satisfaction, customers likelihood towards a product may change with respective to the 

gender. Majority of the respondents are Male customers contributing to 61% whereas Female 

customers contribute to 39% of total respondents. The age group of the customers plays an 
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important role on the level of satisfaction. The level of customer satisfaction may tend to vary 

with the variation in the age of the customer. Majority of the respondents are in the age group of 

15 to 25 years contributing to 81% of the total respondents. Education level of the customers is 

another important factor that determines awareness, preferences and level of customer 

satisfaction.  It is also believed that the level of awareness differs based on the level of education 

of the customer which influences the level of customer satisfaction.  

 From the data in the table shows that majority of the respondents are Graduates contributing 

to 50% followed by Post graduate contributing to 44%. Occupation wise classification shows that 

majority of the respondents is students contributing to 72%, followed by 20% of employees.  

 In order to understand the customer satisfaction towards JIO telecommunication service 

provider, battery of statements related to the services of telecommunication service provider 

were asked to the respondents. The responses were analyses using Likert Five point scale with 

Highly Satisfied, Satisfied, Neutral, Not satisfied, Highly not satisfied. The responses for each 

variable that determines customer satisfaction are analyzed in Table – 2. With regard to customer 

satisfaction towards Internet services majority of the respondents contributing to 88% of the total 

respondents are satisfied. 66% of the respondents are satisfied with the call clarity followed by 

26% who are neutral in their opinion with regard to call clarity.  

 In terms of SMS facility 71% of the total respondents are satisfied. 57% of the respondents 

expressed their satisfaction with signal. With regard to customer care services provided by JIO 

only 41% of respondents expressed that they are satisfied, whereas 48% of respondents are neutral 

in their opinion with regard to customer care services with regard to the roaming facility 67% of 

the respondents are satisfied. The respondents were asked to rate the overall satisfaction with 

the services provided by the JIO service provider 87% of the total respondents expressed their 

satisfaction with the services. Overall it can be concluded from the the data presented in the 

above table that majority of the total respondents are satisfied with the services provided by JIO. 

 Having discussed about the individual dimension of customer satisfaction, an attempt is made 

to compare these dimensions with the help of mean and standard deviation of each dimension of 

customer satisfaction. The data relating to mean and standard deviation is presented in Table-3. 

 The data reveals that mean value of the customer satisfaction of the respondents is ranging 

between 1.30 to 2.57. The standard deviation is ranging between 0.69 to 0.97. More variability in 

the opinion of the respondents is noticed in the dimension satisfaction with regard to call clarity 

and satisfaction with regard to SMS services and less variability is notices in the dimension overall 

satisfaction with the services provided by JIO. 

 
Table 2 Customer Satisfaction- Overall Analysis 

S.No Particulars 
Highly 

disatisfied 
Satisfied Neutral Dissatisfied 

Highly 
Dissatisfied 

1 
Satisfaction 
Towards internet services 
provide by JIO 

50 38 9 3 0 

2 
Satisfaction 
n towards Call clarity 

24 42 26 5 3 

3 
Satisfaction 
n towards SMS services 

33 38 22 5 2 

4 
Satisfaction towards 
availability signel n  of 

19 38 38 4 1 

5 
Satisfaction towards 
customer care services 

15 26 48 9 2 
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6 Satisfaction with roaming 26 41 30 3 0 

7 
Over all satisfaction 
with Services JIO 

83 4 13 0 0 

 
Table-3 Mean and Standard deviation for factors of Customer Satisfaction 

S.no Particulars N Mean Standard Deviation 

1 Internet 100 1.65 0.77 

2 Calls 100 2.21 0.97 

3 SMS 100 2.05 0.97 

4 Signals 100 2.30 0.86 

5 Customer Care 100 2.57 0.92 

6 Roaming 100 2.10 0.82 

7 Services 100 1.30 0.69 

T-Test for Equality of Means for customer Satisfaction 

 With a view to understand the opinion of male and female respondents satisfaction level with 

regard to the services provided by JIO tele communication, t-test for equality of means is 

computed on the basis of gender male and female. t-test for equality of means computed on the 

basis of gender male and female is presented in Table- 4 

 
Null Hypothesis 

 There is no significant difference between male and female respondents with respect to the 

factors of customer satisfaction with JIO service provider. The computed p value in case of all the 

variables of customer satisfaction are greater than α = 0.05.Therefore, the H0 stated as there is 

no significant difference between male and female respondents with respect to the factors of 

customer satisfaction with JIO service provider is accepted. Hence it can be concluded that there 

is no difference in the opinion of male and female respondents on the satisfaction level towards 

the services provided by the JIO tele communication services provider. 

 
Table 4 T-test for Equality of Means of Customer satisfaction with regard JIO service provider 

S.No Particular Gender Mean 
Standard 

deviation 
t value P value 

1 Internet 
Male 1.68 0.77 0.99 0.93 

Female 1.64 0.78   

2 Calls 
Male 2.25 1.04 0.46 0.64 

Female 2.15 0.84   

3 SMS 
Male 2.05 0.97 -0.1 0.99 

Female 2.05 0.97   

4 Signel 
Male 2.28 0.84 -.31 0.76 

Female 2.33 0.94   

5 
Customer 

Care 

Male 2.49 0.87 -1.06 0.29 

Female 2.69 1.00   

6 Roaming 
Male 2.11 0.86 0.22 0.82 

Female 2.08 0.77   

7 Services 
Male 1.33 0.70 .50 0.62 

Female 1.26 0.68   
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Conclusion 

 It can concluded that majority of the respondents are satisfied with the services provided by 

the JIO telecommunication service provider. Majority of the total respondents are highly satisfied 

with the Internet facilities provided by JIO. From the analysis it can be observed that the 

customer are not that much satisfied with the customer care services provided by JIO. It can be 

suggested that the company need to focus more on the customer care services, responding to the 

customer‟s issues and concerns and providing solutions. The gender wise analysis of customer 

satisfaction shows that the computed p value in case of all the variables of customer satisfaction 

are greater than α =0.05. Hence it can be concluded that there is no difference in the opinion of 

male and female respondents on the satisfaction level towards the services provided by the JIO 

Tele communication. 
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Abstract 

 Consumers are very important for the survival 
of the motor vehicle manufacturing industry. This 
study on customer satisfaction is being associated 
with one of the leading two wheeler company the 
Royal Enfield in the following paragraph a brief 
note on the problem that has been undertaken as 
the subject matter is explained. In this article, we 
will find out the satisfaction level of the Royal 
Enfield Bullet owner in Saravanampatti. The 
problem it is facing in the present market scenario. 

This article evaluates the various factors that keep 
the customer satisfied. It also evaluates the various 
factors that influence a customer to buy the Royal 
Enfield. While selecting a Royal Enfield various 
aspects that have to be given a thought with respect 
to Brand image, Colour, Fuel-efficiency, Technology 
used, etc.. 
Keywords: Customer satisfaction, Royal Enfield, 
Brand 

 
Introduction 

 It is being hard to please the present day customers. The market conscious society turned 

smarter and more priced conscious and in turn more demanding and less forgiving. They checkout 

the competitors with similar or at times even better offers. So the challenge is not to produce for 

customers, any firm could do it. The real challenge is to produce delighted customers and more 

importantly loyal customers. 

 Customers are the king and without satisfying their needs none can exist in the corporate 

competitive world. Customer Satisfaction is a marketing concept that encompasses a custome‟s 

impression, awareness and/or consciousness about a company on its offerings. Customer 

Satisfaction is typically affected by advertising, reviews, public relation, social media, personal 

experience and other channels. By way of analyzing customer Satisfaction we can clearly 

understood how much a firm treats its customers, what is the quality of their products, is it 

capable to serve the dynamic needs of customers, what will be their future in what way they 

need to making changes etc…The article report deals with the analysis of customer Satisfaction 

conducted among customers of Royal Enfield who purchased different brands of Royal Enfield. 

 
Objectives of the Study 

 To identify the factors influencing in selection of RoyaL Enfield. 

 To analyze the problem of Royal Enfield while compared to other Bikes.  

 To analyze the level of preference for new and old model of Royal Enfield. 

 
Scope of the Study 

 This study will helps to evaluate the present position of Royal Enfield among the existing 

customers. The study helps to identify the important reason why youngsters do likes Royal 

Enfield, which is the most important feature of Royal Enfield, in which way customers need 

modification on existing models, how is the level of customer acceptance in the areas of product 
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and services. And also is there any kind of dissatisfaction in mind of existing customers and the 

reason for their dissatisfaction, etc… 

 
Research Design 

 A research design is basic frame work, which provides guidelines for the rest of research 

process. It is the map or blueprint according to which, the research is to be conducted. The 

research design specifies the method of study. Research design is prepared after formulating the 

research problem and need to be most suitable to solve the problem. 

 
Sampling Method 
 Sampling technique used in the study is convenient sampling which comes under the purposive 

sampling which is also called Non- Random sampling. 

 

Data Collection 

 The collection of data is the primary step in statistical investigation. Collection of data is 

process of enumeration together with the proper recording of results. The success of an enquiry 

depends upon proper data collection. The methodology of this study involved collection of the 

primary data and the secondary data. 

 
Source of Data 

 Data are the raw materials in which the research works. The task of data collection begins 

after research problem has been defined and research design chalked out. The data collection is 

classified as Primary data and Secondary data. 

 
Primary Data 

 Primary data are collected directly by way of using questionnaires as well as public. So it will 

be reliable and accurate and can easily by respondent. In this all data will be new.  

 
Secondary Data 

 These are data already collected and recorded. Here secondary data were collected from the 

company's office records like customer register and delivery book, newspapers, official website of 

Royal Enfield, other web sites, library books and also from previous project reports in related 

areas. 

 
Statistical Tools Used  
Percentage Analysis 
 This is the simplest way to analysis different types of data in this method percentage rate of 

each data was found that and with respect to total and with the help of the percentage (%) rate 

the analyzing the data was carried out. 

 Pie Diagram 

 Doughnut 

 Bar Diagram 

 
Chi-Square Test 

 Chi square test is the important type of non parametric tests. Non parametric tests are used 

when assumptions required by the parametric counterpart tests are not met are questionable. All 

test involving ranked data are non parametric. In non parametric tests no assumptions are made 
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about the parameters of population from which we draw our samples are made. These tests are 

distribution free. 

 It explains the magnitude of difference between observed frequencies and the theoretical or 

expected frequencies under certain assumptions. With the help of chi square test we are able to 

find out whether such differences are significant or insignificant and could have arisen due to 

sampling fluctuations. 

Table and Figure Showing the Most Required Feature for Respondents  

While Purchase a Royal Enfield 

Sl.No Required feature No of Respondents Percentage 

1 Cost 2 2% 

2 Style & Power 70 70% 

3 Fuel Efficency 19 19% 

4 Resale Value 9 9% 

 Total 100 100% 

Source: Primary Data 

 
Interpretation 

 It is clear from the study that 70% of respondents provide importance to style & power, 19% 

provide importance to fuel efficiency, 9% provide importance to re sale value and only 2% of 

respondents provide importance to cost. 

 
Table and Figure Showing the Respondents' Order of Purchasing Preference 

 
Interpretation 

 The above table and figure shows respondents order of selection from different 

companies.79% of respondents provided 1st place to Royal Enfield and none opined 6th place to 

Royal Enfield. None of the respondents provides 1st place to Yamaha and TVS. Only 7% of 

respondents provided 1st place in case of Honda, Hero and Bajaj. It is noted that a majority of 65% 

of respondents provides only 6th place to TVS. 

 
Chi-Square 

 Relationship between factors influencing the buying decision and main attraction of Royal 

Enfield AIM This test is done to find out the significant relationship between the factors 

influencing the two- wheeler buying decision the main attraction of Royal Enfield. 

  

S.No Options 1 2 3 4 5 6 Total 

1 Royal Enfield 79% 0% 7% 0% 14% 0% 100% 

2 Honda 7% 50% 43% 0% 0% 0% 100% 

3 Yamaha 0% 36% 29% 7% 7% 21% 100% 

4 Hero 7% 7% 21% 43% 22% 0% 100% 

5 bajaj 7% 7% 0% 36% 36% 14% 100% 

6 TVS 0% 0% 0% 14% 21% 65% 100% 

 Total 100 % 100% 100 % 100 % 100 % 100 % 100% 
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Most required 
Feature 

Main attraction 
Cost 

Fuel  
Efficiency 

Style 
& 

Power 

Resale  
Value 

Total 

Style 1 4 55 4 64 

Fuel Efficiency 0 0 0 0 0 

Resale Value 1 1 3 2 7 

Easiness Of Use 0 14 12 3 29 

Total 2 19 70 9 100 

 
Null Hypothesis (HO) 

 There is no significant relationship between the factors influencing buying decision and the 

main attraction of Royal Enfield. 

 
Alternative Hypothesis (H1) 

 There is significant relationship between the factors influencing buying decision and the main 

attraction of Royal Enfield. 

 
Chi-Square Calculation 

0 E O-E (0-E)2 (O-E)2/E 

1 1.46 -.46 0.2116 0.1449 

0 0 0 0 0 

1 0.14 0.86 0.7396 5.2829 

0 0.58 -.58 0.3364 0.58 

4 12.16 -8.16 66.5856 5.4758 

0 0 0 0 0 

1 1.33 -.33 0.1089 0.0819 

14 5.51 8.49 72.0801 13.0817 

55 44.8 10.2 104.04 2.3223 

0 0 0 0 0 

3 4.9 -1.9 3.61 0.7367 

12 20.3 -8.3 68.89 3.3936 

4 5.76 -1.76 3.0976 0.5378 

0 0 0 0 0 

2 0.63 1.37 1.876 2.9778 

3 2.61 0.39 0.1521 0.0583 

 100.18   34.6737 

Level Of Significance is 0.05 

 Table value of Chi-square at 5% level of significance at 9 degree of freedom (Chi square value) 

= 16.919 Computed value=34.673 7 

 
Inferences 

 Since the calculated value is greater than the table value, we accept the alternative 

hypothesis (H1) that there is no significant relationship between the factors influencing buying 

decision (required feature) and the main attraction of Royal Enfield. 
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Findings  

 It is clear from the study that a majority having 76% of respondents had heard about Royal 

Enfield from their friends and relatives. 

 Advertisement is rare in case of Royal Enfield. 

 Majority of Royal Enfield customers are giving importance to style and power. Style and power 

is the main attraction of Royal Enfield. 

 Whole customers are satisfied in the resale value of Royal Enfield. It also shows that the 

second hand market for Royal Enfield is satisfactory.. 

 
Conclusion 

 It is clear from the study that the most customers of Royal Enfield are highly satisfied in 

almost all areas offered by Royal Enfield. And most majorities among the satisfied customers are 

delighted customers. The study reveals that by way of reducing the lead time, improving fuel 

efficiency, services and Advertisement and by introducing new models capable to compete with 

freshers in the market, Royal Enfield can easily make the whole customers into highly delighted 

customers. 
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Abstract 

 A study on customer‟s preference enables 
marketer to predict a customer‟s preference in the 
market; it also understanding of the role of that 
consumption has in the lives of individuals. 
Customer‟s research takes place at every phase of 
the consumption processes, before the purchase, 
during the purchase and after purchase. It attempts 
to understand the buyer decision processes or buyer 
decision making process, both individually and in 
groups. It also tries to assess influences on the 

customers from groups such as family, friends, 
reference groups, and society in general. What we 
buy, how we buy, where we buy, in how much 
quantity we buy, depends on our perceptions, self-
concepts, social and cultural backgrounds and our 
age and family cycles, our attitudes, personalitities, 
many other factors that are both internal and 
external to us. 
Keywords: Customers preference, satisfaction, 
android mobiles. 

 
Introduction 

 Android is a mobile operating system developed by Google, based on the Linux kernel and 

designed primarily for touch screen mobile devices such as smart phones and tablets. 

Android's user interface is mainly based on direct manipulation, using touch gestures that loosely 

correspond to real-world actions, such as swiping, tapping and pinching, to manipulate on-screen 

objects, along with a virtual keyboard for text inputs. Android Inc. was founded in Palo Alto, 

California in October 2003 by Andy Rubin, Rich Miner, Nick Sears, and Chris White. The Android 

Version Names are Cupcake, Donut, Eclair, Froyo, Gingerbread, Honeycomb, Ice Cream Sandwich, 

Jellybean, Kitkat, Lollipop, Marshmallow, Nougat and Oreo. 

 An Android phone is a powerful, high-tech Smartphone that runs on the Android operating 

system (OS) developed by Google and is used by a variety of mobile phone manufacturers. Android 

operating system is developed and owned by Google. However, it's not exclusive to the Google-

branded Nexus range of phones. In fact, Android powers a host of handsets from some of the 

biggest mobile manufacturers. These include HTC, Samsung, Sony, Motorola and LG, Many of 

whom have enjoyed tremendous critical and commercial success with mobile phones running the 

Android operating system. 

  
Scope of the Study 

 In this study, the performance and problems of the customer has been analyzed. To find out 

factors that influences the customers to buy the android mobiles. To identify the necessary 

changes in product features and customers feelings about the android mobile phones. This study 

will be useful for the company to make necessary changes in price, designs, apps and etc.., 

 
Objectives of the Study 

 To identify the customers awareness towards android phones. 

 To find out the factors which influence them to purchase android phones. 
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https://en.wikipedia.org/wiki/Smartphone
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https://www.uswitch.com/mobiles/motorola_deals/
https://www.uswitch.com/mobiles/lg_deals/
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Research Methodology 

 Research comprise defining and redefining, formation hypothesis or suggested solution, 

collection, organizing and evaluating data, making deduction and reaching conclusion and at last 

carefully testing the conclusion to determine either they fit the formatted hypothesis. 

Area of Study: The study was conducted in Coimbatore city. 

Period of Study: The study covers a period of 4 months 

Method of Data Collection: To accomplish the objective of the study, both primary and secondary 

data‟s were collected. 

 
Primary Data 

 Primary data is the data which is collected for the first time. It is original in nature in the 

shape of raw material. For the purpose of collection of primary data, a well-structured 

questionnaire was filled by the respondents. The questionnaire comprises of close ended as well 

as ended questions. 

 
Secondary data 

 Secondary data is the data which are already collected by someone. They are secondary 

nature and area in shape of finished products. Secondary data was collected so as to have 

accurate results. Required data was collected from various books, magazines, journals and 

internet. 

 
Sampling Method 

 The sampling used for the study is convenient sampling. This sampling is selected by the 

research for the purpose of convenience to access. 

 
Sample Size 

 For the study, sample sizes of 120 respondents were selected. 

 
Statistical Tools Used 

The following statistical tools were used in the study:  

a) Simple percentage analysis 

b) Chi-square  

 
Limitations  

 Survey was limited to Coimbatore city only, so it cannot be generalizes to all centers. 

 The sample size is limited to 120 customers only. 

 Time is one of the major limitations. At most care should be taken by the researchers to 

choose the correct from the respondents. 

 The study is based upon primary data, so any wrong information given by the respondents may 

mislead the findings 

 
Review of Literature 

 Uddin, MohammedBelal; Akhter, Bilkis (2012) - The study seeks to explore customer 

satisfaction and its influencing factors of the mobile phone operation industry in Bangladesh. Data 

were collected through a questionnaire survey from a diversified representative sample. An 

iterated factor analysis with principal component analysis (PCA) and structural equation modeling 
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(SEM) including measurement models and structural models were applied to analyze data. 

 Sakthivalrani.S , Kannan.S (2013) - the study aims to understand the customer satisfaction 

and behavioral intention towards the mobile phone network service providers. Assessing the 

satisfaction level of the service provider. Such evaluation helps the service provider to assess the 

performance of the marketing strategy. Behavioral intention is the attitude and the manner, the 

customer is willing to behave towards the service provider. 

 
Profile of the Company 

 Samsung: The group is a multinational conglomerates corporation headquartered in Samsung 

town, Seoul, South Korea. It is the world‟s largest conglomerate by revenue with annual 

revenue of US$173.4 billion in 2008 and is South Korea‟s largest selling mobile. 

 Sony: Sony mobile communication is a multinational mobile phone manufacturing company 

jointly headquartered in Tokyo, Japan and Lund, Sweden and is a wholly owned subsidiary of 

Sony Corporation. It was founded on October 1, 2001 as joint venture between, Sony and the 

Swedish telecommunication equipment company Ericson, under the name Sony Ericson. 

 HTC: HTC Corporation formerly high-Tech Computer Corporation is a Taiwanese manufacture 

of smart phones and tablets headquartered in new Taipei city, Taiwan. Founded in 1997, HTC 

began as original design manufacture, and original design manufacturers device such as 

mobile phones, touch screen phones and PDAs based on window mobile OS and brew to 

market to mobile network‟s operators who were willing to pay a contract manufacture for 

customized products. 

 Motorola: Motorola was a multinational telecommunication company based in Schaumburg, 

Ilion‟s, and (U.S) after having lost $43 billion from 2007 to 2009. the company was divided 

into two independent public companies, Motorola mobility and Motorola solution‟s on January 

4, 2011 Motorola solution is generally considered to be he direct successor to Motorola, Inc.., 

 Micromax: Micromax is an Indian consumer Electronics Company headquartered in Gurgaon, 

Haryana India. Micromax started as an IT software company on 2000 and worked on emended 

platform. It entered the mobile handset business, and become one of the largest Indian 

domestic mobile handsets company operating in low cost feature phone segments by 2010 as 

of Q3 2014, Micromax is the tenth largest smart phone vendor in the world‟s. 

Analysis and Interpretations 

Percentage Analysis  

Table showing educational qualifications of the respondents 

S.No Level of Education No. of Respondents Percentage (%) 

1. School level 21 17.5 

2. Under graduate 51 42.5 

3. Post graduate 33 27.5 

4. Professionals 11 9.16 

5. Others 4 3.33 

 Total 120 100 

 
Interpretation 

 From the above table it is clear that out of 120 sample respondents 21(17.5%) are school level 

respondents, 51(42.5) are under graduate level respondents, 33(27.5) are post graduate level 
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respondents, 11(9.16) are professionals respondents, and 4(3.33) are others respondents. Hence, 

it is concluded that the respondents whose level of education is under graduate 42.5% of the 

sample using android mobiles. 

 
Chi-Square Analysis  

Relationship between the age of the respondents and satisfaction level of Android mobiles 

Age group Highly Satisfied Moderate 
Dis- 

satisfied 

Highly  
dis-

satisfied 
Total 

Below 25 years 37 25 28 2 1 93 

26-35 years 10 5 2 0 0 17 

36-45 years 4 3 1 0 0 8 

Above 45 years 1 1 0 0 0 2 

Total 52 34 31 2 1 120 

 To find out the association between age and satisfaction level of the respondents, chi-square 

is used and result is given below. 

 Hypothesis: There is no significant between age of respondents and satisfaction level of 

Android mobiles 

 
Chi-square test 

Calculated value Degree of freedom Table value Result 

9.58 12 10.29 Accepted 

 
Interpretation 

 The calculated value of chi-square at 5% level of significant is lower than the table value. 

Hence hypothesis is accepted there is no relationship between age and satisfaction level of 

Android mobiles. 

 
Findings 

 Majority of the respondents are (42.5) of them preferring android mobiles. 

 There is no significant relationship between age of the respondents and level of satisfaction 

towards android mobiles. 

 
Suggestions 

 They should get the feedback report from the customer in order to fulfill the customers need 

and wants. 

 They should reduce the price in order to gain more customers and to beat their competitors. 

 They should increase the battery backup and improve the after sale service. 

 
Conclusion 

 This study conducted from Coimbatore city, Android mobiles is highly moving phones when 

compared to other ordinary phones and it shows the handling convenience, the brand name and 

price of android mobiles. It helps to make identification over its strength and weakness of Android 

mobiles. 
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Abstract 

 One of the largest contemporary challenges of 
management in service industries is providing and 
maintaining customer perception. Service quality 
and customer perception have increasingly been 
identified as key factors in the battle for 
competitive differentiation and customer retention. 
Lam and Zhang claim that overwhelming customer 
demand for quality products and service has in 
recent years become increasingly evident to 
professionals in the tourism and hotel industry. 
Among all customer demands, service quality has 
been increasingly recognized as a critical factor in 
the success of any business. 

 The purpose of this study is to examine hotel 
guest comment cards (GCCs) and customer 
perception management (CSM) schemes in Indian 
hotels. This study adopts the applied content 
analysis approach which Gilbert and Hornell (1998) 
used in their study, utilizing comparison and 
recording of findings based on a set of best practice 
criteria. The results of this study provide hotel 
professionals with an assessment of current methods 
of measuring and managing customer perception in 
Indian hotels.  
Keywords: customer perception, customer loyalty, 
accommodation services, hotel industry. 

 
Introduction 

 During the past few decades, customer perception and service quality have become a major 

area of attention to practitioners and academic researchers. Both concepts have strong impact on 

business performance and customer behavior. Furthermore, a number of empirical studies 

indicate a positive relationship between customer perception and customer loyalty, as well as 

between customer perception and positive word-of-mouth. Therefore, one of the key strategies 

for customer-focused firms is to measure and monitor service quality and customer perception. 

Several tools are available for measuring customer perception. In hotels, one of the most popular 

is a guest comment card (GCC). GCCs have the advantages of small size, easy distribution and 

simplicity. When analyzing data gathered in such a way, managers can get information about the 

attributes that have an impact on guests' perception.  This paper is divided into several sections. 

First, a brief review of main concepts of interest is provided. Next, the research methodology 

used for this study is presented, followed by presentation and discussion of the results. Finally, 

the article concludes with main research findings. 

 
Objectives 

 To investigate how hotel industry could keep retaining their current customer perception and 

loyalty and simultaneously gain new customers to further improve their profit margins. 

 To determine the level of customer perception and challenges faced by their customers in 

order to establish strategies to enhance customer perception. 

 To deepen the understanding of CRM practices within the hotel industry and provide solution 

on how to further help the department) improve this important practice to sustain the 

customer‟s profits would be significantly improved. 

 

  



PG Department of Management Studies 

 

 
66  Dr. SNS Rajalakshmi College of Arts and Science (Autonomous) 

Analysis 

Customer perception 

 Customer perception has been a popular topic in marketing practice and academic research 

since Cardozo's (1965) initial study of customer effort, expectations and perception. Despite many 

attempts to measure and explain customer perception, there still does not appear to be a 

consensus regarding its definition (Giese and Cote, 2000). Customer perception is typically 

defined as a post consumption evaluative judgment concerning a specific product or service 

(Gunderson, Heide and Olsson, 1996). It is the result of an evaluative process that contrasts 

repurchase expectations with perceptions of performance during and after the consumption 

experience (Oliver, 1980). The most widely accepted conceptualization of the customer 

perception concept is the expectancy disconfirmation theory (Barsky, 1992; Oh and Parks, 1997; 

McQuitty, Finn and Wiley, 2000). The theory was developed by Oliver (1980), who proposed that 

perception level is a result of the difference between expected and perceived performance. 

Perception (positive disconfirmation) occurs when product or service is better than expected. On 

the other hand, a performance worse than expected results with misperception (negative 

disconfirmation). Studies show that customer perception may have direct and indirect impact on 

business results. Anderson et al. (1994), Yeung et al. (2002), and Luo and Homburg (2007) 

concluded that customer perception positively affects business profitability.  

 The majority of studies have investigated the relationship with customer behavior patterns. 

According to these findings, customer perception increases customer loyalty, influences 

repurchase intentions and leads to positive word-of-mouth. Given the vital role of customer 

perception, it is not surprising that a variety of research has been devoted to investigating the 

determinants of perception (Churchill and Surprenant, 1982; Oliver, 1980; Barsky, 1995; Zeithaml 

and Bitner, 2003).  

 Perception can be determined by subjective (e. g. customer needs, emotions) and objective 

factors (e. g. product and service features). Applying to the hospitality industry, there have been 

numerous studies that examine attributes that travellers may find important regarding customer 

perception. Atkinson (1988) found out that cleanliness, security, value for money and courtesy of 

staff determine customer perception. Knutson (1988) revealed that room cleanliness and comfort, 

convenience of location, prompt service, safety and security, and friendliness of employees are 

important. Barsky and Labagh (1992) stated that employee attitude, location and rooms are likely 

to influence travellers' perception. A study conducted by Akan (1995) showed that the main 

determinants of hotel guest perception are the behavior of employees, cleanliness and timeliness. 

Choi and Chu (2001) concluded that staff quality, room qualities and value are the top three hotel 

factors that determine travelers‟ perception.  

 Providing services those customers prefer is a starting point for providing customer 

perception. In order to improve the validity of hotel guest perception measurement practice, 

Barsky and Huxley (1992) proposed a new sampling procedure that is a „quality sample“. It 

reduces nonresponsive bias by offering incentives for completing the questionnaires. The 

components of their questionnaire are based on disconfirmation paradigm and expectancy-value 

theory. In this manner, guests can indicate whether service was above or below their expectations 

and whether they considered a particular service important or not. 

Service Quality 

 Service quality is a complex, elusive, subjective and abstract concept. It means different 

things to different people. The most common definition of service quality is the comparison 
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customers make between their expectations and perceptions of the received service 

(Parasuraman et al., 1988; Grönroos, 1982). Quality is a multi-dimensional concept. Lehtinen and 

Lehtinen (1982) defined three dimensions of service quality, namely, physical quality, interactive 

quality and corporate quality. Similarly, Grönroos (1984) argued that service quality comprises of 

technical quality, functional quality and corporate image. 

 It should be noted that service quality and customer perception are distinct concepts, 

although they are closely related. According to some authors, perception represents an 

antecedent of service quality (Carman, 1990; Bolton and Drew, 1991). In this sense, satisfactory 

experience may affect customer attitude and his or her assessment of perceived service quality. 

Thus, perception with a specific transaction may result with positive global assessment of service 

quality. Other authors argue that service quality is antecedent of customer perception (Churchill 

and Suprenant, 1982; Anderson et al., 1994; Oliver, 1997; Oh, 1999; Zeithaml and Bitner, 2003; 

Jamali, 2007). This group of authors suggests that service quality is a cognitive evaluation, which 

may lead to perception. Hence, customer perception is the result of service quality. To sum up, 

the relationship between quality and perception is complex. Some authors have described it as 

Siamese twins (Danaher and Mattsson, 1994; Jamali, 2007). Although there still remain a lot of 

unresolved questions, it can be concluded that service quality and customer perception can be 

perceived as separate concepts that have causal ordering. 

 
Content Analysis 

 Content analysis is an observational research method that is used to systematically evaluate 

the symbolic content of all forms of recorded communications (Kolbe and Burnett, 1991). It 

provides scientific, objective, quantitative and general sable description of content. Content 

analysis can be performed on virtually any medium with verbal and/or visual content – printed 

material, radio and television programs, recorded meetings, movies, songs, etc. It has been 

extensively used in marketing and consumer behavior research (Kassarjian, 1977; Wheeler, 1988; 

Sayre, 1992; Guthrie and Abeysekera, 2006). The basic technique of content analysis entails 

counting the number of times pre-defined categories of measurement appear in a given content. 

An effective content analysis should meet several requirements Guthrie and Abeysekera, 2006). 

First, a representative, randomly drawn sample should be selected. Second, the units of 

measurement, that is, the criteria of analysis must be clearly defined. These units can be specific 

a word, phrase, theme, paragraph, symbols, pictures, tables, or simply the existence or non- 

existence of some event or claim. Third, data categorization must be systematic. It must be clear 

that an item either belongs or does not belong to a particular category.  

 Finally, statistical analysis and interpretation of data can be conducted. Reliability and 

validity of the instrument and collected data should be demonstrated as well. Krippendorff (1980) 

identified three types of reliability for content analysis, namely, stability, reproducibility and 

accuracy. Reliability can be achieved by using several coders (judges) for processing the same 

content. Discrepancies between them should be minimal. Another factor to consider is the 

reliability of the coding instrument, which reduces the need for multiple coders. On the other 

hand, validity is defined as the extent to which an instrument measures what it is intended to 

measure. In the field of content analysis, choice of categories and content units enhances or 

diminishes the likelihood of valid inference 
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Methodology 

 The purpose of this study is to examine hotel guest comment cards and customer perception 

management schemes in hotels. In order to do this, guest comment cards were gathered and 

analyzed. Furthermore, personal interviews with hotel managers were conducted to determine 

the ways GCCs were distributed and processed. Data were gathered from July to August 2007. 

This study adopts Gilbert and Horsnell‟s (1998) applied content analysis approach to examine 

GCCs of 25 hotels in India. Based on prior researches, they created a GCC checklist with 32 

categories.  

 These categories, used to analyze the content of hotel GCCs, fall under five general areas of 

analysis:  

1. Focus and management value of GCC attributes,  

2. GCC attribute measurement techniques (attribute measurement scales),  

3. GCC measure of overall customer perception and loyalty,  

4. GCC marketing measures (for identifying key market segments) and  

5. Effective layout of questions.  

 Gilbert and Horsnell‟s categories of analysis are expanded with seven additional categories. 

Mumel and Snoj (2007) used categories that refer to introduction sentences, instructions where to 

leave completed GCC , indicating the name of hotel employee, assessment of service value and 

guests‟ expectations. Furthermore, Schall (2003) proposed the following categories: not 

applicable response and the assessment of some of the main attributes of hotel services. GCCs 

were personally gathered by the authors. Of 25 hotels, 19 (76%) use GCC for measuring hotel 

guests‟ perception, while 6 of them (24%) do not use GCC. In one hotel, GCC was not available. As 

the majority of hotels in the India are part of one of the three hotel chains, seven different GCC 

were gathered. 

 
Findings 

 Frequency of Gathering Information: All hotels in a sample that measure hotel guests 

perception, gather information on a regular basis. GCCs are placed in every taken room.  

 Ways of Gathering Information: In all 19 analyzed hotels, information is gathered using GCCs. 

74% of interviewees answered that they gather information via complaints and praise as well. 

Personal contact with guests is used in small luxury hotels. Almost 38% of hotel managers revealed 

that they receive information on hotel services from guests‟ letters, comments on the hotel‟s web 

sites, or internal comments made by the hotel‟s employees.  

 Response Rate: The number of returned GCC is low. The majority of the hotels in the sample 

(42%) have a response rate from 5% to 10%. In five analyzed hotels, the number of completed 

GCCs is estimated to be up to 30%, while in only two hotels is the response rate higher than 50%. 

Sampling methods: In 95% of hotels, GCCs are distributed to all guests. Only in one hotel, guests 

are selected randomly. This is consistent with Gilbert and Horsnell's (1998) study, which noted 

that out of five analyzed hotel chains only in one are GCCs distributed randomly.  

 Process of Gcc’s Dispersal: In 79% of hotels in the sample, GCCs are distributed by the 

housekeeping department staff according to the check-in data. Completed GCCs are analyzed in 

the marketing department. 

 Methodology of Gcc’s Design: In all hotels in the sample, GCCs are designed according to the 

managers' personal experience. Two hotel managers indicated that they adopted some questions 

from the practice of other hotels. Timing the survey: In all 19 analysed hotels, GCCs are 
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distributed to hotel guests during their stay. Conducting the survey during checkout or a few days 

after leaving the hotel is not a practice. 

 Gcc’s Accessibility: In 63% of hotels, GCCs can be found in a folder on a room table 

 Incentives To Guests: In order to encourage guest response Barsky (1995) recommends 

different incentives (e. g. discount, gifts). The majority of the analyzed hotels (68%) do not 

provide any kind of incentive to the guests. In six hotels, partial incentive is provided for 

returning the questionnaire. This means that instead of rewarding all the guests who took part in 

the survey, the incentive is given only to a guest who is randomly selected. Gilbert and Horsnell 

(1998) indicated that incentives are provided in one hotel chain, in one they are being 

considered, while, in other three hotel chains in a sample, provision of incentives is not a 

practice. Su (2004) reported a similar conclusion.  

 Reasons for Not Conducting Gcc’s Surveys: As it was indicated earlier, out of 25 hotels in the 

sample, in 24% of them GCCs are not used for measuring guests‟ perception. Reasons for this are 

the following: guests ignore the questionnaire, hotels do not want to disturb guests with the 

cards, hotels are considering the GCC practice, or are just not interested in it. 

 
Conclusion 

 This study can be of great use to hotel managers in providing a direction on how to conduct 

and modify the existing practice of measuring customer perception in hotels. The primary 

objective of GCCs is to understand guests' needs, gather their opinions and comments, most 

importantly, to assess guests' perception with services provided. Although in 76% of analysed 

hotels, GCCs are recognized as an important tool for measuring guest perception, results indicate 

that in most hotels measurement practice should be improved. Findings indicate that in most 

hotels GCCs can be found in a folder on a room table and are not distributed randomly. Guests 

can complete GCCs during their stay at the hotel. Response rates are low and no incentives are 

provided for completing questionnaires. 

 GCCs are designed according to managers' personal experience, and managers usually receive 

analysis reports once a month. Furthermore, the diversity of GCC design is evident, and no single 

GCC within the survey sample meets all the best practice criteria. The majority of GCCs do not 

have effective question order, only a few of them provide measure of overall perception, and only 

one includes the question about meeting guests' expectations. In conclusion, this study combines 

an analysis of customer perception management schemes and GCCs content analysis in the hotels 

of the India. Most of the findings are consistent with similar studies conducted by Gilbert and 

Horsnell (1998), Su (2004) and Mumel and Snoj (2007). It can be concluded that the efficiency of 

customer perception measurement with GCCs depends on the measurement methodology. It is 

clear that guests should be additionally motivated and that GCCs should be designed with a 

greater impact of a scientific approach. Only reliable and valid data can provide valuable 

information for management decisions regarding a hotel‟s offering. 
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Abstract 

 The Digital India programmer initiative by 
Prime Minister Mr. Narendra Modi. The Digital India 
drive is a dream project of the Indian Government 
to remodel India into a knowledgeable economy and 
digitally empowered society, with good governance 
for citizens by bringing together and co-ordination 
in public liability digitally connecting and delivering 
the government programs and services to mobilize 
the capability of information technology across 
government departments. The initiative will enable 
people to get engaged in the innovation process 

which is needed by the economy to move forward. 
But to implement this is a great challenge. Hence, 
an attempt has been made in this paper to 
understand Digital India impacts and challenges – as 
a campaign where technologies and connectivity will 
come together to make an impact on all aspects of 
governance and improve the quality of life of 
citizens. 
Keywords: Digital India, Digital Technology, 
Challenges, initiative. 

 
Introduction 

 Digital India Program is a national operation to transform India into a globally connected hub. 

Its aim is to ensuring the government services are made available to citizens electronically by 

reducing paper work. The 'Digital India' programmes an initiative of honorable Prime Minister Mr. 

Narendra Modi, will emerge new progressions in every sector and generates innovative endeavours 

for geNext. This initiative also includes plan to connect rural areas with high speed internet 

networks. Today, every nation wants to be fully digitalized that will empower society in a better 

manner. Government of India took one of the biggest steps to motivate the citizen of the country 

and connect Indian economy to knowledge savvy world. 

 
Literature Review 

 Gupta and Arora (2015) the impact of digital India project on India‟s rural sector. The study 

found that many schemes have been launched in digital India to boost agriculture sector and free 

enterprise development in rural areas. Midha (2016) concluded that digital India is a great plan 

to develop India for knowledge future but its improper implementation due to diffidence and 

inflexibility to requisite can lead to its failure. Though digital India programme is facing number 

of challenges if it properly implemented it can make the best future of every citizen. So we 

Indians should work together to form the knowledge economy. Prof. Singh the conceptual 

structure of the program and examined the impact of “Digital India” initiative on the 

technological sector of India. He concluded that this initiative has to be supplemented with 

amendments in labor laws of India to make it a successful campaign. 

 
Research Methodology 

 The paper is based on the secondary data and the information is collected from the internet, 

journals, research papers etc. For this research purpose, secondary data analysis is usually 

conducted to understanding of the “Digital India” initiative. 
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Objectives 

 To know how the technologies will come together to make an impact on all aspects of 

governance and improve the quality of life of citizens. 

 To find out the challenges faced in implementation of this programme. 

 
Digital India 

 „Digital India‟ is a central programme to make India ready for a knowledge-based future. 

The Digital India aims to connect all the rural areas of the country with prompt internet 

connections. There are three core cogs that build up the Digital Marketing. They are: 1.) the 

creation of digital infrastructure. 2) Delivery of services digitally. 3) Digital literacy. According to 

the Indian Government, the Digital India Programme would help them create jobs for about 18 

lakhs people and will bring an investment of just about Rs. 4.5 lack crore. Through this two-way 

platform program, the government will monitor the benefits for both the service providers and 

the customers.  

 
Impact of Digital India 

A. Economic impact 

 The economic impact play a type role in macro-economic factors such as GDP growth, 

employment generation, labor productivity, growth in number of businesses and revenue leakages 

for the Government. India is the 2nd largest telecom market within the world with 915 million 

wireless subscribers and world‟s 3rd largest Internet market with almost 259 million broadband 

users. There is still a huge economic opportunity in India as the tele-density in rural India is only 

45% where more than 65% of the population lives. Future growth of telecommunication industry in 

terms of number of subscribers is expected to come from rural areas as urban areas are saturated 

with a tele-density of more than 160%. 

B. Social impact 

 Social sectors such as education, healthcare, and banking are unable to reach out to the 

citizens due to obstructions and confines such as middleman, illiteracy, ignorance, poverty, lack 

of funds, information and investments. These challenges have led to an imbalanced growth in the 

rural and urban areas with marked differences in the economic and social status of the people in 

these areas. The poor literacy rate in India is due to unavailability of infrastructure in rural and 

remote areas. The digital India project will be helpful in giving the real-time education and partly 

address the challenge of lack of teachers in education system through smart and virtual 

classrooms. As well as the farmers, fisher men can be educating through mobile devices.  

C. Environmental impact 

 The major changes in the technology space will not only brought changes to the economic 

system but will also give to the environmental changes. The next generation technologies will 

help in lowering the carbon footprint by reducing fuel utilization waste management, greener 

workplaces and thus leading to a greener ecosystem. The ICT sector helps in efficient 

management and usage of limited and non-renewable resources. 

 
The Technologies and Connectivity Will Come Together to Make an Impact And Improve The 

Quality Of Life Of Citizens 

 Digital India aims that the ease of use of high-speed internet will deliver better services to 

the citizens. To provide high speed Internet connectivity as a core utility for delivery of services 
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to citizens and to provide digital identity that is unique, lifelong, online and authenticable to 

every citizen. The digital identification of every citizen will be unique and will be authentic as 

long as they live; now it is easier to access the Digital India scheme, where one can split the 

private information. The cloud is safe and protected from any cyber-crime. 

 
Challenges 

 Digital India is the first digital infrastructure, which requires to be put in place. For this the 

telecom infrastructure will form the base. On top of this layer we need the IT infrastructure in 

the form of apps, software etc. Digital India has many parts and each has to be address to make 

the big vision a reality. Another reference as to digital connectivity is to reduce the official 

clearances and stability in ruling which can act as a major impetus to the technological sector as 

it will attract high financier confidence with the judicial rulings being fair and pro-business. 

 In order to accommodate, such a vast amount of data, India will require massive data centers 

with mirroring. Data mirroring means backing up the data at each sites. 

 The biggest challenge of Digital India is the cyber security. In order to protect the data, the 

government needs to place robust security device into the picture. 

 
Conclusions 

 The Digital India is one of the easy method, it s in the form of card. It is just the beginning of 

a digital revolution, once implemented properly it will release various new opportunities for the 

citizens. If successful, it transforms citizen access to multimedia information, content and 

services. However the goal is still far away since most of the nine pillars of digital India mission 

are facing serious challenges in implementation. India should focus more on developing 

domestically led connectivity, promoting research and innovation-led development to establish 

itself strongly on the international stage as an economic superpower and particularly a thriving 

technological hub. 
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Abstract 

 This research analyses the satisfaction of the 
customer towards two wheelers. The study was 
restricted only to COIMBATORE. A total of 100 
consumers of ONLINE surveyed with structured 
questionnaires. Statistical analysis is done such as 
percentage analysis. India is one of the largest 
manufacturers and producers of two-wheelers in the 
world. The preference of the consumers clearly 
signifies that their importance of family and friends 

influencing their purchase, the additional facilities 
expected, and many. In the beginning of the 
century, the automobile entered in the 
transportation market as a teddy bear for the rich. 
However, it became gradually more popular among 
the general population because it gave travelers the 
freedom to travel when they wanted to and where 
they wanted. Readability of copy is of paramount 
importance 

 
Introduction  

 India is one of the largest manufacturers and producers of two-wheelers in the world. India 

stands next to Japan and China in terms of the number of two-wheelers produced and domestic 

sales respectively. This difference was achieved due to many reasons like restrictive policy 

followed by the Government of India towards the passenger car industry, growing demand for 

personal transport, ineffectiveness in the public transportation system etc. The Indian two-

wheeler industry made a minute establishment in the early 50s when Automobile Products of India 

(API) started manufacturing scooters in the country. In the last few years, the Indian two 

wheelers industry has been spectacular growth the country stands next to china and Japan in 

terms of production and sales respectively. Majority of Indians especially the youngster prefer 

motorbikes rather than cars. Capturing a large share in the two wheelers industry, bikes and 

scooters cover major segment. Bikes are large variety of two wheelers that are available in the 

market, known for the most recent technology and improved mileage Indian bikes, mopeds stand 

for style and class for everyone in India. 

 
Statement of the Problem 

 There are many types of two wheelers and they are playing an essential role in fulfilling the 

needs of customer now a days and the customer are more dynamic. Their needs and preference 

can be changing as per current scenario. The development of the two wheelers mainly depends on 

the customer satisfaction. All the customers have different tastes, likes and dislikes and adopt 

different behaviour patterns, while making purchase decisions. So satisfying the customers 

occupies a most important position in business management. 

 
Objectives of the Study  

 This study was carried out to find the customer satisfaction level towards Yamaha two 

wheeler vehicles and to raise the maximum level. The customer satisfaction level depends up on 

the various factors, like millage, price, etc. Foe instant research factors such as looks, style, 
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brand image, technology, time delivery of the documents and proper information about the 

product was concerned. 

 
Research Methodology 

Source of Data 

Primary Data: Data has collected by the online survey by sending the questionnaires through 

mails.  

Secondary Data: Data is collected through some journals, company website. 

Research Methodology 

 The data has been collected on the basis of the different sources in order to achieve the 

object of the project.  

 
Research Problem  

1. To view the satisfaction level of the customers of two wheeler vehicles in Yamaha.  

2. With regarding to parameters like occupation, age, gender, monthly income, source of 

information, free service etc.  

 
Research Process 

 A questionnaire is developed and sent to various samples and collected the data and analyzed 

the data based on various parameters which we previously stated. 

 
Research Design 

1. Questionnaire is being prepared and corrected the mistakes in it.  

2. Sent it to sample customers  

3. Got 100 responses  

4. Analyzed the data and kept it in a format  

5. Interpreted the data and drawn the outputs  

6. The final data is stated in the form of graphs  

 
Data Analysis and Interpretation  

Table 1: Occupation of Yamaha bike users 

 
The above result shows that students are more interested towards Yamaha bikes 

Table 2: Customer based on income level 

Monthly income No of person 

……. 50 

Below 18000 21 

18000-22000 11 

22000-27000 8 

Above 27000 10 
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 From the previous statistics we found that mostly students and people aging from 23-26 are 

using Yamaha bikes more who mostly will not have jobs because they are still studying.  

Table 3: on what source they came to know about Yamaha 

Source Numbers 

Friends 37 

Family 21 

Media 8 

Others 34 

 Friends are the major source in buying decision making      

Table 4: Awareness about free services 

Awareness about free service Numbers 

No of aware people 88 

No of people who are unaware 12 

 Mostly people know about this but 12% is also not a small population should focus on this. 

   Table 5: Service rating 

Servicing rating Numbers 

Worst 8 

Bad 19 

Average 18 

Very good 53 

Excellent 2 

 Rating towards service was good 

Table 6: Availability of spare parts 

Spare parts availability Numbers 

Yes 84 

No 16 

 A spare parts will available 

 
Findings of Research  

1. From this survey it is found that the satisfaction level of customers in various categories like 

different age group, gender, income levels, and factors influencing them to buy Yamaha and 

satisfaction level on various factors.  

2. Coming to the satisfaction based on mileage the result was bad towards Yamaha.  

3. The performance was good and as well as servicing is also good.  

4. Service is not good as almost half gave other than good responses.  

5. Friends are the major influencers in buying decision making process.  

 
Limitations and Suggestions  

1. We have done this research through online mode, and the result may vary a little bit.  

2. Launch of new and different brands may turn the market oligopolistic but we definitely 

increase the market share.  

3. Looks and style must not be over stressed as compared to quality and mileage  

4. 360 degrees marketing approach with aggressive promotional campaigning‟s should be 

followed.  

5. Focus more on mileage bikes as the style and performance are playing the major role.  
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Conclusion 

 We conclude that from the survey we have done the Yamaha bikes are well known for their 

designs and performance and the satisfaction is high towards all other factors except mileage. 

Youth is the target for Yamaha, if Yamaha satisfied its customers with the mileage and free 

service. 
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Abstract 

 The study is based on the satisfaction of Sprite 
Company with its customers. A sample survey of 52 
respondents was undertaken to find out the 
satisfaction of sprite in Coimbatore city. The main 
objective of the study is to identify the customer 
satisfaction towards Sprite drink. The major 
findings of the study are majority (66%) say that 
coco cola comes to their mind when they think of 

soft drinks, 46% of the respondents say that they 
prefer 200-250 quantity to buy and majority of the 
respondents say that Sprite product range is good 
(60%). Finally 38% of the respondents said that they 
prefer Sprite during parties. 
Keywords: Beverage industry, Sprite, Customer 
Loyalty, Customer satisfaction. 

 
Introduction 

 A Sprite drink is a beverage often carbonated soft drink are more commonly known as soda, 

pop, tonic etc., in part of the united states and Canada or fizzy drinks in the UK sometimes called 

minerals in Ireland. It is a non-alcoholic beverage. It is artificially flavors and contain no fruits or 

pulpy. India with population of more than 100 cores is potential one of large consumer market in 

the word after china. The consumer market can be defined as the market for products and service 

that are purchased by Individual as households goods for their personal consumption. 

 
Company Profile 

 COCO-COLA‟s SPRITE drink, the product has given the world its best-known taste was born in 

Atlanta, Georgia, on May 8, 1886. Coca-Cola Company is the world‟s leading manufacturer, 

marketer and distributor of non-alcoholic beverage concentrates and syrups, used to produce 

nearly 400 beverage brands. It sells beverage concentrates and syrups to bottling and canning 

operators, distributors, fountain retailers and fountain wholesalers. The Company‟s beverage 

products comprises of bottled and canned soft drinks as well as concentrates, syrups and not-

ready-to-drink powder products. In addition to this, it also produces and markets sports drinks, 

tea and coffee. The Coca-Cola Company began building its global network in the 1920s. Now 

operating in more than 200 countries and producing nearly 400 brands, the Sprite system has 

successfully applied a simple formula on a global scale: “Provide a moment of refreshment for a 

small amount of money- billion times a day.” 

 
Review of Literature 

 According to Tony Proctor (2000) "A strategy is a plan that integrates an organization's major 

goals, policies, decisions and sequences of action into a cohesive whole. It can apply at all levels 

in an organization and pertain to any of the functional areas of management." An organization can 

have various kinds of production, financial, marketing or human resources strategies to aid it in 

achieving its objectives. A strategy is measured by its effectiveness rather than its efficiency in 
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processing the environment and designing plans to fit between the organization, its resources and 

objectives within the environment it operate. 

 
Objective of the Study 

 To find out the consumer preferences of Sprite products. To study consumer opinion on price 

and package of Sprite products. 

 To assess the association between demographic variables and factors of customer satisfaction. 

 To identify the customer satisfaction towards the services rendered by Sprite company. 

 
Limitations of the Study 

The main purpose of this study is get idea about the preference of the customers towards various 

Sprite products. But there are certain factors which affects this study they are as follow: 

 Since the sampling procedure was judgmental, the sample selected may not be true 

representative of the population. 

 Economic and market conditions are very unpredictable (Present and future). 

 This study duration is limited to 4 weeks so it limits the area of study. The study was confined 

to Coimbatore city, due to which the result cannot be applied universally. 

 
Research Methodology 

 The study is conducted to find out the consumer satisfaction on Sprite products in Coimbatore 

city. Sampling means a few unit of population consider for analysis this in the smallest 

representation of a large whole are it is the process by which the sample park is selected to 

represents the whole. 

 
Data Analysis and Interpretation 

1. Frequency Analysis 

 Percentage analysis is one of the descriptive statistical measures used to describe the 

characteristics of the sample or population in totality. Percentage analysis involves computing 

measures of variables selected of the study and its finding will give easy interpretation for the 

reader. 

Table 1 Frequency Analysis on Age, Gender 

S.No Particulars Frequency Percentage 

1 Gender   

 Male 35 70 

 Female 15 30 

2 Age   

 18-25years 41 82 

 25-35years 9 18 

3 Sprite 33 66.0 

 Pepsi 8 16.0 

 Others products of Sprite 4 8.0 

 Other products of Pepsi 1 2.0 

 Other drinks 4 8.0 

4 What quality do you mostly prefer to buy 

 200-250 23 46.0 
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 300 ml glass bottle 2 4.0 

 500 ml pet bottle 22 44.0 

 1 litre 1 2.0 

 2 litre 2 4.0 

5 What do you feel about Sprite product range 

 Excellent 9 18.0 

 Good 30 60.0 

 Moderate 9 18.0 

 Very poor 2 4.0 

6 What occasions do you prefer to buy Sprite product 

 Festivals 2 4.0 

 Picnics 15 30.0 

 Parties 20 40.0 

 Cinemas 4 8.0 

 Just like that 9 18.0 

7 What is your most preferred channel for purchasing Sprite products 

 Super markets 19 38.0 

 Retails 10 20.0 

 Vendor machines 15 30.0 

 Pubs &Restaurants 1 2.0 

 Multiplexes 5 10.0 

8 How much do you spend on Spriteproducts per week (in Rs) 

 50-100 11 22.0 

 100-50 13 26.0 

 150-200 23 46.0 

 Above 200 3 6.0 

  Source: Primary Data 

Inference 

 From the table 1, it is inferred that majority (70%) of the respondents are male. Most of the 

respondents (82%) of the respondents are between the age group of 18-25. Majority (66%) say that 

coco cola comes to their mind when they think of soft drinks. 46% of the respondents say that 

they prefer 200-250 quantity to buy. Majority of the respondents say that Sprite product range is 

good (60%). Finally 38% of the respondents said that they prefer Sprite during parties. 

 
Independent Sample T-Test: Hypothesis 2 

Null Hypothesis 

 There is no significant difference between male and female respondents with respect to the 

factors of customer satisfaction towards Coca–Cola drink. 

Table 2 t-test for significant difference between male and female respondents with respect to 
the factors of customer satisfaction towards Sprite Company 

S. 
No 

Particulars Gender Mean Std. Deviation t value p value 

1. 
Overall satisfaction towards 
Sprite 

Male 4.46 0.886 0.879 0.384 

Female 4.20 1.082   

Source: Primary Data 
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Inference 

 From the table 2, it is inferred that p value of what is the overall satisfaction towards Spriteis 

0.384 in which null hypothesis is accepted and alternative hypothesis is rejected with respect to 

overall satisfaction towards Sprite. Hence it is concluded that there is no significant difference 

between male and female respondents with respect to the factors of customer satisfaction 

towards Coca–Cola drink. 

 
Chi-Square Test: Hypothesis 3 

 Null Hypothesis: There is no association between gender and overall customer satisfaction 

towards Coca–Cola drink. 

Table 3 Chi square for association between gender and  
Overall customer satisfaction towards sprite drink 

S.No Gender 

Overall satisfaction towards Sprite 

Total 

Chi- P 

Dissatisfied Neutral Satisfied Highly Satisfied 
Square 
Value 

value 

1 Male 1 6 4 24 35   

2 Female 2 1 4 8 15 4.649 0.199 

 Total 3 7 8 32 50   

Source: Primary Data 

 
Inference 

 Since p value is more than 0.05, the null hypothesis is accepted, and alternative hypothesis is 

accepted at 5% level of significance. Hence it is concluded that there is no significant association 

between gender and overall satisfaction towards Sprite. 

 
Hypothesis 4 

 Null Hypothesis: There is no association between Age group of the respondents and overall 

customer satisfaction towards sprite drink. 

 
Table 4 Chi square for significant difference between Age group of the respondents and 

Overall satisfaction towards Sprite drink 

S.No Gender 

Overall satisfaction towards Sprite 

Total 
Chi- 

square 
value 

P 
value Dissatisfied Neutral Satisfied 

Highly 
Satisfied 

1 18-25years 2 3 8 28 41   

2 25-35years 1 4 0 4 9 10.156 0.017 

 Total 3 7 8 32 50   

Source: Primary Data 

 
Inference 

 Since p value is less than 0.05, the null hypothesis is rejected, and alternative hypothesis is 

accepted at 5% level of significance. Hence it is concluded that there is a significant association 

between age group and overall satisfaction towards Sprite. Respondents in the age group of 18 – 

25 years are more satisfied towards Sprite drink than 25- 30 years age group category. 

 
Findings 

 Majority of the reason for preferring a selected brand is refreshment 

 Majority of respondent don‟t like to change product frequently. 
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 Most of the respondents view soft drink as an aid to put off thirst 

 Majority of the consumer do not buy more soft drinks at the time of reducing the price 

 Media advertisement is the most influencing medium while purchase of soft drinks 

 Age between 18 to 25 prefer to buy more 

 Majority of the consumers opinion of the brand is good 

 Majority of the consumers are satisfied with flavor and taste 

 Most of the consumers affected by quality and taste for buying decision 

 
Conclusion 

 The research outcome also indicates that, most of the customers were satisfied towards 

Sprite Company with respect to the chosen factors. This study also indicates that the customers‟ 

loyalty towards the Sprite is also good. 
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Abstract  

 The economic development of a country is 
based on its industry revolution with more 
production and promotion which are mostly possible 
through the revolution of agriculture, industries 
etc. in many sectors. The developments are easily 
possible when foreign direct investments (FDI) 
comes to India and enters in 1991. It is an important 
source of economic development in India, because it 
helps to bring close the different economies of the 
country by investing capital through FDI In various 
resources like manufacturing, infrastructure, 
transport, technology, services, productivity and 
hospitality etc. this paper seeks to present “THE 
ROLE OF FOREIGN DIRECT INVESTMENT (FDI) on 
manufacturing industry in india: An Emerging 
opportunity of GDP Growth and it‟s challenges” 
particularly studies about the role and importance 

of FDI in manufacturing sector in industry. Here the 
researcher has taken hypothesis, maximization of 
FDI in manufacturing sector in industry it develops 
the economic conditions of the factory as well as 
the country with maximizing GDP. Where this paper 
taken two variables of study for extracts how it 
impact on manufacturing sector of the country and 
how it affects the economic growth of GDP. It 
analyzes about the growth of the economy and 
manufacturing sector of Indian companies due to 
liberalization of economic policy of the country as 
well as the policy framed by honourable prim 
minister Mr. Narendra damodar das modi‟s dream 
project of “make in India” and Smart cities“ etc. 
KEY WORDS: Foreign direct investment; gross 
domestic product ; manufacturing sector; make in 
india; smart cities; Infrastructure development. 

 
Introduction   

 India is an attractive hub for foreign investments in the manufacturing sector .several mobile 

phone, luxury and automobile brands, among others have setup or looking to establish their 

manufacturing bases in the country .with impetus on developing industrial corridors and smart 

cities, the government plans enormous development of the nation. The corridors assists in 

integrating, monitoring and developing a friendly environment for the industrial development and 

will promote advance practices in manufacturing.  India is ranked fourth in the world in terms of 

manufacturing capability, according to the “2013 global manufacturing competitiveness Index 

(GMCI)” by Deloitte Touche Tohmatsu and the US council on competitiveness. Though there are 

many studies on FDI still it needs more attention on how to attract more FDI for that it requires 

more studies on FDI on manufacturing sector. Over the last two decades India open its market and 

slowly it becomes second in the world in terms of financial attractiveness. The prime minister Mr. 

Narendra Modi has launched the „Make in India‟ campaign to place india on the world map as a 

manufacturing hub and recognize Indian economy worldwide as a preferred destination for foreign 

direct Investment. FDI brings a huge capital, technological knowledge, employment opportunities 

to the host country. FDI boosts manufacturing industry by aiding setting up of various 

manufacturing units in different parts of india. 

 
Literature Review  

 In the literature review section, the researchers tries to examine the trends of FDI inflows in 

to Indian manufacturing sectors, though enters to the Indian market. There are hardly few studies 

which look into manufacturing sector. so, the researcher make an attempt to examine the flow of 
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FDI into manufacturing sector. In their research work, the researchers go for the empirical study 

to collect the data in order to complete the proposed article, as they‟ve studied and focused 

about the previous research experimental findings like mohan in his Research paper “FDI and 

Indian Economic Growth factors - An empirical analysis - 2014” reveals in his study that trade, 

GDP, Reserves, Exchange rate are the main determinant of FDI inflows to the country. Finally, his 

study observed that FDI is a significant factor influencing the economic growth in india. It also 

contributes to the GDP and foreign exchange reserves of the country.  Paris [2] in his paper 

“Foreign Direct Investment: Impact on Indian Economy” has shown current challenges and 

improvement areas. As well as he concludes FDI has had a positive impact on Indian economy. 

Prided in his thesis “FDI and industrial development in india” found out that a positive high –co-

efficient of correlation is found between FDI approvals and actual inflows: 

 
Objectives 

 To study the trend and pattern of FDI into manufacturing sector. 

 To internal factors which influence the FDI inflows into manufacturing sector. 

 To identify the factors which influence the flow of FDI in India.  

 
Research Methodology  

 The researcher has proposed to examine FDI inflows for a period from 2000 to 2015 in to 

India. In order to accomplish the said objective were shown in table 2. The FDI inflows during 

financial year 2013- 14 ( from April2013 to march2014) were in table 3.  

 The construction equipment sector in India was estimated to have generated USD 6.4 billion in 

revenues in FY13, and is expected to reach USD 9.9 billion in FY15 and USD 22.2 billion in  

FY 20.  

 India is preferred destination by global companies for outsourcing work related to the 

engineering sector as india has a large base of skilled and lower cost labor long with better 

designing capabilities. 

 The Indian chemical industry is the 3rd largest producer in Asia in terms of volume of 

production and twelfth in the world . 

 The chemical industry is expected to grow at a annual rate of 15 percent to reach USD 290 

billion by 2017 

Analysis  

Total FDI Inflows ( from April 2000 to November 2014 )  

Total FDI inflows into india( equity inflows + re- invested earnings 

+ other capital ) ( as per RBI‟S monthly bulletin dated : 

09.1.2015) 

Rs Crore Us$44877million 

FDI equity inflows 
Rs 189107 

crore 

US $ 

30931million 

Table 2: FDI inflows during financial year 2014 -15 

1 

Total FDI inflows into india ( Equity inflows + re-invested 

earnings +other capital) 

(as per RBI‟s monthly bulletin dated 9.01.2015 

 
US $ 36,396 

million 

2 FDI Equity inflows 
Rs 147518 

crore 

US$ 24,299 

million 
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Table 3: FDI inflows during financial year 2013- 14 

1 

Total FDI inflows into india ( Equity 

inflows + re- invested earnings +other 

capital) (as per RBI‟s monthly bulletin 

dated 09.01,2015 

Rs 200396.6 crore 
US $ 36,860 

million 

2 FDI Equity inflows Rs 121907 crore 
US $ 22,423 

million 

  
Conclusion 

 Foreign country either by acquiring a foreign business that it control or starting a business in 

the foreign country. Even though global economies are suffering with financial crisis and other 

economic hurdles, India still stands as a global investment decisions .keeping in view of current 

requirements and benefits of the nation the government of India comes up with new policies from 

time to time. Government should design of enhancing domestic production, savings and exports 

through equitable distribution among states by providing much freedom to study the share Of FDI 

in different growth economic factors.  
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Abstract 

 Efficient supply chain management is crucial for 
survival and success in a confused world. Current 
financial crisis increases its importance even 
further. The paper reviews latest conclusion in the 
most relevant areas, namely the importance of a 
proper supply chain strategy that is a pre-condition 
for business process renovation and mitigation of 
supply chain connected risks. Performance 

measurement is also a pre-condition for appropriate 
management. Supply chain frameworks and 
principles that provide guidelines in facing those 
challenges are reviewed. Finally, the benefits of 
supply chain in order are shown. 
Keywords: Supply chain management, business 
renovation, IT, supply chain risks. 

 
Introduction 

 It has often been claimed that in the modern world the contest is no longer between single 

companies but between supply chains. Anecdotic evidence also supports this claim. However, 

most of the papers are focused on mathematical methods for supply chain optimization instead of 

an impression of business-related challenge connected to supply chains. The challenge for firms 

today is explicitly not just to take up a supply chain management (SCM) initiative but to 

implement it successfully. An informatics viewpoint is vital since information flow is an integral 

part of SCM and substance flow is closely dependent on information flow. But SCM initiative can 

be a failure unless one is attentive of the issues that may arise during its planning or 

implementation. However, SCM is, at best, still developing in terms of both theory and practice, 

therefore both further research and classification of before research efforts is needed. This paper 

largely gives to the second purpose; namely it presents frequent important issues in SCM 

 
Current issues in SCM 
Strategic insights 

 Earlier purchasing was committed to routine in many companies. For the last two decades 

though, no company can allow purchase to lag behind other department in adjust to worldwide 

changes. The gratitude of the SCM as a key and vital area, together in the private and public 

sectors has focused concentration on its effectiveness. In a number of organizations, gainful 

supply chains a matter of continued existence as purchased goods and services report for up to 80 

per cent of sales revenue, while in the public sector there is an ever-increasing demand for 

savings in the procurement process. However, there is no single best way of organize/primary the 

supply chain that is effective in all situation and there is no widespread set of choices that is best 

possible for all SCs. 

 
Business renovation in SCM 

 After successful strategy preparation, company has to identify areas of possible improvement 

in quality of creation or service, lead times or operational costs. This step takes an integral view 
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of all organizations involved into the supply chain in order to renovate their operations towards 

supply chain excellence. Business Renovation (BR) or business process renovation and information 

efforts integrate the radically strategic method of trade Process Re-engineering (BPR) and more 

progressive methods of nonstop Process Improvement (CPI) with appropriate IT infrastructure 

strategies. BPR is a during re-engineering strategy that seriously examines current business 

policies, practices and events, rethinks them and then redesigns the mission-critical products, 

processes and services. BPR seeks improvement by elevating efficiency and effectiveness of the 

business process that exist within and across organization. On the opposite, CPI refers to minor 

and specific changes that one make in an existing business process. CPI relies on building a 

essential understanding of customers‟ requirements, process capability, and the root cause of any 

gaps between them by rising culture of continuous improvement in the areas of reliability, 

process cycle times, costs in terms of less total reserve consumption, quality, and productivity. 

Six Sigma and Total Quality Management (TQM) are examples of approach to CPI. BR argues for a 

objective approach between radical changes and continuous improvements. According to 

Jacobson, we view business reformation as an umbrella concept for strategic IS planning, and 

both BPR and CPI since thorough and successful renovation should combine both, radical shifts 

(BPR) with those that permanently enlarge business efficiency and effectiveness (CPI). 

 
Supply chain risks 

 The risk of disruption caused by both factors within SC and outside ecological forces is a topic 

of increased importance. Supply chain risk organization is therefore a field of escalating 

importance and is aimed at developing approach to the identification, assessment, analysis and 

treatment of areas of weakness and risk in SCs Various trends that enhance experience to risks, 

such as the increased use of outsourcing, globalization, reduction of the supplier base; reduced 

buffers, increased order for on-time deliveries or shorter product life cycles are increasing the 

significance of SCRM. The recently developed model sheds more light on the prediction of 

suppliers‟ related risks. It is based on the premise that singular suppliers (and their second and 

third tier suppliers) operate in different markets and environment; therefore their turbulence and 

the forces influence a supplier also differ. While a certain supplier preparation (e.g. ordering 

large batches to decrease procurement costs or single-source suppliers with long contractual 

commitments) may be satisfactory in a non-turbulent environment, it may be detrimental in a 

more turbulent one (e.g. in the presence of quick technological advances such as micro processors 

or large commodity price swings). Considering all of this, the same supplier attributes, strategy 

and structure may pose noticeably different risks of disruption. Therefore, a complete approach 

to SCRM has to include supplier-associated turbulence as well as various sources of uncertainty 

due to supplier attributes such as strategy, structure and performances. 

 In order to differentiate between the different kinds of risks, the sources of uncertainty were 

separated into two different constructs - endogenous ambiguity: the source of uncertainty/risk is 

inside the SC and can lead to changing connection between focal firm and suppliers, the most 

famous kinds are market and technology confusion. Market turbulence is likely to arise from the 

heterogeneity and rapid changes in the masterpiece of customers in the market and their 

preference. It means continuous changes in customers‟ preferences/demands, in price/cost 

structure, and in the composition of competitor. Technological disorder refers to the degree to 

which technology changes over time within an industry and the effects of those changes on the 

industry Technological turbulence arises from changes in the fundamental technology of products 

http://en.wikipedia.org/wiki/Business_efficiency
http://en.wikipedia.org/wiki/Business_process
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or services and their rates of obsolescence. Technical dynamics includes how fast the related 

technology is changing, as well as breakthrough in the built-up process, and mass production 

techniques exogenous indecision: the source of uncertainty/risk is from outside the SC. These 

risks are further divided into the two most notable kinds; namely discrete events (e.g. terrorist 

attacks, contagious diseases, workers‟ strikes) and incessant risks (e.g. inflation rate, consumer 

price index changes). 

 
Source 

 The current approaches only offer a limited estimation of the risk of dealer non-performance. 

The proposed approach enables the opinion of the risks and helps the company to make a more 

informed decision as to how much risk it is willing to take and which risks will it moderate (either 

with dual/multiple sourcing or with the change of supplier). Dual sourcing is namely an important 

topic – while it may increase the costs due to activities connected with supplier search and 

requirement it can considerably decrease the costs of supplier non-performance even insolvency. 

 

Supply chain frameworks and standards 
 In order to make more efficient businesses and bridge the supply chain risks, different 

frameworks and values (SCOR, GS1, MMOG/LE, ISO 9001, ISO 14001, BS OHSAS 18001, BS 25999, 

ISO/IEC 27001, etc) have been developed. The organization are facing the brave which one to 

implement and to what extent. The adoption of frameworks and principles causes regularity of 

business operations that is in disagreement with agile supply chain strategies and lean business 

models. From the business model point of view the most relevant is the Supply -Chain Operations 

Reference (SCOR) model that was developed by the Supply-Chain Council (SCC) to assist 

organization in increasing the success of their supply chains, and to provide a process-based 

approach to SCM. The SCOR model provides a common process leaning language for communicate 

among supply-chain partners in the following judgment areas: PLAN, SOURCE, MAKE, DELIVER and 

ARRIVAL. Research the link between frameworks or standards and supply chain performance is 

scarce. Lockamy & McCormack have studied the link between SCOR planning practices and supply 

chain performances and shown that the supply chain planning practice related to process 

integration, cooperation, teaming, process measurement, process certification and process 

ownership have been shown to be important to supply chain performance, but lack broad 

execution by supply chain partners. This suggests that incorporated supply chain management 

may be more difficult to operationalize in practice than the popular supply chain press or 

consultant would have one to believe. 

 This study also suggest is that some of the best practices proposed as mechanism for 

humanizing overall supply chain management presentation may not have the degree of impact 

often presented in the journalism. Some best practices help to improve supply chain performance 

only in detailed decision areas. 

 
Performance measurement in SCM 

 A well known-saying is that: „You Can‟t Manage What You Can‟t Measure‟. Therefore all 

frameworks and research efforts highlight the importance of performance quantity. The starting 

point for performance measurement is that the metrics should: 

 be directly related to the developed strategy, 

 Primarily use non-financial measures, 
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 vary between location, 

 change over time, as needs change, 

 be simple and easy to use, 

 provide fast feedback to operator and managers, 

 be intended to foster improvement rather than presently monitor 

 Performance measurement focuses on two connected but still divisible areas, namely the 

measurement of performance of each supplier and the depth of supply chain as a whole. The 

classic metrics for supplier performance measurement are replacement lead time, on-time 

performance, supply flexibility, delivery frequency, quality, viability, in sequence coordination 

ability etc. According to the recent survey the most important measures are quality of deliver 

goods, on time delivery and elasticity of supply. Since balanced scorecard is in general one of the 

most widely used models for performance measurement its request to supply chain area has also 

been proposed. Such an example is presented in who derived the objectives for SCM from 

financial, customer, business development and learning and growth perspective. As shown 

performance measurement is closely connected with process renewal outline in the previous 

section (see e.g.as an example of presentation metrics for each of the supply chain proces. 

 Different performance measures can also be used at various choice areas of the SCOR model; 

for example supplier delivery presentation and purchase order time are suitable metric for 

“SOURCE” while operation of resources or percentage of defects are more relevant for “MAKE” 

phase. 

 One of the ever more popular approaches for both dimension of effectiveness and prediction 

of changes due to transformation of supply processes is the use of simulations. They enable the 

preparation of the models of current and preferred state and can be used to estimate the risks of 

different events. In relationship with business process modeling (see chapter 2.2. of this paper) 

they can be used to compare different configurations of trade processes. 

 
Supply Chain Informatization 

 Final issue in SCM is supply chain informatization which is by far an easy task. Information 

knowledge is an important enabler of effective supply chain organization. Much of the current 

interest in SCM is motivated by the possibilities that are introduced by the profusion of data and 

the savings inherent in complicated analysis of these data (see e.g. for several successful case 

studies). The innovative opportunity coming to the fore with e- business has also increased the 

interest in IT. From technological perspectives of SCM spans over internal as well as external 

system which facilitates information transfer between various organization. In addition, SCM 

typically includes many functional areas within an association and is affected by the way the 

various groups converse and interact. 

 According to Simchi -Levi ultimate goals of IT are to gather access and examine information. 

In practice that SCM systems have to: 

1. collect information on every one product from manufacture to delivery or purchase point and 

provide complete visibility for all parties involved, 

2. access any data in the system from single-point-of-contact, 

3. Analyze, plan activities, and make trade-offs based on information from the entire supply 

chain. 

 In order to achieve these goals major issues in informatization are standardization, 

infrastructure e-business, supply chain components and incorporation. Standardization is vital for 
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IT since it allows systems to work together and is a key possibility factor of SCM implementation. 

Transportation is a basic component of system capabilities without which some of the goals 

cannot be achieved. E -business is an emerging area of business conduct that provides cost-

effective way of SCM. Supply chain components are various systems that are involved directly in 

supply chain planning. These are typically systems that combine short-term and long-term 

decision support system fundamentals. 

 
Conclusion 

 The paper has tackled a vital challenge to provide a complete review of several inter-

connected challenges in supply chain management. Only continuous efforts in each of the mention 

areas assure the efficient and doing well. Nevertheless, optimal decision making is not possible 

since the choice set is too comprehensive and generally unknown, for due to the large number of 

potential and doubts. Therefore SCM »optimization« involves a small number of choices at each 

step of exploration. We hope that our paper is a small but considerable involvement in this quest. 
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Abstract 

 In the contemporary era, both in industrialized 
countries and in emerging countries the prime 
concerns are individual rational and creativeness of 
entrepreneurial business. Entrepreneurial 
philosophy ultimately reduces unemployment rate, 
particularly educated youth. Examining tourists 
industry and tourism industry processes are the 
principal phase to empowering the educated youth 
to undertake tourism entrepreneurship business. 
The tourism industry is viewed as the agent of 
change in economic and social changes. Tourism 
entrepreneurship eliminates societal problems, but 
surge the fiscal growth and development of a 
country, resulting to rise in country GDP. 

Employment has continually been a dominant 
subject in development. Employment is vital to 
successful and viable growth. The tourism business 
is one of the largest, fastest growing sectors. The 
tourism industry is considered as an indispensable 
role in job creation. Overall, this paper review the 
charisma of tourism business in reducing 
unemployment and also elucidate the vitality of 
tourism industry in present-day. This study attempts 
to explain the role of tourism entrepreneur‟s roles 
for the development of different attracts areas. 
Keywords: Entrepreneurship, tourism industry, 
unemployment, tourism development. 

 
Introduction 

 Entrepreneurs introduced the concept of Tourism Businesses. Entrepreneurship plays a vital 

part in transforming the supply of leisure and recreational opportunities. Entrepreneurship is 

considered as a critical factor in tourism development .It is only when tourism entrepreneurs exist 

a society‟s environment, landforms, flora and fauna, historic artifacts, and cultural heritage 

enclaves become tourism resources which can be renovated and transformed into tourist 

attractions and destination. Tourism produces a great deal of profit, and it is the fastest growing 

sectors in the world. Globalization, migration, travel, tourism and business are some common 

buzzwords in debate and discussion. With the benefit of travel and tourism industry, people are 

more concerned and familiar with certain parts of a country and the world. Employees are driving 

themselves to a better pace to have a better career and life. Starting a new tourism business or 

building a career in the tourism industry is the primary goal of all tourism students. Some of them 

want to start their ambition here and some of them want to start it in their homeland. No matter 

where they start it there are always some particular facts that come in the path when starting a 

new business. Finland has its own glory in its history and nature; both of them are most essential 

parts of tourism 

 
Literature Review 

Entrepreneurship 

 The notion of entrepreneurship was first recognized in the 1700s, since then the denotation of 

entrepreneurship has developed eversince. Many merely define entrepreneurship as an opening 

one‟s own business. Most individuals deliberate an entrepreneur is all about producing novel idea 

Entrepreneurship is the utmost and an imperative facet of economic growth in the past and the 

contemporary era. Entrepreneurship is the motion of venturing into a new business or businesses, 
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captivating on the risks in the optimism of making a maximum turnover. Entrepreneurship plays a 

pivotal part in the success of economic growth and lead to business paybacks . In this way, 

entrepreneurship quality invariably leads to job creation in tourism business and increase 

economic growth.  

 
Entrepreneurial Qualification  

 Entrepreneurship education is the course of providing persons with the skill to identify 

commercial concepts, the vision, self-esteem, information, knowledge and abilities to act on 

them. The essential knowledge formed through entrepreneurship teaching comprises: the 

capability to recognize business openings in one‟s life; the capability to chase opportunities, by 

breeding novel ideas and inductee the required alternatives; the capability to produce and 

function a new business; and the capability to reason in an inventive and imperative method . 

Educational requirements for entrepreneurs are non-specific; however, a strong business 

background can be helpful. While successful entrepreneurs are well trained in their fields, 

qualifications can vary. The principle of the present business lies in the specialism of functions. 

For example, for opening up a restaurant or fast food the entrepreneur may be new graduates of 

hospitality programs or skilled chefs. However, somebody with a regular Master of Business 

Administration (MBA) from reputed B-Schools who doesn‟t know anything about culinary, but has 

constantly fantasized of running a great cafe, may also succeed as an entrepreneur. All 

entrepreneurs require capital, thus skill to inscribe an effective commercial strategy is vital. 

 
Tourism Entrepreneurship 

 Tourism industry is one of the largest industry in the world. Moreover, the fastest growing of 

the market (WTTC). After the oil industry tourism has ranked the second highest revenue 

generating industry worldwide. The entrepreneurs usually induce tourism businesses; they have a 

significant role of innovation and modifying the opportunities that comes from the leisure and 

recreational industry. Though most tourism and hospitality businesses are small or medium size, it 

needs a huge entrepreneurial activity. In the Asia pacific region, recently they had tremendous 

elevation of farm attractions, homestays, family style restaurants and cafés and retailing stores 

that cater to tourists of different type. In the early stage of the 7 tourism development, 

entrepreneurship has played a vital role, especially in the rural and ethnic community where the 

multinational firms and international hotel chains were less interested in investing because of 

comparatively-smallsize of the potential market. . For the sake of economic development, 

entrepreneurship was considered as a central force, because it generates growth and has a great 

impact on innovation and change. To change the economic sector, entrepreneurship needs a 

largest part of involvement in the tourism industry. Assortment of the tourism product and service 

is needed to cope with increased market of the new type of tourism needs. It is also very 

important and relevant to initiate entrepreneurship in hospitality, leisure, sports and tourism 

industry as like other sectors. Entrepreneurship is the propeller of alteration. Innovation, 

employment of tourism market. It is crucial to fulfill the demand of the consumers, which are 

rapidly changing in the hospitality, sports, leisure and tourism industry. It is believed, 

entrepreneurship is the key to develop the new ideas, create new markets and establish new 

businesses to supply the rapidly changing demand of the consumers in tourism industry and to 

simplify the new idea of development. Throughout the world; in the dynamic and rapidly evolving 
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hospitality, leisure and tourism industry, entrepreneurship has a great influence for the success in 

this industry. 

 
Model of Entrepreneurship in Tourism 

 
 
Tourism Industry  

 The tourism business has been acknowledged as one of the main businesses for lashing 

economic expansion and economic revolution in developing countries (Filipovski & Sc, 2011).  

So far, tourism and travel associated services are strappingly controlled by European countries 

and the United States of America (USA). The tourism industry generates employment opportunity 

for large numbers of populaces, both skilled and unskilled workers. Tourism endorses nationwide 

amalgamation by generating foreign exchange, encourages cultural activities and customary and 

traditional handicrafts segment (Patel, 2012). Tourism business augments a major impact to the 

survival of various service sectors such as resort, rest house, services, hotels, handcraft business 

development centers and travel agents.  

 
Types of Tourism Industry 

 Arunmozhi & Panneerselvam (2013) stated that tourism is the short term association of people 

outside the domicile where they ordinarily live and work to a destination that expressly meets 

there requirements. The kinds of tourism are vibrant in time. Tureac & Anca (2008) justified that 

in general tourism industry is distinguished into six types established on diverse standards.  

1. Relaxing tourism industry  

2. Health care tourism industry  

3. Holiday tourism industry  

4. Transportation tourism industry  
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5. Reduced distance tourism industry 

6. Professional tourism industry 

 Different types of tourism business have been distinguished based on the following criteria 

(Tureac & Anca, 2008): 1. The conditions of the primary region and the destination: a) Domestic 

tourism business b) International Tourism business 2. The standard quantity of members: a) 

Individual tourism business b) Group tourism business 3. Organizational standard: a) Organized 

tourism business b) Unorganized tourism business c) Semi-organized tourism business 4. Seasonal 

Criterion: a) Continuous tourism business b) Discontinuous tourism business 5. Temporal Standard: 

a) Tourism for very extensive period of time business b) Tourism of long period business c) 

Tourism of compact period business 6. Transportation vehicles criteria: a) Train Tourism business 

b) Auto Tourism business c) Maritime tourism business d) In-flight tourism business e) Other forms 

of tourism business such as cycling, walking, etc. 7. Societal criterion: a) Private tourism business 

b) Social tourism business 8. Age and occupation standard: a) Youth Tourism business b) Specific 

to grown-ups‟ tourism business c) Specific for adult group tourism business 9. Destination 

criterion: a) Mountain tourism business b) Season tourism business  

Entrepreneurship in Tourism Industry Role in Eradicating Unemployment  

 Tourism act as a business for creation of employments opportunity and service focused 

industry generate colossal profits to the individuals, society and the nation as a whole. According 

to Ramukumba, Mmbengwa, Mwamayi & Groenewald (2014) found that tourism reduces poverty, 

but improved earnings. The tourism business has facilitated the entrepreneur belonging to deprive 

background to find employment and develops their standard of living. WTTC (2016) conducted a 

research on travel and tourism business and found that Travel & Tourism subsidized US$ 7.2 

trillion to the world Gross domestic product (GDP), signifying 9.8% of global Gross domestic 

product .The travel and tourism business sector generated 284 million jobs, or 1 in 11 

employments in the world 

Conclusion 

 Entrepreneurs and entrepreneurship motivate business innovation and economic growth. 

Entrepreneurs are exceptionally imperative in dropping unemployment rate of the skilled and 

unskilled workers. Tourism industry is one of the key industries for driving the nation economy. 

Tourism has become more comprehensive of novel ideas. To sustain tourism industry it required, a 

substantial long term government support, extensive training, research and planning processes in 

order to grow and flourish. Entrepreneurship success leads to upliftment in society livelihood in 

term of economic gain. 
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Abstract 

 This paper analyzes some critical issues of 
consolidation in Coimbatore banks with particular 
emphasis on the views of two important stake-
holders viz. shareholders and managers. Mergers 
and Acquisitions encourage banks to gain global 
reach and better synergy and allow banks to acquire 
the stressed assets of weaker banks. A complete 
grouping of two separate corporations involving in a 

industry is referred as business merger. Acquisitions 
on the other offer are take-over. In this case one 
company actually buys another company. The 
comparison between growth rate of after merger in 
banking sectors of Coimbatore. 
Keywords: Mergers and Acquisitions, consolidation, 
capital adequancy, Growth rate. 

 
Introduction 

 The terms mergers, acquisitions and consolidation may often be confused, A merger refers to 

the combination of two or more banks into one larger banks. whereas an Acquisition occurs when 

one concern takes over another and finally establishes itself as the new owner. The conditions 

merger, amalgamations, take-over and acquisitions are often used interchangeably to refer to a 

situation where two or more banks come together and combine into one to avail the benefits of 

such combinations and re-structuring in the form of merger.In this study the changes in growth 

level of limited banks after merger. 

 
Literature Review 

 The worldwide financial crisis has promoted consolidation of the banking system faster on the 

ground that this would contribute to the stabilization on the banking system of the region. 

 Frei et al. (1996) have suggested that the cost efficiency effects of merger and acquisition 

may depend on the type of merger and acquisition. According to Berger & Humphrey (1997), the 

rationale for consolidation of banking institutions through mergers and acquisitions is to improve 

cost and revenue efficiency that will in turn improve profitability, safety and soundness of these 

institutions. Bhattacharyya et al. (1997) have measured the productive efficiency of 70 Indian 

commercial banks in the period 1986-1991. Landerman (2000) has explored potential 

diversification benefits to be had from banks merging with non banking financial service firms. 

 
Objectives 

1. To analyse the growth of deposits in merged banks. 

2. To analyse the growth rate of total assets.  

3. To analyse the growth number of employees. 

 
Need/Importance of the Study 

 To aware the investors regarding the effect, before and after the mergers & acquisitions for 

short term investments. 
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To make their strategies for investments, for the investors‟ short term view by keeping in mind 

mergers & acquisitions. 

 
Advantages of M&A in Indian Banking Sector 

 Merger is generally usual to promote synergies. The basic idea is that the combined entity will 

create more value than the personality banks operating independently. 

1. Economies of Scale & Scope. 

2. Greater efficiency. 

3. Leveraging knowledge. 

4. Managerial efficiency.  

5. Changing / Liberal Laws. 

6. Diversification. 

7. Improved market reach and commerce visibility. 

8. Increase Revenue. 

 
Future of M&A in Banking Sector 

 In 2009, further opening up of the Indian banking sector is forecast to occur due to the 

changing narrow location (proposal for upto 74% ownership by Foreign banks in Indian banks). This 

will be an opportunity for foreign banks to enter the Indian market as with their huge capital 

reserves, cutting-edge technology, best wide-reaching practices and skilled employees they have 

a clear competitive advantage over Indian banks. Likely targets of takeover bids will be Yes Bank, 

Bank of Rajasthan, and IndusInd Bank. However, unnecessary valuations may act as a deterrent, 

especially in the post-sub-prime era.  

 
Changes in growth of total assets of merged banks:  

 Assets represent economic resources that are the valuable possessions owned by a firm. They 

are mainly used to generate earnings. The total assets refer to net fixed assets and current 

assets. The growth of total assets indicates firm's ability to produce large volume of sales and to 

earn larger revenue. One aim of company strategy namely, merger and acquisition is the 

maximization of total assets of merged banks i.e., firm ability to manufacture large volume of 

sales.  

S.No Name of the bank 
Mean 

t 

Value 

Growth 

rate Before After 

1 HDFC Bank Ltd. (2000) 
8223.46 21570.8 3.71 162.30% 

2 ICICI Bank (2001) 6028.9 89651.5 3.5 1387.03% 

3 Bank of Baroda (2002) 55004.7 81776.9 4.16 48.67% 

4 State Bank of India (2003) 22154.2 12753.5 3.92 85.76% 

5 Oriental Bank Of Commerce (2004) 29462.4 57028.9 3.84 93.57% 

 
Changes in Growth of Deposits of Merged Banks 

 The important part of conventional banking dealing is to accept deposits from the customers. 

In this study, deposits refers to bank balance in deposits a/c, bank balance in deposit a/c 

(abroad), deposits with government. 
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S. 

No. 
Name of the Bank 

Mean t 

Value 

Growth 

Rate Before After 

1 HDFC Bank Ltd. (2000) 330.61 467.28 0.89 41.34% 

2 ICICI Bank (2001) 184.27 1726.46 2.33 836.90% 

3 Bank of Baroda (2002) 2500.67 1631.99 -1.79 -34.73% 

4 State bank of India(2003) 685.88 808.9 0.51 17.94% 

5 Oriental Bank Of Commerce (2004) 412.67 987.51 3.66 139.30% 

 
Changes in Growth of Number of Employees of Merged Banks  

 The change in average growth of number of employees of sample merged banks. It is clear 

that the merged banks HDFC Bank-2000, ICICI Bank-2001, Punjab National Bank-2003 and Oriental 

Bank of Commerce-2004 have shown a growth in Number of Employees after merger rather than 

the number of employees before merger. The t-test brought out the fact that out of five sample 

banks four have achieved significant growth of number of employees 

 

S. 

No. 
Name of the Bank 

Mean t 

Value 

Growth 

Rate Before After 

1 HDFC Bank Ltd. (2000) 605 3319 4.34 448.59% 

2 ICICI Bank (2001) 820.75 9100 4.22 1008.74% 

3 Bank Of Baroda (2002) 46384 39636 -0.89 -14.54% 

4 State Bank of India (2003) 45225.25 58549 0.88 31.86% 

5 Oriental Bank Of Commerce (2004) 13770.5 14375.67 1.48 4.39% 

 
Implications 

 The present study analyzed the growth of sample merged banks like HDFC, ICICI Bank, Punjab 

National Bank, Bank of Baroda, Oriental Bank of Commerce, during pre merger and post merger 

periods. The above analysis clearly showed that the performance of merged banks in respect of 

growth of stated parameters was not different from the expectations. As M & A activities in Indian 

banking circuit are inevitable it is suggested to the corporate sectors who wish to improve 

performance would follow M & A activities. If the banks want to proceed with M & A activities, 

they have to proceed more carefully so that they can avoid the common mistakes associated with 

M & A. Further the banks may develop appropriate measures to gauge the success of the 

acquisition activities and adopt suitable measures to improve their post merger performance.  

 
Conclusion 

 Mergers and acquisitions have become the most acceptable route for growth and stability in 

the banking sector. As economic boundaries between countries disappear with the forces of 

globalization we are beginning to see a common financial market in the world. A large number of 

vulnerable old private sector banks whose financial health is causing a lot of concern, are gobbled 

up by the more able ones and there are more such mergers on cards. Indian financial system 

requires very large banks to absorb various risks that have been emerged from operating in local 

and global market. The prime factors for future mergers in coimbatore banking sector included 

the Basel –II environment, challenges of free convertibility and requirement of large investment 

banks. Therefore, the Government and policy makers should be more cautious in promoting 
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merger as a way to reap economies of scale and scope. All the combined entities after mergers 

and acquisitions are constantly increasing rather than before the merger. There is increase in no. 

of branches and ATMs as well as in deposit amount, their net profit and worth.  
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Abstract 

 This article reviews recently published research 
about consumers in digital and social media 
marketing settings. Five themes are identified: (i) 
consumer digital culture, (ii) responses to digital 
advertising, (iii) effects of digital environments on 
consumer behavior, (iv) mobile environments, and 
(v) online word of mouth (WOM). Collectively these 

articles shed light from many different angles on 
how consumers experience, influence, and are 
influenced by the digital environments in which they 
are situated as part of their daily lives. 
Keywords: digital advertising, word of mouth 
(WOM), digital environments. 

 
Introduction 

 Using the internet, social media, mobile apps, and other digital communication technologies 

has become part of billions of people‟s daily lives. For instance, the current rate of internet use 

among American adults is about 87% and is closer to 100% for demographic groups such as college-

educated and higher-income adults. Younger people the next generation of mass consumers have 

similarly high levels. People also spend increasing time online. For example, in the UK, over the 

last decade the number of hours spent online by adults has more than doubled, and now averages 

20.5 hours per week. Social media has fueled part of this growth: worldwide there are now more 

than 2 billion people using social media, and Facebook alone now has approximately 1 billion 

active users per day. Thus, future consumer marketing will largely be carried out in digital 

settings, particularly social media and mobile. It is therefore necessary for consumer research to 

examine and understand consumer behavior in digital environments. This has been happening over 

the last decade, with increasing amounts of research focusing on digital consumer behavior issues. 

The literature is still relatively nascent, however, and more research is of course needed 

particularly given the ever-changing nature of the digital/social media/mobile environments in 

which consumers are situated and interact with brands and each other. 

 
Research Themes and Findings 

Five distinct research themes emerge in recent consumer research on digital marketing and social 

media. The five themes are 

1. Consumer digital culture 

2. Advertising  

3. Impacts of digital environments  

4. Mobile 

5. Online WOM and reviews. 

Consumer Digital Culture 

 This is an important effect and they discussed how bloggers go about building audiences and 

accumulating social (or cultural) capital through demonstrations of “good taste.” In a social media 
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setting this essentially means that a blogger (or “influencer”) makes recommendations that signal 

her expertise to others. This is in a specific setting, but has implications for understanding 

consumers‟ content-generation behaviors on social media more generally, since signaling positive 

personal attributes is likely a common motivation for posting certain things on sites like 

Facebook. Together, these articles make an important conceptual contribution around how we 

see consumers in a digital world, particularly by implying an expanded conception of what it is to 

be a consumer in today‟s digital world.  

 
Advertising 

 Digital advertising is a major topic in the marketing literature and, with respect to consumer 

behavior, considers how consumers respond to various aspects of digital ads. A number of recent 

articles considered behavioral aspects of digital advertising from various perspectives. 

Puccinellietal. examined digital video ads (e.g., that run on sites like Hulu and YouTube), focusing 

on how TV show emotion interacted with ads‟ energy levels to affect consumers‟ responses. 

Theyfind that affective matching between show and ad matters such that when consumers 

experience “deactivating” emotions (e.g., sadness) it is harder to view energetic ads. Dinner et 

al. considered how digital display and search ads drive online and offline purchasing for a retailer, 

finding that digital ads are more effective than offline ads in driving online behavior 

 
Impact of Digital Environments 

 For instance, with respect to environment-integral consequences, Lamberton et al. andNorton 

et al. considered learning from strangers in digital environments. They find that  consumers in 

competitive online settings infer interpersonal dissimilarity and act aggressively against 

ambiguous others (strangers), and find that seeing online that others made the same choices as 

oneself can reduce, not increase, confidence in one‟s choices if others‟ justifications (e.g., in 

online reviews) are dissimilar. Adopting a different perspective, Wilcox and Stephen examined an 

environment-incidental response with respect to how using Facebook affected self-control. They 

found that when exposed to closer friends on Facebook, consumers subsequently exhibited lower 

self-control in choices related to, for example, healthy behaviors  

 
Mobile 

 Consumer behavior in mobile settings is also increasingly important, as consumers usemobile 

devices more frequently. This is particularly interesting in shopping contexts. In an in store 

shopping setting. This is an interesting contribution because work on how consumers physically 

interface with mobile devices and how that influences decision making is scant but, asthis article 

showed, important. Unrelated to shopping is work by Bart et al. that considered how mobile 

display ads which are very small and carr y very little (if any) information influence consumers‟ 

brand attitudes and purchase intentions. They foundthat in many product categories mobile 

display ads have no effect, but that they do lift attitudes and intentions for high-involvement, 

utilitarian products  

 

Online WOM and Reviews 

 WOM is the most-represented topic in digital and social marketing research, which is 

unsurprising given the reliance consumers seem to have on socially sourced online information. A 

number of sub-themes were covered recently. First, an interesting set of articles considered 
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linguistic properties of online WOM and/or reviews, generally showing how perceptions of reviews 

and how influential they are can depend on subtle language-based properties. For instance, 

Kronrod and Danziger showed that figurative (vs. literal) language in online reviews positively 

affected consumer attitudes and choice for hedonic goods. Moore considered explanatory 

language in online reviews, finding that whether consumers explained actions or reactions 

affected perceived review helpfulness. For instance, He and Bond considered when online reviews 

provide good versus bad forecasts of consumer brand enjoyment, finding that the forecast 

error/discrepancy depends on the degree to which a reviewer‟s and consumer‟s preferences are 

similar. Cascio et al. identified neural correlates of susceptibility to others‟ opinions in online 

WOM settings, with susceptibility to social influence being related to brain regions involved with 

shifting personal preferences and considering others. Finally, Barasch and Berger examined social 

transmission behavior when consumers broadcast (to many, e.g., through mass-audience posts on 

Face book or Twitter) versus narrowcast (to few, e.g., through messages to a f ew friends), 

finding that people share information that makes themselves not look bad when broadcasting 

(i.e., self focus) but share information that will be helpful to receivers when narrowcasting. 

Recommendations for Future Research 

 The digital/social media consumer behavior literature is fast-growing and largely focuses on 

phenomena that are practically relevant and theoretically interesting. Researchers have mostly 

considered how consumers use information (e.g., online WOM, reviews) available to them in 

digital/social media environments. Future research should continue this approach, although in 

more expanded fashion. Consumers‟ behaviors other than those related to online WOM/reviews 

should be considered, and other types of information found (and inferences made) in online 

environments should be considered. Thus, one-shot experimental studies should be complemented 

by longitudinal experiments and archival data capturing consumers‟ digital exposures, online 

social interactions, and behaviors over time In conclusion, there has been much recent activity in 

the consumer behavior/psychology literature related to digital and social media marketing, and 

many important contributions to knowledge have been made. To move this literature forward, 

particularly given the fast-moving nature of digital settings, research that attempts to broaden 

our understandings of key phenomena, examines brand-new phenomena, and develops theories in 

an area that lacks an established theoretical base will be most valuable.  
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Abstract 

 Environment issue is a sizzling topic nowadays 
as almost every country‟s government and society 
has started to be more aware about these issues. 
This leads to a trend of green marketing used by the 
firm as one of the strategies in order to gain profit 
and protect the environment. This papers will be 
discussing the green marketing and its sustainability 

as well as the tools and marketing mix of green 
marketing. Other than that, the green consumer and 
branding will be discussed in further in this paper as 
this will attract more consumers. Lastly, firm will 
be benefits once green marketing strategy is 
applied. 

 
Introduction 

 Green Marketing is the most latest and popular trend market which facilitated for the 

environment-friendly in individual, animal andplanet (Rajeshkumar, 2012). Due to increase in 

climate change and global warming, the public concern for environmental problems is 

continuously increased over the past decades. The businesses and consumers have started to 

challenge eco-friendly products as they become more concerned on the environment, health and 

wealth in order to protect the earth‟s resources and the environment. In additional, the firms 

have slowly applied green marketing practices in their projects as a part of social conscience and 

they are demanding to reach the consumers with their green messages (Nagaraju & Thejaswini, 

2014). For instances, the firms remain to introduce different forms of green packaging programs 

through the recommendation of recyclable and reusable packages as the importance of green 

marketing to market success has been increased. Furthermore, firms today are experience with 

consumers who are environmentally conscious when making a purchase as green marketing is a 

current focus in business enterprises. Therefore, consumers are becoming more conscious towards 

their environmental approaches, desires and purchases. 

 
Green Marketing and Sustainable Development 

 The American Marketing Association (AMA) defines green marketing as marketing of products 

that are believed to be environment-friendly, which organizes intovarious activities such as 

product adjustment, modification of production processes, packaging, labeling, advertising 

strategies as well as increases awareness on compliance marketing amongst industries 

(Yazdanifard, 2011). According to Business Dictionary, the definitions of green marketing is 

promotional exercises intended at taking benefits of shaping consumer behavior towards a brand. 

These adjustments are progressively being affected by a company‟s practices and policies that 

influence the characteristic of the environment and indicate the standard of its concern for the 

community. On the other hands, it can be recognized as the promotion of environmentally-secure 

or advantageous goods (Yazdanifard, 2011). According to the World Commission on Environmental 

Development (1978), Sustainable Development defines “meeting the needs of the present without 
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compromising the ability of the future generations to meet their own needs” (p.134). The typical 

idea during the whole of this strategy of sustainable development is the desire to merge economic 

and ecological developments in decision making by constructing policies that conserve the 

standard of agricultural advancement and environmental conservation. The environment 

conservation for the current and the future generation is what the outcome product of green 

marketing is. (Vandhana, Karpagavalli & Ravi, 2013). 

 
Green Marketing Tools 

 Eco-labels, eco-brand and environmental advertisement are part of the green marketing tool 

which can make perception easier and increase awareness of eco-friendly products features and 

aspects. Consequently, this will lead the consumers to purchase the environmentally friendly 

products. Practicing these policy tools plays an important role in changing consumer purchasing 

behavior to purchase environmental friendly products, thus, decreasing the adverse effect of 

artificial products on the environment. 

 
Eco-Labeling 

 Eco-label is one of the important green marketing tools used on eco-friendly products. Eco- 

label is characterized as a tool for consumers to assist the progress of making a decision to choose 

eco- friendly product. It also allows them to understand how the process of products are made. 

Environmental labels are used by marketing to facilitate the labeling of green products. Labels 

making up of a series of small pieces of paper, up to very complicated diagrams that are involved 

as a part of the goods packaging. Labels can include merely the brand products or a series of 

mixed information. In some conditions, the seller may want a direct „Label‟, but law obliges them 

to contribute more information (Delafrooz, Taleghani, & Nouri, 2014). Environmental labels allow 

consumers to easily distinguish environmentally friendly products over normal standard products. 

Eco-label is positively correlated with consumer enthusiasm to buy (Awan & Raza, n.d.). The 

recognition of eco-label has a positive impact between the information of a green product and 

consumer‟s willingness to buy. In addition, previous researches that were finalized in western 

nations have agreed that most consumers have positive green consciousness on eco-labeled 

products (Cherian & Jacob, 2012). Eco-labels are appealing tools notifying consumers about the 

environmental impact of their buying determination (Rashid, 2009). To guide consumers to 

classify products those are more environmentally favored than other identical products, eco-

labeling schemes were proposed in order to facilitate environmental consumerism. The very first 

eco- labeling schemes have been developed since the late 1977 in Germany (Blue Angel eco-

label). In modern day, there are relatively 30 various green label schemes worldwide. Asian 

countries such as China, Japan, Korea, India, Thailand, Malaysia and Singapore have launched 

their own eco-labeling schemes. The Malaysian business sector is not far behind in reacting to 

protests rising from interest made from the consumers for eco-friendly products. Malaysian green 

label schemes were committed to launch in 1996 by the Standards and Industrial Research 

Institute of Malaysia (SIRIM) in the time of there were eco-labeling schemes connected to 

degradable, agricultural products, energy conservation, electronic equipment, hazardous metal- 

free electrical, non-toxic plastic packaging material, recycled paper and biodegradable cleaning 

agents. 
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Eco-Brand 

 The American Market Associations interprets a brand as “a name, term, sign, symbol, or 

design, or the combination of them, engaged to recognize the goods or services of one seller or 

group of sellers and to distinguish them from those of a competitor.” This description can be 

concluded for the eco-brand as well. Eco-brand is a names, symbol or image of products that are 

harmless to the environment. Applying eco-brand aspects can help consumers to distinguish them 

by some means from other non-green products (Delafrooz, Taleghani, &Nouri, 2014). Consumer 

will pursue to purchasing eco-friendly options for products that produced high level of 

environmental impact correspond to those with low level of environmental impact. Malaysian 

consumers consider aerosols, house hold cleaning, glass based, pesticides and plastics as non-

green product classifies with high level of impact to environments (Rahbar & Wahid, 2011). For 

that reason, it can be anticipated that consumers will react positively to products with 

environmental aspects known as eco- branded products. The earlier research in western countries 

encourages this opinion as consumers in the Germany and USA take action positively to eco-

branded products such as green energy and Body Shop (Wustenhagen & Bilharz, 2006).A 

consumer‟s interpretation on the environmental conduct of brands should be positively impressed 

by environmental labels. Recognition of the impact of brands on consumers‟ purchasing opinion is 

very critical for marketers and marketing researchers. This impact is recognized as brand equity. 

Brand equity can be defined as a particular impact that brand awareness has on a consumer‟s 

reaction to the marketing of that brand from a consumer‟s viewpoint. Green brands should be 

used to point out the situation that green products functions the same as non-green ones. Also, 

green brands should be used to assist consumers distinguish green brands from other identical 

brands with same actions. The critical aspect persuading consumers to change actual purchase 

behavior to buy eco-friendly products is emotional brand benefits. Hence, the purchase behavior 

will change to purchase environmental friendly products as a consequence of concerning of the 

advantage of green brands. The consumers who widely recognized themselves as an 

environmental responsible consumers suggest to picks the green products in their actual purchase 

to meet their emotional desires (Rahbar & Wahid, 2011). 

 
Environmental Advertisement 

 In order to improving green movements worldwide and raise public attention to environmental 

problems, most organizations prefer environmental advertisements through media or newspapers 

as green techniques for introducing their products to environmentally responsible consumers. 

Green advertisement is one of the ways to influence consumers‟ purchasing behavior that will 

strongly encourage consumers to buy products that are eco- friendly to our environment. Besides, 

direct their attention to the positive consequences of their purchasing behavior, for themselves as 

well as the environment (Delafrooz, Taleghani, & Nouri, 2014). Davis (1994) describes there are 

three elements in green advertisement. Firstly, the company will start a statement that is related 

to the environment. Secondly, the company will demonstrate its concern and dedication to 

improve the environment by its changed procedure from the green advertisement. Thirdly, 

specific environmental actions in which the company is involved will be promoted by green 

advertisement (Rahbar & Wahid, 2011). When the populations of companies using environment 

interest in their advertisement is getting higher, even though some of them are just simply green 

washing, it will lead consumers to be suspicious towards environmental advertising. For marketing 

managers, who tries to be environmentally responsible and anticipates a reward from consumers 
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for their responsible behavior, the reliability and influences of green advertising is a major issue. 

Marketing managers and advertising professionals need to master environmental information 

communication and presentation of environmental information in the ads (Alniacik & Yilmaz, 

2012). 

 
Businesses and Green Marketing 

 There are significations alterations for activation in the business world in relation to the 

importance towards the environment and the society. Corporate ethical code of the 21st century 

is being green. Without a doubt, the main objective of companies is profitability but it is highly 

difficult for companies with the particular objective of making profit to achieve sustainability. 

Companies must be mindful of their duties towards the environment and the community similarly 

as towards customers, workers and shareholders. Climate change, environmental problems and 

social problems will confront the leaders of future generation for engaging effective and inclusive 

determinations. In the practice of engaging these determinations, the first concern of business 

society should be placed on the key of conserving the environment instead of improving the 

profitability of the business (Boztepe, 2012). In order to improve profitability, which is a direct 

advantage for the business itself, green marketing can advantage society by promoting not only 

the communication about but also the practice of green business process. The companies have a 

strong possibility to enhance their attitude if they engaged in environmental business activities. 

This is because to allege that their products are eco-friendly they have to absolutely assess the 

product in a way that matches valid requirements to acquire certified eco-labels. Also, they do 

not wish to lose the trust of the environmentally conscious consumers they focus on (“Fact Sheet-

Green marketing,” n.d.). 

 
Marketing Mix in Green Marketing 

The marketing mix is derived from conventional marketing (Kontic, Biljeskovic, & Brunninge, 

2010). Marketing mix basic are the different ways invented by a company to bring a good or 

service to the market. In green marketing, environmental concern is an element that marketing 

mix must give on fully accountability. Marketing mix ordinarily known as 4P‟s comprises of 

component such as product, price, place and promotion. In the extended marketing mix as in case 

of service sector, three other components such as people, physical evidence and process are 

combined to make up 7P‟s. According to green marketing principle every components in the 

marketing mix will have a green perspective from establishing to introducing a product to the 

market (Arseculeratne & Yazdanifard, 2014). When a product is manufacture under a process of 

eco- friendly and harmless to the environment, the product may be named as green product. 

During production process, environmental pollution is an issue that business has to reduce. 

Natural resources ought to be preserved during physical removal of raw materials from a product. 

Significant area must be form by waste management in this connection. Ecofriendly design 

product should be manufactured and packaging process should lessen contamination and 

pollution. Product enhancements certainly involve a significant amount of sunk costs but they are 

worth the resolution since development in the product would bring about a turnaround in sales. 

The manner of reversed logistics whereby customers return to the business used wrapping, 

packaging and even the recycled product itself would considerably help to conserve the 

environment (Arseculeratne & Yazdanifard, 2014). Going green is absolutely pricey as they 

comprise various costs such as teaching nation, gadget, establishment of modern technology, 
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absorbing extrinsic costs, converting waste into recycled products. Undoubtedly these will cause 

the products to be more expensive. 

 
Green Consumer 

 Consumerism can be defined as a progressing which originally started as a practice which was 

presented to safeguard consumers against operations of unethical business. Over time this has 

widespread and grow into wider in nature. When today agenda with regards to consumer advocacy 

is taken into study it can be recognized that conservation of the environment is the most 

important element (Dono et al., 2010). There is an impact growth in the concern revealed 

towards environmental conservation leading to "green consumerism"(Eriksson, 2002).The green 

consumer is typically known as one who support eco-friendly attitudes and/or who purchase green 

products over the standard alternatives (Boztepe, 2012). Almost all consumers are conceivably 

green consumers. For instance, when a consumer has option to choose from two similar products, 

the consumer will choose to buy environmentally friendly product (Awan & Raza, n.d.). There 

have been a totals of various circumstances which are influential in encouraging green consumers 

to buy green products. Far-reaching research over the years classify that intensive understanding 

of green issues; heightened level of knowledge opportunity on environmental subsistence; green 

advertising by corporations; raised concern for the environment; expanded in recognitions of 

green products by environmental and social charities as some circumstances. This overpowering 

advance in the general environmental awareness among various consumer biography have been 

attempt undertaken by companies to "go green" by introducing the idea of corporate 

environmentalism (Cherian & Jacob, 2012). 

 
Consumers' Environmental Concerns 

 Consumers' environmental concerns are connected to the benefit towards the biophysical 

environment and its issues connected to the consumer and the surroundings. Initially, gender 

plays an essential role in consumerism and environmental consciousness (Kaufmann, Panni, Or 

phanidou, 2012). It has been recognized by prior research that girls were more concerned about 

the environment than men. Besides, it has been told that consumers show environmental concerns 

depending on product features, precision of green product claims, information provided on the 

products and its advantages (Suki, 2013).For consumer packaged goods purchases, women are 

usually the primary target audience as they still do the bulk of today‟s household shopping. For 

instances, Seventh Generation, a viable personal care and household cleaning products 

manufacturer, targets the middle along with new mothers, whom they find to be specifically 

concerned in creating the world a better place for their newborns. Other the other hand, 

packaging plays a crucial role in the product‟s sustainability. As a consequence of increased 

consumer awareness and consumer demand, sales of reusable water bottles from environmentally 

friendly producers such as Sigg and Kleen Kanteen have come onto the market. Consumers even 

demand hygienic, filtered water, and firms, such as Brita and PŪR, producers of water filters, 

have seen a 22.2 percent and 15.2 percent increase in sales during 2009, accordingly. Moreover, 

another powerful consumer packaged trend is the use of reusable shopping bags at grocery stores. 

Americans use one hundred billion plastic shopping bags every year and over five hundred billion 

are consumed globally. 

Benefits of Green Marketing 

 Nowadays consumers gradually acknowledge the need to take care of the environment and 

become more culturally responsible. Therefore, accountability of companies to consumers' 
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inclinations for environmentally harmless or neutral products is essential (Saini, 2013). Green 

Marketing has a lot of important benefits for those communities whose accept these new 

concepts. First important benefits are revenue increased. Consumers prefer every new and 

positive concept, so that innovator plays an essential role in this segment. A successful products 

that fulfills consumer satisfaction will definitely have an increase in sales and revenue. Second 

important benefits are cost reduced. In green marketing, the cost of raw materials is low thus it 

will increase the productions and save money. On top of that, green marketing can build brand 

value. A great green practices company will get a good brand value in the heart of the consumers. 

Another important benefit of green marketing is getting tax breaks and loans from government 

because those innovative companies which help the nation who are living in a rural or un-

employment will bear uncertain risks. Besides, they save environment and health of nation so 

they receive subsidies from government. Lastly, the most crucial advantage of green marketing is 

world salvation. Disposal and treatment of wastage, production process of companies will produce 

emissions of several greenhouse gases which contribute to global climate change which can causes 

greenhouse effect. By following a great way of green practices, the companies could save the 

world in the way of saving the health of peoples and the environment (Rajeshkumar, 2012). 

benefits the environment and the firms; it is a win-win strategy. The company can definitely 

reduce costs and impress a positive image on the consumers. A company‟s reputation plays an 

important role because having a good reputation has been justified being beneficial to the 

company. Green marketing not only benefits the company but also acts as a very important 

strategy in preserving our environment. Therefore, each company, regardless of its industry, 

should consider integrating sustainability into their marketing strategy. Those that do will seek 

recognition of their efforts. These companies should consider green marketing, keeping in mind 

that green marketing is not a cure-all for increasing sales. Companies should keep in mind that 

there is no universal green marketing strategy. Companies engaged in green marketing should 

structure their effort to minimize green washing risks. For instance, there are few strategies that 

can be used to practice green marketing. The companies adopt marketing mix concept in green 

marketing, this enables the companies to manage the 4Ps appropriately. Firstly, the companies 

have to understand the customers‟ needs and wants, so that the companies can produce a 

suitable product for the customers. Moreover, the price of the products is a very important 

element. The price has to be affordable to the majority of the consumers. Lastly, the places that 

distribute green products have to be convenient to the consumers. After all, company that 

adopting green marketing as one of their strategy will benefits the firm. 

 
Conclusion 

 As environment issues continue to affect human activities, society is now regards them with 

much concern. Most firms have started using sustainable development framework which is known 

as green marketing and most of the organizations have acknowledged green products which are 

environmentally friendly. Marketing manager can use green marketing to earn profits. In addition, 

green marketing is able to preserve the environment while satisfying customers‟ needs. 

Therefore, green marketing is a tool now used by many companies to increase their competitive 

advantage as people is presently very concerned about environmental issues. In the time apply 

green marketing, the companies have to comply with the consumers‟ needs and wants. Consumers 

want to recognize themselves with companies that are green compliant and are willing to pay 

more for a greener life style. For this reasons, green marketing is not only an environmental 
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protection tool but also a marketing strategy (Yazdanifard, 2011). Other than that, marketers can 

provide training to their employees, especially sales representative. This is to give them know on 

how to promote the green product effectively by clearly presenting the main message to the 

consumers. Green marketing covers a wide range of business activities and it is similar to 

marketing mix. Therefore, marketers should adopt a suitable single green marketing mix and 

strategy corresponding to company in which they conduct and target consumers‟ demands and 

personality. In addition, companies that carry out green marketing in the right place and on the 

right person may support the company to achieve their competitive advantages. 
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Abstract 
 In today‟s highly spirited, dynamic and skill 
driven business situation, marketers are under 
stable force to bring the best. Organizations are 
incessantly getting better and upgrading themselves 
to meet customer prospect and demands. 
Technology has not only changed the way in which 
business is done in current times but has also 
misshapen the way to reach out to target viewers. 
Marketers have recognized most fresh media options 
to talk and convince latent customers. Many 

scholars have studied the research domain of 
advertising and have tried to know different 
measures of advertisement effectiveness in 
background of various media. The objective of this 
paper is to decisively review available literature on 
advertisement efficacy in context of varied 
advertising media, know major gaps in the fiction 
and identify future research forecast on the basis of 
critical analysis of literature. 

 

Introduction 

TODAY‟S business scenario is characterized by high competition, dynamism and operational 

complexities. Competition has forced corporate to change and upgrade continuously due to rising 

customer expectations. Markets are cluttered worldwide and delivering finest to the consumers is 

at the top priority for each of the business unit whether large or small. In such an aggressive 

business situation, advertising plays an important role in communicating with customers, both 

current and potential [1]. With the advent of new technology and development of various modern 

media, advertisers have discovered several innovative promotional options to lure target 

audience. The rapid proliferation of internet, cell phones, movies and video games has convinced 

marketing personnel to consider these as emerging media alternatives. Therefore understanding 

advertisement effectiveness in context of these emerging media choices is essential as it would 

contribute significantly to the productivity of advertisers in terms of effective allocation of their 

marketing budgets. Hence, the purpose of present review paper is to understand the concept of 

advertisement effectiveness and to identify varied dimensions used to measure advertisement 

effectiveness with reference to different media forms. Numerous researchers have explored the 

area of measuring advertisement effectiveness with different views which is widely categorized in 

two broad categories for present study as shown in Fig 

 
Review of Advertisement Effectiveness 

 In today‟s competitive and dynamic business scenario organizations are witnessing 

tremendous pressure on account of increased competition, increased customer participation and 

increased consumer responsiveness. Organizations are struggling to find ways to deliver better to 

customers than their competitors. Traditionally, the organizations believe in increasing 

profitability either by decreasing product‟s cost or by expanding existing market. Researchers 

have highlighted that although cost reduction is one of the advantageous ways but there are limits 

associated with it. Therefore, increasing market seems to be more beneficial to organizations and 

researchers have proven evidences for positive association between increased advertising and 
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improved market share [2]. The rampant growth of modern technology and latest communication 

methods has changed the way in which organizations advertise. Marketers have made use of 

innovative advertising media viz. internet, cell phones, movies and video games to reach out to 

target audience and hence understanding advertisement effectiveness is essential. In this context, 

the subject of advertisement effectiveness needs a fresh understanding in the modern business 

scenario and this study can help to identify major research gaps and future research prospects in 

the area of advertisement effectiveness 

 
Methodology 

 The early scholars in the area of advertisement effectiveness focused on theoretical 

considerations and developed conceptual frameworks to understand and measure advertisement 

effectiveness. Starch suggested a conceptual framework to measure the probable effectiveness of 

a series of proposed advertisements before they are used while examined three different aspects 

of effectiveness of advertising communication. Bedizen developed an advertising effectiveness 

model and some practical sets of propositions that relates to long-term consumer behavior and 

have profound practical implications for the management of the advertising function 

 
Types 

Inrtisements Television 

 Scholars have also investigated the area of measuring effectiveness of internet 

advertisements studied banner advertisement and web site congruity effects on consumer website 

perceptions while tested the effectiveness of a mouse pointer image in increasing the click 

through for a web banner advertisement. explored various online advertisement factors that 

affect the recall of online advertisements and revealed that embedded videos, product price, 

product or services itself and credibility are key elements that makes consumers to recall online 

advertisements. 

 
Advertisements Television 

 Numerous researchers have examined the effectiveness of TV advertisements with diverse 

perspectives in their study measured the impact of repetition on advertisement 

miscomprehension and advertisement effectiveness while in their research focused on cross- 

national standardization of advertisements and measured the effectiveness of TV advertisements 

targeted at Chinese Canadians in Canada. 

 In a study, compared the effectiveness of four telescopic advertisements with advertisements 

for same products using the traditional TV commercial format and the infomercial format while 

explored relative effectiveness of15 and 30 second TV advertisements using intermediate variable 

viz. advertising recall, liking and correct brand identification. In another study, incorporated AIDA 

model for measuring effectiveness of the TV advertisement for electric conservation in Isfahan 

city. 

 
Print Advertisements 

 Measuring the Effectiveness of print advertisements is another area that has been widely 

researched Hanssens and Weitz identified the specific characteristics of industrial print 

advertisements that are related to the effectiveness of advertising functions while examined 

influence of variety of factors such as size of an advertisement, number of colors used, the 
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product advertised and characteristics of the audience on recall and recognition of 

advertisements. 

 Patterson and Richards developed a structural latent variable model to determine the affect 

of newspaper advertisement characteristics while identified the factors predicting the 

effectiveness of celebrity endorsement print advertisements. In their research explored the 

factors viz. attractive visuals, believability, informational content, relevance, memorability and 

persuasiveness that make service print advertisement more effective. Table I summarizes major 

research studies examined for the present review paper in context of varied advertising media. 

 
In-Film and in-Game Advertisements 

 With the advent of modern media options, the focus of researchers shifted from measurement 

of advertisement effectiveness for conventional media to films and video games. Most of the 

researches on effectiveness of product 

Major Reviewed Research Studies on Advertisement Effectiveness 

Author 
(Year) 

[4] [20] [10] [5] [22] [23] [24] [1] [11] 
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Attention Aided Recall Type of 

 Endorser 

 Interest  

 Action Score  

 Purchase 

 Intent 

 Precipitation  

 Recall  

 Attractiveness Ad Size  

 Recall  

 Click Through 

 Rates 

 Persuasion  

 Readership  

 Persuasiveness  

 Use of Color  

 Perceived Image Copy Testing 

 Measures 

 Conviction  
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 Believability Reinforcement   

 Inquiry Generation 

 Credibility  

 Type of Product Credibility  

Observations, Gaps and Research Issues 

 Based on the review of available advertisement effectiveness literature, it is clear that most 

of the advertisement effectiveness research studies are either experimental or questionnaire 

survey based. Students are taken as sample audience in nearly all the researches which is not 

appropriate and thus a debatable issue. It is also evident that majority of the studies are done in 

USA, UK and other foreign countries. Typically in Indian scenario, the subject of advertisement 

effectiveness has not drawn much attention of researchers. Also, the subject of advertisement 

effectiveness is vague and perceived by varied researchers in different ways. Different dimensions 

are used indifferent advertising media with reference to advertisement effectiveness. No generic 

ad effectiveness measures are available. Furthermore, majority of the researchers have explored 

the area of advertisement effectiveness with two different perspectives viz. a) Dimensions on 

which Advertisement Effectiveness depends and b) Dimensions which are used to measure 

Advertisement Effectiveness. The survey of literature leads to some important research issues 

which require attention from academicians and practitioners.  

Research Issue 1: Despite of numerous researches on advertisement effectiveness, debate exists 

over the clear definition of advertisement effectiveness with reference to specific media. 

Research Issue 2: Majority of the advertisement effectiveness research is limited to the use of 

experimental or survey based research design. Can traditional research methods viz. content 

analysis, case study method, NGT or Delphi technique be used to investigate the area of 

advertisement effectiveness. 

Research Issue 3: Advertisement effectiveness measures are product specific in context of 

different media in most of the researches. Is it valid in Indian context? If yes, then for what kind 

of products with reference to a specific media. 

Research Issue 4: Even for a particular media, different researchers have used diverse 

advertisement effectiveness dimensions. Can some generic dimensions be used in case of a 

specific media for a definite product category. 

Research Issue 5: Though numerous studies have focused on refining and deriving some specific 

ad effectiveness dimensions; none of the researches are seen in defining the interrelationships or 

linkages between the dimensions,. 

  
Conclusion 

 An attempt is made through this research paper to review various studies on advertisement 

effectiveness and identify a range of measures used in context of a specific media. Select studies 

with reference to different media forms are summarized in Table I. It may be noted that the 

development of the advertisement effectiveness literature from 1964 to 2013 highlights the 

change in the focus of researchers from traditional to modern media. It is further observed that 

different dimensions are considered in different media for measuring advertisement effectiveness 

which adds to the complexities and vagueness of the subject. This clearly highlights the need of 

further research in the area of measuring advertisement effectiveness as summed up in previous 

section. 
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Abstract 
 Job satisfaction is one of the mostly discussed 
issues in organizational behavior and Human 
Resource Management. In present study the 
researcher investigated the present level of job 
satisfaction among the private and govt. school 
teachers. In this research, 50 Govt. and 50 Private 
teachers, 100 in total, working in different govt. & 
private schools were examined. The obtained data 
were analyzed based on the graphic statistics using 
SPSS Version 16. Independent sample t-test has been 

used in this study to analyze the job satisfaction 
level among male & female teachers and Govt. & 
Private school teachers. The study exposed that 
there is no significant difference in the level of 
satisfaction of male and female teachers. 
Furthermore, it was again revealed that there is no 
significant difference in the level of satisfaction of 
Govt. and Private school teachers. 
Keywords: Job satisfaction, private and 
Government schools  

 
Introduction 

 Job satisfaction portrays the perception of the person towards his or her job, job linked 

activities and environment. It is a combination of psychological and emotional experiences at 

work. Job satisfaction, as defined by Locke (Lutherans, 2002), is a “pleasurable or emotional 

state resulting from the appraisal of one‟s job experience”. It is often a result of the perception 

of the member of staff as to whether his job provides him with the outcomes he views as 

important. Job satisfaction is determined by how well the result of the job meets the 

expectations of the employee or they exceed the expectations. Some important factors 

influencing job satisfaction may be classify in two categories. 

1. Environmental factors:-Job content, professional level, Pay and Promotion, Work group and 

Supervision.  

2. Personal factors: - Age, Sex, Educational level, married status and Experience.  

 
Review of Literature 

 The present study examines the job satisfaction, i.e. the degree to which job features that 

are highly valued by those are present in their work environment. Though a number of studies 

have been conduct in the field of academics but a few have been undertaken to compare the job 

fulfillment of male and female teachers in government & private schools. Mohdsuki and Suki 

(2011) examined on job satisfaction and executive commitment: The effect of gender on member 

of staff observation of job satisfaction and executive commitment. Study revealed that 

employee‟s gender has no significant result on his/her opinion of job satisfaction and men and 

women include the same level of organizational commitment. Kumar & Bhatia (2011) mentioned 

that the level of job satisfaction and attitude of the teachers towards teaching is least artificial 

by the gender, the marital status, minimum qualification and earnings group of physical Education 

teachers to evaluate the job satisfaction among Physical Education teachers and their approach 
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towards teaching. Kumari and Jafri (2011) mentioned a study on level of managerial obligation of 

Male and Female teachers of Secondary School to consider the overall level of executive 

obligation of Male and Female teachers of Secondary School of Aligarh Muslim further education 

college. Data analyze by using t-test result showing that overall percentage of female teachers 

managerial obligation was much higher than male teachers. 

 Zilli and Zahoor (2012) conducted a study to find out the executive obligation among male and 

female higher education teachers and to compare the executive obligation between male & 

female higher education teachers. Result exposed that the females had significantly privileged 

level of organization commitment. Nagar (2012) undertook a study on "managerial obligation and 

job satisfaction among teachers during times of Burnout for growing and tests a model for Burnout 

and its attain on job satisfaction on executive assurance" Research showed that in term of job 

satisfaction & organizational commitment the mean score for female teachers was higher than 

male teachers. 

 
Objectives of the Study 

1) To measure the level of job satisfaction of the teachers.  

2) To undertake a relative study between male and female teachers regarding job satisfaction.  

3) To undertake a relative study between govt. and private school teachers regarding job 

satisfaction.  

 
Research Methodology 

Hypothesis 

1. There is no significant difference in the job satisfaction of govt. and private school teachers.  

2. There is no significant difference in the job satisfaction of male and female teachers.  

 

Sampling Method and Sample size 

 The sample of the study consisted of the teachers working in govt. and private schools 

confidential to Coimbatore city. A sample of 100 teachers consisting 50 Private school teachers 

and 50 govt. school teachers were taken into thought. The sample does not include all the govt. 

and private school teachers from coimbatore. Convenient sampling was used for the present 

study. 

 
Research Instruments and Methods 

 For the present study data was collected with the help of structured questionnaire. For the at 

hand study Five point Likert scale is used. Questionnaire was separated in to two sections. Part-  

A consisting questions linking to personal profile of the respondents and Part-B consisting 

questions relating to job satisfaction. 
 

Analysis of Data 

 Descriptive statistics were used to compute the level of job satisfaction. The Data was 

analyze by calculating percentage and frequency. Mean scores were calculated by allocating 

values of 1,2,3,4,5 respectively to the responses Strongly Disagree, Disagree, Neutral, Agree, 

Strongly Agree Hence Mean score greater than 3 on any statement implies positive response of the 

respondent. Independent sample t-test was used to study the significant difference between the 

mean score of different groups. 

Detailed Information of the Respondents (N=100) are as follows 
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Analytical Results 

 To ascertain whether there is 

differentiation in the satisfaction of 

male and female teachers and 

satisfaction of govt. & private 

school teachers independent sample 

t-test was used. T-test value 

indicates whether any significant 

differentiation between the 

satisfaction of male & female 

teachers and govt. & private school 

teachers. t-test value greater than 

0.05 indicates that there is no 

significant differentiation in the 

satisfaction of male teachers & 

female teachers and there is no 

difference in the satisfaction of 

govt. & private school teachers. 

 
  Table 1.1 Overall level of Teacher's Satisfaction 

 Table 1.1 indicates that 

the Mean and Standard 

Deviation of teachers. Mean 

achieve greater than 3 implies 

optimistic response. Table 

shows that teachers have 

maximum significant level 

concerning the statement 

they enjoy their work 

(Mean=4.53, S.D=.876). Result 

indicates that overall 

satisfaction of teachers is high 

as mean value concerning all 

factors is greater than 3. The 

study finds that mean value 

for overall job satisfaction of 

teachers is 68.07 with a 

standard deviation of 15.25 

which indicate that the 

satisfaction level of majority 

of teachers is high. 

 

  

S. No. Parameter Variable Frequency Percent 

1 School Govt. 50 50 

Private 50 50 

PRT 17 17 

2. Designation TGT 38 38 

PGT 45 45 

3. Gender Male 50 50 

Female 50 50 

4. Age Below-30 24 24 

30-39 55 55 

40-49 15 15 

Above 50 6 6 

5. Marital status Married 91 91 

Unmarried 9 9 

Bachelor 9 9 

6. Qualification Master 89 89 

PhD 2 2 

Dimensions of job satisfaction N Mean 
Std. 

Deviation 

Enjoy of work 100 4.5300 .610 

Interesting & challenging work 100 4.4700 .702 

Satisfied with job 100 4.3300 .876 

Working hours of job 100 4.1300 .981 

Opportunity for further advancement 100 3.9500 .880 

Training 100 3.8100 1.021 

Opportunity to improve skills 100 3.8000 1.024 

Promotion 100 3.2600 1.330 

Good salary 100 3.8300 1.015 

Rewarded fairly for experience 100 3.8500 .925 

Job responsibilities 100 4.4800 .758 

Never think about leaving school 100 3.8000 .994 

Opinion counts in the organization 100 3.7100 .935 

Respect by colleagues 100 4.3700 .705 

Job fully uses skills 100 4.0100 .758 

Opportunity for career Development 100 3.8100 .825 

Satisfied with the success 100 3.9300 .890 

Total 100 68.07 15.25 
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Table1.2 Significance of difference between mean score of various dimensions of job 

satisfaction for Male vs. Female teachers 

Dimensions of Job satisfaction Male (N= 50 ) Female (N=50) Sig. value 
of t-test  Mean S.D Mean S.D 

Enjoy their work 4.6 .638 4.46 .578 .254 

Interesting & challenging work 4.5 .762 4.44 .643 .672 

Satisfied with job 4.42 .927 4.24 .822 .307 

Working hours of job 4.16 1.07 4.10 .886 .762 

Opportunity for further advancement 4.0 .880 3.9 .886 .573 

Training 3.8 1.14 3.82 .896 .923 

Opportunity to improve skills 3.68 1.18 3.92 .829 .244 

Promotion 3.22 1.329 3.3 1.34 .765 

Good salary 3.9 .886 3.76 1.13 .493 

Rewarded fairly for experience 4.02 .936 3.68 .890 .066 

Job responsibilities 4.3 .931 4.66 .478 .017 

Never think about leaving school 3.78 1.035 3.82 .962 .842 

Opinion counts in the organization 3.8 .989 3.62 .878 .338 

Respect by colleagues 4.34 .772 4.4 .638 .673 

Job fully uses skills 3.96 .807 4.06 .711 .513 

Opportunity for career Development 3.84 .865 3.78 .789 .718 

Satisfied with the success 3.92 .986 3.94 .793 .911 

 Results (Table 1.2) reveals that the level of satisfaction of male teachers is high in 

relationship of female teachers regarding the dimensions they enjoy their work, work is 

interesting & challenging, satisfied with working hours, opportunity for further advancement, 

good salary, satisfied fairly for experience and opportunity for carrier development but there is 

no significant difference in the satisfaction of male & female teachers. For the other factors 

discuss above satisfaction level of female teachers is greater than male teachers but there is no 

significant variation in the satisfaction of male & female teachers as significant value of t-test is 

greater than .05 in all cases. 

 
Table-1.3 Significance of difference between mean score of various dimensions of job 

Satisfaction for Govt. vs. Private School teachers 

Dimensions of Job satisfaction 
Private (N= 50 ) Govt. (N=50) 

Sig. value of t-test 
Mean S.D Mean S.D 

Enjoy their work 4.54 .578 4.52 .646 .871 

Interesting & challenging work 4.58 .574 4.36 .802 .118 

Satisfied with job 4.30 .909 4.36 .851 .734 

Working hours of job 4.12 .961 4.14 1.01 .919 

Opportunity for further advancement 3.94 .842 3.96 .924 .910 

Training 3.70 .931 3.92 1.10 .284 

Opportunity to improve skills 3.84 .888 3.76 1.15 .698 

Promotion 3.42 1.26 3.10 1.38 .231 

Good salary 3.50 1.09 4.16 .817 .001 

Rewarded fairly for experience 3.68 .890 4.02 .936 .066 

Job responsibilities 4.50 .707 4.46 .813 .794 

Never think about leaving school 3.64 .920 3.96 1.04 .108 
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Opinion counts in the organization 3.62 .901 3.80 .968 .338 

Respect by colleagues 4.44 .611 4.30 .788 .324 

Job fully uses skills 3.98 .714 4.04 .807 .695 

Opportunity for career Development 3.74 .750 3.88 .895 .399 

Satisfied with the success 3.78 .887 4.08 .876 .092 

 Result (Table 1.3) reveals there is significant difference in the satisfaction level of govt. & 

private school teachers about the dimension „salary‟  and it is fulfilled that satisfaction level of 

govt. School teachers is greater than private school teachers. For the other factors discuss above 

there is no significant difference in the satisfaction level of govt. & private school teachers as 

significant value of t-test is greater than .05 in all cases. 

 
Conclusion and Recommendations 

 Results show that male respondents were found more fulfilled than their female counterparts. 

The study also revealed that govt. school teachers are more satisfied than the private school 

teachers. This is due to the plasticity, security of job, high wage and independence enjoyed by 

govt. school teachers. Study shows that private school teachers are very sensitive as regards wage 

fee. The Private Sector should revise the salary structure. The authorities should include teachers 

at the time of reorganization their salary. At the same time, both private and govt. schools 

teachers are dissatisfied on fair promotion procedures. Unbiased decisions on encouragement can 

increase the level of satisfaction among the teachers in this regard. Analysis also reveals that both 

private and govt. school teachers show low happiness level regarding the factor „Teachers 

Training. Therefore, establishment should organize regular training programmers to enrich and 

equip teachers with latest developments. Study further shows that level of happiness among both 

govt. and private school teachers is low regarding „opinion counts in the organization‟ . 

establishment should arrange regular formal meetings with teachers to consider their suggestions 

and also try to value it. Analysis also reveals that both private and govt. school teachers show low 

fulfillment level regarding the factor „opportunity for career Development‟ . For increasing the 

fulfillment level of the teachers in this regard establishment should try to provide opportunity for 

career development to the teachers in this connection. 

Suggestion for further research 

 A study on the relationship between the job approval and commitment among teachers can be 

undertaken. A study on the level of approval among teachers of rural and urban area can further 

be undertaken. Comparative analysis can be made between school and college teachers. related 

study can be done in case of college teachers. 
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Abstract 
 Investment management emphasizes the 
importance of diversification through portfolio. The 
study aims to analyze the property portfolio and 
sustainability in real assets. Investing in securities 
(i.e) shares, debentures, bonds are profitable as 
well as risky. As per investors point of view 
investing in financial securities is one of the avenue 
for investing our savings but on the other side it risk 
street of investment. It is hard to find investors 
invest their whole savings in a single security. 
Instead, they want to invest in a group of securities.  
 

Such group of securities is called portfolio. Portfolio 
management is refers to diversification of 
investment with a view to minimizing the risk and 
maximizing the returns. The benefit of collective 
investment is more efficient diversification of risk 
expert management of savings, availability and 
expansion of investment opportunities for small 
investors. When portfolio is created risk is reduced 
without sacrificing returns. Portfolio management 
deals with the theory and practice of optimum 
combining securities into portfolio. 

Introduction 

 An investor bearing in mind investments in securities is faced with the difficulty of choosing 

from amid a large number of securities and how to allocate his funds over this group of securities. 

mostly risk and return are the two important type of portfolio. The investor tries to choose the 

optimal portfolio taking into thought the risk and return kind of all possible portfolios. The 

optimal portfolio selection in the presence of transaction cost might differ from the classical 

solution. Investors who have a deep desire to very rethink their investment portfolio based on 

careful foundational principles. 

 An investor always invests his funds in a portfolio expecting to get first-rate returns reliable 

with the risk that he has to stand. The return realized from the portfolio has to be measured and 

the act of the portfolio has to be evaluated. It is clear that creation of an investment portfolio 

forever needs a rational investment activity. Portfolio management comprises all the processes 

involved in the creation and protection of a investment portfolio. It deals basically with the 

security analysis, portfolio analysis, portfolio selection, portfolio revision and portfolio 

evaluation. Portfolio management makes use of analytical techniques of analysis and abstract 

theories regarding basis share of funds. 

 
Evolution of Portfolio 

 Portfolio management is basically a systematic method of maintaining one‟s investment 

efficiently. The modern concept of the portfolio and the management techniques applied to 

investing today are really quite current many factors have contribute to the survival and 

developments of the concept. In the early years of the century forecaster used financial 

statements to find the value of the securities. understanding how they came to be can help 

provide insight into the real nature of investing, the way most ordinary investors think, and how 

to approach making the best decisions for any set of objectives.  
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 The other major method adopted was the study of stock price movement with the help pf 

price chart. This method later on was know as TECHNICAL ANALYSIS.  

 
Approaches in Portfolio Structure 

Generally there are two approaches in the structure of the portfolio 

Traditional approach 

Markowitz efficient frontier approach 

1) Traditional Approach: In traditional approach two important decisions are taken  

1) Determining the objective of the portfolio (current income growth in income capital) 

2) Selection of securities to be included in the portfolio (depends upon various objectives of 

investors) 

This approach includes four to six steps: 

 

ANALYSIS  DETERMINATION    SELECTION 

OF 

CONSTRAINT 

 OF OBJECTIVES    OF PORTFOLIO 

      

       

     

    BOND  

 ASSESMENT     

 OF RISK  COMMON  

 AND  STOCK  

 RETURN     

    

      

     BOND  

  COMMON  

       STOCK  

          

          

  
DIVERSIFICATION 

     

     

 

Analysis of Constraints 

 Income needs present income and constant income liquidity safety of principal time prospect 

tax considerations temperaments of the investors. 

Determination of Objectives 

 Portfolio has the common objective of financing present and future expenditures from a large 

pool of assets. Current income growth in income capital appreciation and presentation of capital. 

Selection of portfolio 

The selection of portfolio depends upon various objective of the investor.   

a) Objectives and asset mix: If the main objective is getting adequate amount of current 

income, sixty percent of the investment is made in debt instruments and remaining in equity. 
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Proportion varies according to individual preference 

b)  Growth of income and asset mix: the investor requires a certain fraction of growth as the 

income from the capital he has invested. The quantity of equity varies from 60 to 100 % and 

that of debt from 0 to 40 %. The debt may be included to minimize risk and to get tax release. 

c)  Safety of principal and Asset Mix: It means that value of the investment made increases over 

the year. Investment in real land can give faster capital approval but the difficulty is of 

liquidity. In the capital market, the value of the shares is much higher than the original issue 

price. 

 
Risk and Return Analysis 

 The traditional approach of portfolio building has some basic assumptions. First the 

individuals prefers larger to smaller returns from securities. To get these goal investors has to 

take more risk. The ability to achieve higher returns is dependent upon his ability to take specific 

risk. Example: interest rate risk, purchasing power risk, financial risk and market risk. 

 
Diversification 

 Once the assets mix is determined and risk –return relationship is analyzed, the final step is 

the diversification of portfolio. Main advantage of diversification is that the unsystematic risk is 

minimized. Financial risk can be minimized by commitments to top quality bonds but these 

securities offer poor fight to rise.  

 
Modern Approach 

 Modern portfolio theory (MPT) was introduced by Harry Markowitz. Prior to Markowitz's work, 

investors firm on assess the risks and rewards of individual securities in construct their portfolios. 

Model investment advice was to see those securities that offered the best chance for gain with 

the least risk and then build a portfolio from these, an investor might conclude that railroad 

stocks all offered good risk-reward kind and collect a portfolio entirely from these. We care for 

single-period returns for a variety of securities as chance variables, we can assign them expected 

values, standard deviations and correlations. Compute the expected return and instability of any 

portfolio constructed with those securities. 

 
Role of Portfolio Management 

 Portfolio management is the simply way from side to side which an investor can get good 

returns, as minimizing risk at the same time. So portfolio management objectives can be stated as 
 Risk minimization. 

 Safeguarding capital. 

 Capital Appreciation. 

 Choosing optimal mix of securities. 

 The key to effective portfolio management is the long-term mix of assets. Asset share seeks 

to optimize the risk/return profile of an investor by investing in a mix of assets that have low 

connection to each other. Investors with a more violent profile can weight their portfolio toward 

more unstable investments. Investors with a more conformist profile can weight their portfolio 

toward more stable investments. 

 Re-balancing: This is a method used to return a portfolio to its original target allocation at 

annual intervals. It is important for retaining the asset mix that best reflects an investor‟s 
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risk/return profile., the actions of the markets could depiction the portfolio to better risk or 

summary return opportunities. Example, a portfolio that starts out with a 70% equity & 30% fixed-

income share could, through an complete market rally, shift to an 80/20 allocation that exposes 

the portfolio to more risk than the investor can stand. 

 Re-balancing almost always entails the sale of high-priced/low-value securities and the 

posting of the proceeds into low-priced/high-value or out-of-favour securities. The annual 

iteration of rebalancing enables investors to capture gains and expand the opportunity for growth 

in high potential sectors while keeping the portfolio aligned with the investor‟s risk/return 

profile. 

 
Conclusion 

 From the above it is over that Portfolio is a grouping of various securities. Portfolio can be 

constructed with the help of Traditional approach and Modern Approach. The main objective of 

portfolio management is to help the investor in investing in various securities so, that risk is to be 

minimized and to get top yield of return. The basic objectives of portfolio are current income, 

constant income, preservation of capital, capital appreciation. Traditional approach takes the 

entire financial plan of the individual investor. In the Modern Approach Markowitz Model is used. 

More importance is given in this concept to Risk and Return Analysis. In traditional approach the 

constraint, investors need for current income and constant income are analyzed. 
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Abstract 
 Job satisfaction is a general attitude towards 
one‟s job, the difference between the amount of 
reward workers receive and the amount they 
believe they should receive. Employee is a back 
bone of every organization, without employee no 
work can be done. So employee‟s satisfaction is very 
important. Employees will be more satisfied if they 
get what they expected, job satisfaction relates to 
inner feelings of workers .Chi-Square test and 

percentage analysis have been used in this study to 
analyze the job satisfaction of paper mill employees 
in METTUPALAYAM . The study shows that only 44% 
of the employees are satisfied with the working 
conditions, 31% of them with the welfare facilities, 
44% of them with the accident compensation, and 
42% of them are satisfied with the rewards provided 
and 52% of them are satisfied with the grievance 
handling procedure. 

 

Introduction 

 Job satisfaction is the collection of tasks and responsibilities regularly assigned to one person, 

while a job is group of positions, which involves essentially the same duties, responsibility, skill 

and knowledge”. Job satisfaction has some relation with the mental health of the people.  

It spreads the goodwill of the organization. Job satisfaction reduces absenteeism, labour turnover 

and accidents. Job satisfaction increases employee‟s morale, productivity, etc. Job satisfaction 

creates innovative ideas among the employees. Individuals may become more loyal towards the 

organization Employees will be more satisfied if they get what they expected, job satisfaction 

relates to inner feelings of workers. Naturally it is the satisfied worker who shows the maximum 

effectiveness and efficiency in his work. Most people generalize that workers are concerned more 

about pay rather than other factors which also affects their level of satisfaction, such as canteen 

facilities, bonus, working conditions, etc. 
 

Statement of the Problem 

 Employees play are important role, so employee‟s satisfaction is a very essential one, hence 

there arises a need to study the job satisfaction of paper mill employees, 
 

Objectives of the Study 

1. To analyze the satisfaction level of the employees working conditions 

2. To analyze the satisfaction level of the employees rewards 

3. To analyze the satisfaction level of the employees welfare measures and Job security 

4. To suggest some measures for improving the satisfaction level of the employees. 
 

Scope of the Study 

1. Job satisfaction should be major determinants of an employee organizational behavior. 

2. A satisfied employee will be having positive attitude towards his or her job and would go 

beyond the normal expectation in his or her job. 
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3. A person who places high importance on imagination, independence and freedom is likely to 

be poorly matched with an organization that seeks conformity from its employees. 

Research Methodology 
1. Research design: A research design is the arrangement of conditions for collection and 

analysis of data in a manner that aims to combine relevance to the research purpose with 
economy in procedure. 

2. Sampling design: Sampling design refers to the technique or procedure the researcher would 

adopt in selecting items from the sample. 

3. Sampling size: 100 employees were selected after considering time and cost 

4. Sampling method: Convenience method of sampling is used to collect the data from the 

respondents. 

5. Data collection: The data is collected from both primary and secondary sources. Primary data 

is collected through interview schedule and the secondary data is collected from books, 

magazines, and websites etc. 

Sampling Technique: For the purpose of research study, the method of simple random sampling is 

undertaken 

Statistical Tools Used 

The collected data has been analyzed by using 

a) Percentage analysis 

b) Chi square test 

Analysis and Interpretation 

  Table 1: Designation 

Source: Primary data 

 From the above table, it is inferred that 57% 

of the respondents are workers, 32% of the 

respondents are staff members and 11% of the 

respondents are executives 

 

   Table 2: Departments 
Source: Primary data 

 From the above table, it is inferred that 53% of 
the respondents are working in production 
department, 29% of the respondents are working in 
others, 8% of the respondents are working in 
personnel departments, 6% of the respondents are 
working in finance department and 4% of the 
respondents are working in marketing department. 
   

Table 3: Number of Years of Service 
Source: Primary data 

 From the above table, it is inferred that 
40% of the respondents come under 21- 30 
years of service, 33% of the respondents comes 
under less than 10 years of service, 16% of the 
respondents comes under 11-20 years of 
service, 10 % of the respondents 31-40 years of 
service and 1% of the respondent comes under 
above 41 years of service. 

    

Designation No of employees Percentage 

Executives 11 11 

Staff 32 32 

Workers 57 57 

Total 100 100 

Departments Number of employees  (%) 

Personnel 8 8 

Marketing 4 4 

Finance 6 6 

Production 53 53 

Others 29 29 

Total 100 100 

Years of service Number of employees  (%) 

below10 33 33 

11-20 16 16 

21-30 40 40 

31-40 10 10 

Above 41 1 1 

TOTAL 100 100 
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  Table 4: Monthly Income 

Source: Primary data 

 From the above table, it is inferred that 

74% of the respondents are earning less than 

10000 rupees, 19% of the respondents are 

earning between 10001 and 150001, 5% of the 

respondents are earning between 15001-20000 

and 2% of the respondents are earning above 

20001. 

    Job Interest 

Source: Primary data 

 From the above table, it is inferred that 

55% of the respondents are highly satisfied 

with the job interest, 40% of the respondents 

are satisfied with the job interest. 3% of the 

respondents are having neutral opinions, 1% of 

the respondents are disagreeing with the job 

interest and 1% of the respondents are 

strongly disagreeing with the job interest. 

 
Chi Square Test 

 Chi- square test is carried out to test the hypothesis of the study. Here SA indicates – Strongly 

agree, A- Agree, N Neutral, D- Disagree, SD- Strongly disagree. 

 
Association between Experience and Opinion on the Salary 

NULL HYPOTHESIS (H0): There is no association between experience and opinion on the salary 

 
CALCULATED CHI SQUARE VALUE: 12.1 

Degree of freedom: (5-1), (5-1) =16 

 The table value for chi square 16 degrees of 

freedom at 5% level of significance is 26.20, since the 

calculated value is less than the table value, the null 

hypothesis is accepted .Hence we can infer that there 

is no association between experience and opinion on 

the salary. 

Findings 

 The organizations lack the relationship between workers and supervisors, it should be given 

due consideration. The organizations also lack on certain factors such as working conditions, 

Canteen, rest room facilities, rewards, recognition and promotion policy. Employee‟s welfare 

measures and Job security should be given utmost importance, so that the employee‟s turnover 

may be restricted. The organizations need to modify the reward system of the employees and 

promotions must be given based on merit, educational qualification and experience, and if these 

factors are given little more care, the company can maintain good workers with high level of 

satisfaction, organizational commitment and involvement. This will in turn lead to effectiveness 

and efficiency in their work which leads to increased productivity. 

Monthly income Number of employees % 

below10000  74 74 

10001-15000 19 19 

15001-20000 5  5 

Above 20001 2 2 

TOTAL 100 100 

Job interest Number of employees % 

Highly satisfied 55 55 

Satisfied 40 40 

Neutral options 3 3 

Disagree 1 1 

Strongly Disagree 1 1 

Total 100 100 

Experience Salary 

Below10 
SA A N D SD TOTAL 

6 18 5 3 1 33 

11-20 4 6 2 4 0 16 

21-30 14 13 10 2 1 40 

31-40 6 2 2 0 0 10 

Above 41 0 0 0 1 0 1 

TOTAL 30 39 19 10 2 100 
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Limitations of the Study 

1. The study is limited to mettupalayam city only and therefore, the findings of the study cannot 

be extended to other areas 

2. All the findings and observations made in the study are purely based on the respondents‟ 

answers which may be biased. Time and cost is also another constraint. 

 
Conclusion  

 This study aimed to find out the factors influencing quality of work life among employees in 

METTUPALAYAM city. The different causes that affect the employee‟s level of satisfaction are 

grievance handling procedure, denying chance to participate in decision making, lack of transport 

facility, development and encouragement provided for better performance. Quality of work life 

influences much in the performance level of the employees; hence the suggestions given in the 

present study will help the management in improving the level of satisfaction of the employees 

towards various factors influencing the work life quality 

 
References 

1. C.R Kothari (1990), Research Methodology, Second revised – edition, New Age international (P) 

Limited, Publishers, New Delhi 

2. C.B. Memorial (1993), Personnel Management. Eleventh– edition, Himalayan Publications. 

3. Levin Richard, David S. Rubin (2002), Statistics for Management, Seventh – edition, Prentice 

Hall of India Pvt. Ltd., New Delhi. 

 

 

  



Vol.5  Special Issue 1     October 2017   ISSN: 2321-4643 

 

 

Shanlax International Journal of Management 127 

 
DEMONETIZATION AND ITS EFFECT ON LIFE OF COMMON PEOPLE IN INDIA 

 

 
 

D.Selvi Aiswarya 

II MBA Student, Dr. SNS Rajalakshmi College of Arts & Science (Autonomous), Coimbatore 

 
Abstract 
 Indian government has taken a decision on ban 
1000 & 500 Rs note on 08/11/2016.In India economy 
with special emphasis with regards to its impact on 
the life of common people. This study helps us to 
known about the impact of note ban decision taken 
by the government. 
 

 This study is collected through secondary data 
with help of news papers, websites and with help of 
some useful books related to the Demonetization  
Keywords: Demonetization, Corruption, Market 
Stabilization Scheme, Cash Reserve Ratio, 
Globalization. 

Introduction  

 The Indian Economy is a $2 trillion worth one and considered as a growth engine of Asia. It is 

one of the economies that grew more than 7% in recent years. The industry as well as the services 

sector has been growing in phenomenon way in recent years, especially in service sector India has 

achieved a rare destination of Global Software Exporter. Despite of these achievements, India has 

been marred by corruption, execution deficiencies, lack of efficiency leaders and inefficient 

political system. Due to these flaws, a group of Indians representing less than 2-3% of Indian 

population have amazed wealth through ill fare manner. Certain statistics pointed out that the 

black money deposited by Indians in the offshore tax heavens exceeds $1 trillion which is 

equivalent to 45% of GDP. The black money became as the election issue and during the election 

campaign Mr.Narendra Singh Modi of BJP, vowed not only to bring back black money stashed in 

offshore market but also to abolish forfeited currency. 

 
Concept of demonetization  

 In order to fulfill the commitment, the Modi government has adopted the concept of 

Demonetization. One fine morning that is November 8, 2016, the Government has declared that 

the existing 500 and 1000 notes are invalid and void. After this concept was implemented across 

the country, there was a chaos, confusion and anger among the people. Indians are generally 

emotionless and reaction less people, thus leads them to accept this change without having any 

agitation or protest. During the initial period of demonetization, the government came with 

restriction on withdrawal and deposits as the withdrawal was limited to Rs.4000 for an individual 

and a maximum amount can be deposited to an account was limited to Rs.2,50,000. This created 

the fear and anxiety among the people, as they thought that the government vehemently 

imposing restrictions on withdrawing their own money. Nevertheless, the announcement of 50% 

tax for the people who deposit more than Rs.2, 50,000 in their account was the eye opener and 

installed the seriousness of the government on implementing demonetization move in the minds 

of the people. Of course, the demonetization resulted to mobilize about Rs.8-10 lakh crores of 

money and the bank now has excess liquidity in the system but after the days of implementation 

of demonetization, the government and the implementing authorities slightly felt that their aim 
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of bringing back the black money has not been achieved because only 5% of black money is in the 

form of cash.  

Objectives: To understand the concept of Demonetization, Short term, Long term impact and 

future implementation strategy 

Micro and macro aspects of demonetization  

 Now, the ordinary people are struggling to cope up with the new environment, that the 

government replaced the existing Rs.500 and Rs.1000 notes with Rs.2000 notes. People got 

confused about the reason of introducing Rs 2000 notes as the usage of the currency is very 

limited because of lack of stabilization. In the macro aspect, it is evident that, the banks are 

struggling with excessive liquidity and have consulted with RBI about the way of disposing excess 

cash accumulated due to the demonetization in the system. Various options like Repo rate, CRR, 

SLR and Market Stabilization Scheme (MSS)(Business Line) have been explored to contain volatility 

in the cash moment . The banks are suggesting that the RBI has to invoke MSS to shuck the excess 

money available in the system and here the problem is, if RBI implemented that it would be an 

additional burden for exchequer in addition with the cost involved on printing on notes.  

The another option available for the bank is that they can lend the money to the people at the 

lowest interest rate but if they did so, the inflation rate may sore up and perhaps will go beyond 

the stipulated limit of 4% to 5%. So the banks are cautious on reducing the interest rates and the 

same was understood from the recent monetary policy announcement by the RBI on December 7, 

2016 in which there is no change in the policy rate. So what the government has achieved because 

of the demonetization. 

 
Demonetization effect-short term  

1. The move created confusion and chaos among the people. 

2. Certain sections of the society namely agriculture sector , small traders , households , SME‟S , 

daily wages earners etc. 

3. Less currency circulation will reduce inflation. 

4. The economist felt in pessimistic about the prospects of abolishing black money and forfeited 

currency. 

5. Money supply will reduce in the short run until new 500 Rs. & 2000 Rs gets widely circulated 

in the market. 

 
Demonetization effect-long term 

1. This move leads to digitalization of payment process as people will be deprived of using hard 

cash. 

2. Government revenue will boost up as more earnings would be declared .The unbanked people 

will move to banking like jan-dhan contributing towards government‟s efforts of financial 

Inclusion. 

3. Collection of higher taxes will help in nation building like department of roads,  

infrastructure, transportation and many others.  

4. It will bring more business in taxation i.e , GST benefits. 

5. This will radically change the way of transactions happening in India in future, might be India 

will become as cashless country within the shortest period of time.  
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Implementation strategy 

1. They have to print more money in the denomination of Rs.100 and Rs.500 notes upto Rs.7 lakh 

to Rs.10 lakh crore 

2. Ensure the availability of notes for across the section of people by avoiding the hoarders to 

have control on the money. 

3. The RBI has to observe the excess liquidity from the banking system and the same should be 

appropriately used for industrial development in future. 

4. The RBI and bank should strike the balance on lending the money for consumption and 

business development in an appropriate way. 

5. The government and RBI should crack the whip on black money holders who invested their 

money in gold, real estates and offshore heavens through appropriate legislations to bring 

back to the country. 

6. The government of India has to take effect to reduce the corruption in all levels to mitigate 

the problem of black money as experts of money market and politics predicted that 

corruption is one of the main reasons for accumulation of black money. 

 
Methods/Statistical analysis:  

 This short communication is the outcome of observation of this author about the 

Demonetization in the Indian Economy with special emphasis with regards to its impact on the life 

of common people. The author referred articles and News Paper reports about demonetization, 

the opinion of eminent academicians in the field of economics and financial accounting and 

common people were also obtained to prepare this short communication. 

 
Findings:  

1) The common people in the ground level are suffering and they like to digest this suffering 

with the hope that this drive would eliminate the corruption at all levels. 

2) The issues of excessive money deposited in the Banks due to sucking of outlawed currency and 

the ways to use it effectively were deliberated in this short note. 

3) It also identified that the cashless transactions would become as the norm of payments in 

future. 

4) The demonetization would eradicate corruption in the longer run.  

 These findings are helpful for the stakeholders of Indian Monetary Policy makers and 

Government as it reflect the prevailing outcome of demonetization. The archives of various 

publication shows that the demonetization is the reason for undue hardship faced by the people 

and the same finding was observed in this analysis but this short note found that the people 

understood that their sufferings are temporary in nature and believe that their suffering would be 

over in the immediate future. Since this is new to both the Government of India and its people, 

both are confused thus resulted slight unrest among them. 

 
Application/Improvements 

1) The outcome of this short note can be used by GoI, Reserve Bank of India for further 

refinement of demonetization.  
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Conclusion 

 The demonetization effect has deeper impact on the life of common people as they suffered a 

lot from this move. Moreover, the people who withstood this suffering are having expectation that 

this move should have to completely eradicate corruption and make their life as comfortable, for 

this the people silently accept this move, however if the implementation have not been done in 

proper manner and the desired objectives have not been achieved the ultimate sufferers are 

crores of common people. The government is also unlikely to restore normalcy in the areas of 

availability of enough cash in the hands of people within 50 days as committed and it would take 

minimum nine months to one year to get rid of this issue. In a Nutshell, this is good concept but 

implemented with flaws.  
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Abstract  
 A mutual fund is safekeeping that basin the 
savings of a number of lender who share a common 
financial aspiration. The money collected is then 
lender in capital market instruments such as shares, 
debentures and other securities. The income earned 
through these investments and the capital gratitude 
actualization is shared by its unit holders in 
proportion to the number of units owned by them. A 
mutual fund is the most suitable investment for the 
common man as it offers an opportunity to invest in 

a diversified, skilled managed of securities at a 
nearly low cost. The analysis was achieved through 
various financial tests like Sharpe Ratio, Treynor 
Ratio, and Standard Deviation. The analysis depicts 
that majority of funds selected for study have 
outperformed under Sharpe Ratio as well as Treynor 
Ratio. 
Keywords: Mutual funds, Alpha, Beta, Net Asset 
Value, Sharpe, Treynor and Jensen‟s, Risk-Return, 
Standard Deviation. 

 

Introduction  

 Mutual fund is a skilled compelled type of collective investment scheme that pools money 

from many investors and invests in stocks, bonds, short term money market instrument and 

securities. Mutual funds have become a widely popular and effective way for investors to 

participate in financial markets in an easy, low cost, while muting risk features by spreading the 

investment across different types of securities, also called as diversification. But the biggest 

advantage to mutual funds is diversification, by minimizing risk & maximizing returns.  

 A Mutual fund is an investment company that creates a bridge between individual investors or 

retail investors & corporate giants. Mutual funds provide an investment options for retail investors 

or individual investors those who are not aware about stock market still they want to invest their 

funds in stock market with a small amount of money. Mutual fund is a pure intermediary which 

performs basic function of buying & selling security on behalf of its investors or unit holders. A 

regular performance assessment of the mutual funds is essential for the investors and the fund 

manager also a basis of the returns associated with the risk free security and stock market 

directories. 

 Mutual fund fees are paid for the services provided to investors by the fund. Because the main 

service provided by a mutual fund is portfolio management, fees should reflect fund risk adjusted 

performance. It follows that there should be a positive relation between before fee risk adjusted 

expected return and fees. 

 
Review of Literature 

A large number of studies have been done on the growth and financial performance of mutual 

funds. Mutual fund industry has experienced a radical growth in the past two decades. Increase in 

the number of schemes with increased mobilization of funds in the preceding few years notes the 

importance of Indian mutual funds industry. To fulfil the expectations of millions of retail 

investors, the mutual funds are mandatory to function as successful institutional investors. Proper 
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assessment of various fund performance and their contrast with other funds helps retail investors 

for making investment decisions. Considering the interest of retail investors modest statistical 

techniques like averages and rate of returns are used. 

 Barua and Varma 19911 evaluated the performance of master share (1987-1991) using CAPM 

approach from the view point of large investors, small investors and from fund management. 

The study had used ET Index as a proxy for market behaviour. The risk adjusted performance 

is measured by using Sharpe, Jensen and Trey nor measures. They used capital market line to 

study the risk return relationship of the fund from the prospective of large investors and 

security market line for small investors. The study concludes that the fund performed better 

than the market for small investors and fund management but the fund did not do well when 

compared to CML.  

 Shome 19942 based on growth schemes examined the performance of the mutual fund 

industry between April 1993 to March 1994 with BSE SENSEX as market surrogate. The study 

revealed that, in the case of 10 schemes, 2015151the average rate of return on mutual funds 

were marginally lower than the market return while the standard . 

 Ms. Rajeswari T.R., Prof. V.E. Rama Moorthy 20013 in the paper ―An Empirical Study on 

Factors Influencing the Mutual Fund Scheme Selection by Retail Investors have expressed that 

mutual fund is a retail product designed to target small investors, salaried people and others 

who are not intimidated by the mysteries of stock market but, nevertheless, like to reap the 

benefits of stock market investing. At the retail level, investors are unique and are a highly 

heterogeneous group. Hence, their fund/scheme selection also widely differs  

 RoshniJayam’s 20024 study brought out that, equities had a good chance of appreciation in 

future. The researcher was of the view that, investors should correctly judge their investment 

objective and risk appetite before picking schemes, diversified equity funds were typically 

safer than others and index funds were the best when market movements were not certain. 

The researcher suggested Systematic Withdrawal Plan (SWP) with growth option was more 

suitable for investors in need of regular cash inflows. 

 Jain, Jul 20125 The study has investigated the performance of equity founded mutual fund 

schemes in India, using CAPM. In the long run, the private and public companies have 

achieved well. While reliance and kotak mutual fund trades have been the best performs than 

the UTI and SBI has worst performer. The result clearly designate that over the period of last 

15 years, the private sector mutual fund companies have outdone then the public sectors and 

by observing the performance of each and every mutual fund.  

 Ravikumar, Aug 20136 In their paper evaluated the performance of selected Indian mutual 

fund schemes in terms of five performance measures (a) Sharpe ratio (b) Treynor ratio (c) 

Jensen measure (d) Sharpe differential return measure (e) Fama‟s mechanisms of investment 

performance using attuned monthly NAV of 60 schemes from 10 mutual funds for the five year 

dated, that is, from April 2000 to March 2005. Two Benchmark Portfolios (a) Market Index (b) 

Set of Fund indexes was used for this purpose. Monthly antiquated on 91-days Treasury Bills 

was used as a surrogate for risk free return.  

 Dr.Sarika, Nov 20157 However, there is a difference between two. Saving refers to funds 

kept for making specific purchases in the approximately nearby future and for emergencies. 

Lending, on the other hand, focuses on increasing net worth and realizing long-term financial 

aims. Lending involves risk of loss of principal and is more implicated on the return of 

investment. This total risk, calculated by standard deviation, can be divided into two 
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Unsystematic risk, systematic risk. Unsystematic risk is also termed diversifiable risk. 

Systematic risk may be called non-diversifiable risk, unavoidable risk or market risk and 

measured by Beta.  

 
Objectives 

 To examine the performance of selected mutual funds. 

 To study and analyze the significance of different statistical tools used by the brokers and 

portfolio managers for the performance evaluation of mutual funds.  

 To examine whether there is a significant relationship between risk and return variables of 

selected mutual funds.  

 To analyze the Volatility of selected mutual fund schemes with respect to their benchmark.  

 
Scope of the study 

 The study is limited to evaluate the performances of mutual fund schemes in respect of their 

risk, return and liquidity. The study mutual fund schemes out of mutual fund industry in India 

for comparison.  

 The project primarily deals with mutual funds.  

 Equity shares in terms of market capitalisation from different sectors are selected.  

 The scope of the study of mutual funds is very large but this study is confined to only 5 AMC‟s 

mutual funds  

 The funds are selected on the basis of their Assets Under Management (AUM) and each fund is 

chosen from different fund houses. 

 Different statistical tools were used on the data obtained which are Average returns, Standard 

deviation, Fund Beta, Treynor‟s Performance Index, Sharpe‟s Performance Index and Jensen‟s 

Alpha.  

 Risk free rate is assumed to be 8.56% (which is rate of return of 364 days Treasury Bills in 

India as on 1st, Oct 2014) for the calculation purpose. 

 
Data Collection  

Primary data: Collected through face to face conversation with portfolio managers and Brokers  

Secondary data 

 Collected through authenticated Reports, Magazines, Publications, Newspapers, Internet 

websites.  

 The theoretical contents are gathered purely from eminent text books and references. 

 
Research Methodology  

 The present study made an attempt to analyze the performance of the selected mutual fund 

schemes with the market during the period of the study. In order to achieve the objectives an 

analysis has been made to compare these schemes with the market on the basis of risk and 

return. Different statistical and financial tools are used to evaluate the performance of these 

mutual fund schemes under the present study. These tools and techniques include standard 

deviation, beta, alpha, R squared, Sharpe ratio. 
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Data Analysis 

 The study based risk and return on mutual fund schemes. It has been consider and determine 

top 5 schemes as its UTI transportation and logistics fund, SBI pharma fund, Birla sunlife MNC 

fund, Reliance Pharma fund, ICICI prudential banking and financial service fund. For this 

calculation of the risk is used the daily growth of net asset value (NAV) of the mutual funds along 

with closing price.  

 
Alpha 

 It‟s basically is difference between the returns an investors expected from a fund A positive 

alpha means the fund has outperformed its benchmark index and negative alpha indicates 

underperformance of the fund.  

 
Beta 

 Measure the volatility of a particular fund in comparison to the market as that is the extent to 

which the fund‟s return is impacted factors. Beta is calculated using a statistical tool called 

regression analysis.  

 
Standard deviation  

 The total risk is that how much the risk of the return on a fund is deviating the expected 

return based on performance of the funds. And it indicates that the net asset value (NAV) of the 

mutual fund more volatile than risk than a fund with lower standard deviation.  

 
Sharpe ratio  

 SR is an important measure that evaluates the return that a fund the generate relative to the 

risk taken Risk is measured by standard deviation. It is used for the fund that has low correlation 

with the benchmark. It indicates that risk-free asset would perform better than the fund being 

analyzed.  

 
R-Squared 

 Measures the relationship between a portfolio and benchmark and its thought percentage 

from 1 to 100 not measured the performance of the portfolio. 

Name of the scheme 
Last 5  

Year Return 
Standard 
Deviation 

Beta (Risk) Alpha 

UTI Transportation and logistics funds 29.14 22.82 1.16 19.63 

SBI Pharma Fund 26.68 14.34 0.88 5.56 

Birla Sun life Fund 25.01 17.58 0.73 11.86 

Reliance Pharma Fund 23.16 23.16 0.88 7.31 

ICICI prudential Banking and Financing Fund 20.66 20.66 0.85 3.05 

  
 Here we analysis the last 5 year return on mutual fund. And calculate the net asset value 

NAV. and standard deviation from the return. Beta value analyzed for the UTI transportation and 

logisticsfund(1.16), SBI Pharma fund(0.88), Birla sun life fund(0.73), reliance Pharma fund(088), 

And ICICI prudential banking and financial service fund(0.85) of top 5 schemes. 
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Rank Analysis 

Name 
Sharpe 
Ratio 

R-Squared % Rank 

UTI Transportation and logistics funds 1.35 61 I 

SBI Pharma Fund 1.37 83 III 

Birla Sun life Fund 1.41 53 II 

Reliance Pharma Fund 1.01 95 IV 

ICICI prudential Banking and Financing Fund 1.23 90 V 

 Analyzed the Sharpe ratio form the beta value as it‟s the schemes the ratio were find from 

the CAPM. Then calculate R-Squared value of scheme of mutual funds. And then rank the 

schemes. 

 
Findings of the Study  

 The present study respond that, in most of the cases mean return on equity mutual fund 

scheme more than the risk return on other mutual fund schemes and SBI, ICICI, Birla sun life , 

Reliance, UTI term deposit rates. Further equity mutual fund schemes show that remarkable 

return for the period of 1st year and 5th year. The mean return on hybrid mutual fund schemes 

has shown instability during the study period, and served the purpose of hybrid funds only during 

the period of 6 months, 1st year and 5th year. The mean return on debt mutual fund schemes top 

5 selected schemes was consistently positive from the 5 schemes.  

 70-100% is the good correlation between the returns  

 40-70% is the average correlation between the returns  

 1-40% is the low correlation between the returns  

 
Conclusion 

 Mutual fund is subject to market risk, despite of that it have low risk than stock market. This 

is proved in performance evaluation section of this report. The risk-return analysis can be used as 

a stable platform by the investors in establishing the trade-off between portfolio risk and return. 

Performance analysis should be done with a multi-criteria approach integrating all its various 

aspects, i.e. including calculations over different time periods (short term, medium term and long 

term), and including the three dimensions of performance evaluation (relative performance, beta 

exposure and manager skill). So, analyzing the performance of companies with the help of 

Fundamental Analysis is also very important before investing. The performance of risk based 

mutual fund schemes using CAPM. In the long run, the private n and public sector companies have 

performed far better than the public sector. Monthly NAV of different schemes have been used to 

calculate the returns from the fund schemes. BSE- sensex has been used for market portfolio.  

The historical performance of the selected schemes were evaluated on the basis of sharpe, 

Treynor and Jensen‟s measure whose results will be useful for investors for taking better 

investment decisions. From Treynor results, it found that 19 out of 29 schemes had outperformed 

the benchmark. There taken Sharpe ratio and then R-Squared value shows the positive Alpha 

value and indicates performance the schemes.  
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Abstract  
 Stock exchange is a platform, where dealings 
are undertaken. Shares, debentures, bonds are 
issued by the public sector companies, private 
companies and government etc. Stock market 
consist of money market and capital market. Capital 
market are classified into primary market and 
secondary market. Primary market is concerned in 
dealing with new issues, where secondary market is 
the market in which buying and selling of already 
issued securities. The transaction of secondary 
market are done through medium of stock exchange. 
The stock exchange movements are watched all over 
the world as they are considered the barometers of 
the industrial performance. Even it also provides a  

platform to deal in securities, where demand and 
supply factors determine the pricing of the stock.  
NIFTY 50 is a broad based index consisting of  
50 large companies listed on National Stock 
Exchange of India (NSE). NIFTY 50 is the benchmark 
index of India, reflecting the overall conditions of 
Indian equity market as well as Indian economy. 
Over the years, NIFTY 50 has be-come the most 
widely used benchmark for exchange traded 
products in Indian equity markets. 
Keywords: Stock exchange, money market, capital 
market, Primary market, secondary market, 
barometers, NIFTY 50. 

 

Introduction 

 A stock exchange is an exchange where stock brokers and traders can buy and sell shares of 

stock, bonds, and other securities. Stock exchange may also provide facilities for issue and 

redemption of securities and other financial instruments and capital events including the payment 

of income and dividends. Stock exchange is also known as Security Market or Stock Market or 

Share Market. It is an organized market for the purchase and sale of industrial and financial 

securities. It is convenient place where trading in securities is conducted in systematic manner. 

The main object of establishing a stock exchange is to, to regulate and to control the buying and 

selling in securities. 

 Securities traded on a stock exchange include stock issued by listed companies, unit trust, 

derivatives, pooled investments products and bonds. Stock exchanges often function as 

“continuous auction” markets with buyers and sellers consummating transactions at a central 

location such as floor of the exchange. To be able to trade a security on a certain stock exchange, 

it must be listed there. Usually, there is a central location at least for record keeping, but trade 

is increasingly less linked to such a physical place, as modern markets use electronic networks, 

which gives them all the advantages of increasing speed and reducing cost of transactions.  

Trade on an exchange is restricted to brokers who are members of the exchange. In recent years, 

various other trading venues, such as electronic communication networks, alternative trading 

systems and "dark pools" have taken much of the trading activity away from traditional stock 

exchanges.  

 The initial public offering of stocks and bonds to investors is done in the primary market and 

subsequent trading is done in the secondary market. A stock exchange is often the most important 

component of a stock market. Supply and demand in stock markets are driven by various factors 

that, in all free markets, affect the price of stocks. 

https://en.wikipedia.org/wiki/Listing_%28finance%29
https://en.wikipedia.org/wiki/Electronic_communication_network
https://en.wikipedia.org/wiki/Alternative_trading_system
https://en.wikipedia.org/wiki/Alternative_trading_system
https://en.wikipedia.org/wiki/Alternative_trading_system
https://en.wikipedia.org/wiki/Dark_pool
https://en.wikipedia.org/wiki/Initial_public_offering
https://en.wikipedia.org/wiki/Primary_market
https://en.wikipedia.org/wiki/Secondary_market
https://en.wikipedia.org/wiki/Stock_market
https://en.wikipedia.org/wiki/Free_market
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 There is usually no obligation for stock to be issued via the stock exchange itself, nor must 

stock be subsequently traded on the exchange. Such trading may be off exchange or over the 

counter. This is the usual way that derivatives and bonds are traded. Increasingly, stock 

exchanges are part of a global securities market.  

 In the early 1600s the Dutch east India Company (VOC) became the 1st company in history to 

issue bonds and shares of stock to the general public. Indian market is now comparable to many 

development markets in terms of a number of qualitative parameters. Stock Exchange (also called 

Stock Market) is one important constituent of capital market. Stock Exchange is an organized 

market for the purchase and sale of industrial and financial security. It is convenient place where 

trading in securities is conducted in systematic manner i.e. as per certain rules and regulations. 

It performs various functions and offers useful services to investors and borrowing companies. It is 

an investment intermediary and facilitates economic and industrial development of a country. 

 
Stock markets 

 Money markets are used for a short-term basis, usually for assets up to one year or less than 

one year. But capital markets are used for long-term assets, which are those with maturities of 

greater than one year. Capital markets include the equity (stock) market and debt (bond) market. 

Money markets and capital markets comprise a large portion of the financial market and are often 

used together to manage liquidity and risks for companies, governments, publics. 

 
Capital Markets 

 Capital markets are perhaps the most widely followed markets. Both the stock and bond 

markets are closely followed, and there daily movements are analyzed as proxies for the general 

economic condition of the markets. As a result, institutions operating in capital markets –stock 

exchanges, commercial banks and all types corporation, including nonbank institutions such as 

insurance companies and mortgage banks – are carefully scrutinized.  

 The institutions operating in the capital markets access them to raise capital for long-term 

purposes, such as for a merger or acquisition, to expand a line of business or enter into a new 

business, or for other capital projects. Entities that are raising money for these long-term 

purposes come to one or more capital markets. In the bond market, companies may issue debt in 

the form of corporate bonds, while both local and federal governments may issue debt in the form 

of government bonds. Similarly, companies may decide to raise money by issuing equity on the 

stock market. Companies and government entities which issues equity or debt are considered the 

sellers in these markets. 

 
Money Market 

 The money market is often accessed a long side the capital markets. Money markets are a 

good place to "park" funds that are needed in a shorter period – usually one year or less. The 

financial instruments used in capital markets include stocks & bonds, but the instruments used in 

the money markets include deposits, loans, acceptances and bills of exchange. Institutions 

operating in money markets are central banks, commercial banks and acceptance houses, among 

others.  

 Money markets provide a variety of functions for individual, corporate or government entities. 

Liquidity is often main purpose for accessing money markets. When short-term debt is issued, it is 

often for the purpose of covering operating expenses or working capital for a company or 

https://en.wikipedia.org/wiki/Over-the-counter_%28finance%29
https://en.wikipedia.org/wiki/Over-the-counter_%28finance%29
https://en.wikipedia.org/wiki/Over-the-counter_%28finance%29
https://en.wikipedia.org/wiki/Derivative_%28finance%29
https://en.wikipedia.org/wiki/Bond_%28finance%29
http://kalyan-city.blogspot.com/2010/09/what-is-capital-market-meaning.html
http://www.investopedia.com/terms/a/asset.asp
http://www.investopedia.com/terms/l/longtermassets.asp
http://www.investopedia.com/terms/e/equity.asp
http://www.investopedia.com/terms/d/debt.asp
http://www.investopedia.com/terms/i/insurance.asp
http://www.investopedia.com/terms/m/mortgage.asp
http://www.investopedia.com/walkthrough/corporate-finance/5/raising-capital/introduction.aspx
http://www.investopedia.com/walkthrough/corporate-finance/5/raising-capital/introduction.aspx
http://www.investopedia.com/terms/m/merger.asp
http://www.investopedia.com/terms/a/acquisition.asp
http://www.investopedia.com/terms/c/capital-project.asp
http://www.investopedia.com/terms/b/bondmarket.asp
http://www.investopedia.com/terms/c/corporatebond.asp
http://www.investopedia.com/terms/g/government-bond.asp
http://www.investopedia.com/terms/s/stockmarket.asp
http://www.investopedia.com/terms/f/financialinstrument.asp
http://www.investopedia.com/terms/d/deposit.asp
http://www.investopedia.com/terms/a/acceptance.asp
http://www.investopedia.com/terms/b/billofexchange.asp
http://www.investopedia.com/terms/c/centralbank.asp
http://www.investopedia.com/terms/s/shorttermdebt.asp
http://www.investopedia.com/terms/o/operating_expense.asp
http://www.investopedia.com/terms/w/workingcapital.asp
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government and not for capital improvements. Companies may want to invest funds overnight and 

look to the money market to accomplish this, or they may need to cover payroll and look to the 

money market to help. The money market plays a key role in ensuring companies and 

governments to maintain the appropriate level of liquidity on a daily basis, without falling short 

and needing a more expensive loan or without holding excess funds and missing the opportunity of 

gaining interest on funds. Investors, on the other hand, use the money markets to invest they 

funds in a safe manner. Unlike capital markets, money markets are considered low risk; risk-

adverse investors are willing to access them with anticipation that liquidity is readily available. 

Older individuals living on a fixed income often use the money markets because of the safety 

associated with these types of investments. 

 
Nifty 50; 

 The NIFTY 50 index is National Stock Exchange of India's benchmark stock market index for 

Indian equity market, It has launched on 21st April 1996. Nifty is owned and managed by Indian 

Index Services and Products (IISL), which is a wholly owned subsidiary of the NSE Strategic 

Investment Corporation Limited. IISL had a marketing and licensing agreement with Standard & 

Poor's for co-branding equity indices until 2013. NIFTY 50 Index has shaped up as a largest single 

financial product in India, with an ecosystem comprising: exchange traded funds, exchange-

traded futures and options (at NSE in India and at SGX and CME abroad), other index funds and 

OTC derivatives (mostly offshore). NIFTY 50 is the world‟s most actively traded contract. WFE, 

IOMA and FIA surveys endorse NSE‟s leadership position. The NIFTY 50 covers 13 sectors of the 

Indian economy and offers investment managers exposure to the Indian market in one portfolio. 

During 2008-12, NIFTY 50 50 Index share of NSE market capitalization fell from 65% to 29%[2] due 

to the rise of sectorial indices like NIFTY Bank,IT, NIFTY Pharma, NIFTY SERV SECTOR, NIFTY Next 

50, etc. The NIFTY 50 Index gives 29.70% weightage to financial services, 0.73% weightage to 

industrial manufacturing and nil weightage to agricultural sector. The NIFTY 50 index is a free 

float market capitalization weighted index. The index was initially calculated on full market 

capitalization methodology. From June 26, 2009, the computation was changed to the free float 

methodology. The base period for the CNX Nifty index is on November 3, 1995, which marked the 

completion of one year of operations of National Stock Exchange Equity Market Segment. The 

base value of the index has been set at 1000, and a base capital of Rs 2.06 trillion 

 
Objectives of the study 

1. To analyses the role of stock exchange. 

2. To analyses the performance of nifty 50. 

 From its base value of 1000 in November 1995, the NIFTY 50 reached the 2000 mark in 

December 2004, taking 9.1 years to double. Thereafter, the journey of NIFTY 50 was swift 

wherein it reached the 6000 mark in only 2.9 years. It took another 6.4 years to reach the 7000 

mark in May 2014 from 6000 in December 2007. The 9000 level was achieved in March 2017 which 

was the relatively faster from 7000 level taking only 2.8 years. The flagship index „NIFTY 50‟ hit 

the 10,000 mark on 25 July 2017 taking only 4.3 months to move from 9000 to 10000. 

http://www.investopedia.com/terms/c/capitalimprovement.asp
http://www.investopedia.com/terms/p/payroll.asp
http://www.investopedia.com/articles/basics/07/liquidity.asp
http://www.investopedia.com/terms/i/interest.asp
http://www.investopedia.com/terms/r/riskaverse.asp
http://www.investopedia.com/terms/r/riskaverse.asp
http://www.investopedia.com/terms/f/fixedincome.asp
https://en.wikipedia.org/wiki/National_Stock_Exchange_of_India
https://en.wikipedia.org/wiki/Stock_market_index
https://en.wikipedia.org/wiki/India_Index_Services_and_Products
https://en.wikipedia.org/wiki/India_Index_Services_and_Products
https://en.wikipedia.org/wiki/India_Index_Services_and_Products
https://en.wikipedia.org/wiki/India_Index_Services_and_Products
https://en.wikipedia.org/wiki/Standard_%26_Poor%27s
https://en.wikipedia.org/wiki/Standard_%26_Poor%27s
https://en.wikipedia.org/wiki/Standard_%26_Poor%27s
https://en.wikipedia.org/wiki/National_Stock_Exchange_of_India
https://en.wikipedia.org/wiki/India
https://en.wikipedia.org/wiki/SGX
https://en.wikipedia.org/wiki/CME_Group
https://en.wikipedia.org/wiki/Indian_economy
https://en.wikipedia.org/wiki/NIFTY_50#cite_note-2
https://en.wikipedia.org/wiki/Capitalization-weighted_index
https://en.wikipedia.org/wiki/Capitalization-weighted_index
https://en.wikipedia.org/wiki/Capitalization-weighted_index
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Methodology 

 The NIFTY 50 Index tracks performance of a portfolio of the 50 largest and most liquid Indian 

securities. The companies are filtered for liquidity on the basis of impact cost which is the cost of 

executing a transaction in a security in proportion to its index weight, and measured by market 

capitalization at any point in time. NIFTY 50 methodology delivers to be the most replicable and 

reliable benchmark index for the Indian equity market. Index is re-balanced on semi - annual 

basis. The cut-off dates are January 31 and July 31 of each year, i.e. for semi-annual review of 

indices, average data for six months ending the cut-off date is considered. Four weeks prior 

notice is given to market from the date of change. NIFTY 50 Index has an inception date of 

November 3, 1995. The index was constructed using a unique concept of impact cost, which helps 

in the selection of highly liquid stocks and results in the creation of a replicable index. Initially 

constituents were weighted on basis of full market capitalization and from June 26, 2009 

onwards, the computation was changed to free float methodology 

Performance  

 Since inception, NIFTY 50 has given annualized returns of 11.2% while having annualized 

volatility of 24.5%. Volatility in recent periods has reduced from over 24% since inception to close 

to 8-11% in more recent times (6 month to 1 year period). The return to risk ratio of NIFTY 50 has 

also improved substantially over the years from 0.46 since inception to 1.98 in the last 6 month 

period. NIFTY 50 as on July 24, 2017 was trading at P/E of 25.45x and P/B of 3.55x which are 

lower than previous highs of 28.5x on 11 Feb 2000 and 6.6x on Jan 08, 2008 respectively. 
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Conclusion 

 The economic development of a country depends on establishment of Industries in that 

country. Industrial growth of a country ensures the economically development of the country. 

Therefore, economic development of a country can be measured through stock exchange. In other 

words, it can be said that stock exchange is a barometer of the economic development of a 

country. Thus, a stock exchange is a form of exchange which provides services for stock brokers 

and traders to trade shares, debentures and other securities. Stock exchanges also provide 

facilities for issue and redemption of securities. To be able to trade a security on a certain stock 

exchange, that security must be listed there. 

 There were used many literature of review for this research study and formulated appropriate 

methodology for accomplish objectives of the study, researcher exercised year average of BSE 

SENSEX and NIFTY Indian stock index. 
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Abstract 
 Training effectiveness in steel industry is a 
critical aspect of the development of knowledge of 
workforce. The objective of this study is to examine 
effectiveness of Training. To survive in the 
globalised era, organizations need to continuously 
develop the knowledge, skill and ability of their 
human resources throughout the year, the 
organization spend a huge amount of money for the 
purpose of training and development of the human 

resources. But the crucial point is effectiveness. 
This paper is a means by which employees express 
their feedback regarding the effectiveness of 
training in a steel factory. Hence, relevant and 
appropriate policies and procedures can be 
developed and implemented for an effective 
management. 
Keywords - Training Need Analysis, Performance, 
skill, Ability, Satisfaction. 

 
Introduction  

 The man is ultimate resources of any organization because the success or failure of any 

organization depends on efficient and effectiveness of man power and their functioning.  

The entire gamut of activities of an organization revolves around the human resources. Therefore, 

people are the most significant resources of any organization. Employee development is carried 

through the programmes of training and training brings the requisite development in the 

employees working at different levels. Training and development is one of the sub-systems of 

Human Resource Development. Therefore, the present study helps to ascertain the effectiveness 

of training and development in the steel units of India. Hence, India was the world‟s third-largest 

steel producer in 2016. The growth in the Indian steel sector has been driven by domestic 

availability of raw materials such as steel ore and cost-effective labour. Consequently, the steel 

sector has been a major contributor to India‟s manufacturing output. 

 The Indian steel industry is very modern with state-of-the-art steel mills. It has always strived 

for continuous modernisation and up-gradation of older plants and higher energy efficiency levels. 

 
Objectives of the study  

 To study about the training evaluation and effectiveness practices in major steel industrial 

units namely, VSP, SAIL, Tata Steel and JINDAL. 

 To analyse the views of management respondents regarding the evaluation of training 

programme implemented at VSP. 

 
Research design /Methodology  

1. Sampling design  

Primary Data Collection: data collected through survey and questionnaires. Secondary data 

collection: data collected through industry profile, journals, and reports in website. 

2. Data Analysis Tool: Data analyzed and validated by SPSS package to compute various statistical 

values wherever it is necessary. Suitable diagrams are used to exhibit the analyzed data. 
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3. Area of the study- Coimbatore City 

4. Sample size- 60 employees  

5. Sample unit-Employees of SAIL steel industries. RINL Steels, JSW Steels, ESSAR Steels.  

 
Importance and Its Evolution and Effectiveness  

 As organizations need to invest in the development of human capital through training 

programmes, it is important to develop a tool that will help the organization to improve the 

training effectiveness. If a training programme is proved to be effective, it will definitely yield 

the positive results that are desired by the company. The effectiveness of training programme can 

be maximized by following ten steps as under: 

1) Training-needs identification 

2) Pre-training activities 

3) Planning and organizing the program properly 

4) Designing the module 

5) Feedback on the faculty 

6) Feedback from the external faculty 

7) Training plan and budgets 

8) Development of In-house faculty 

9) Nomination to external seminars and training programs 

10) Focus on quality training. 

 
Training Evaluation and Effectiveness in SAIL 

 The evaluation of training and its effectiveness is also conducted at SAIL and its different 

units. These programmes have been selected by taking into consideration the duration, 

frequency, organization wide programmes and usefulness in imparting critical skills.  

The programmes are being evaluated for training effectiveness at Reaction level, learning level 

and Application level while assessment of performance improvement workshops is done at Result 

level also. 

 SAIL through MTI conducts training related to management subjects and such training 

influences thought and behavioral process of the participants. MTI gives due importance to quality 

of training. To assess relevance and process of training, the training department has Quality 

Management System (QMS) in place. The audit of quality of training is done every quarter by 

internal auditors. Annual audits are conducted by external auditors. 

 The Management Review Committee (MRC) meets every quarter to look into deviations and 

thereby decides about corrective action. By using various parameters, the committee also reviews 

the trend and variation over a period of each quarter. 

 
Effectiveness of Training at Reaction Level  

For assessing training at reaction levels following three indices are used: 

 Customer Satisfaction Index (CSI) 

 Support Service Index (SSI) 

 Content and Process Rating (CPR) of individual sessions. 

 After each programme, the reaction level assessment is obtained from the participants. Based 

on responses, the CSI and SSI are also calculated. Each session of the programme is assessed by 

the participant for its content and the process adopted by the concerned faculty. 
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Effectiveness of training at Learning Level 

 A lot of importance is given to the second level of assessment that is learning. What do they 

learn and what learning they apply at workplace is an important piece of information to assess 

effectiveness of any management training programme. A system of learning sheet has been 

introduced in every training programme. A well structured format of learning sheet is distributed 

to all participants. Participants are requested to record learning points against each session of the 

programme. They are also expected to list down those proposed applications for which the 

progress can be monitored by them. 

 
Effectiveness of training at Application Level 

 Assessing effectiveness of training at result level is a long process. There are various 

methodologies and each methodology requires collection of primary data from the workplace of 

the participants. 

 
Training evaluation and effectiveness in Tata Steel 

 Safety is a high priority area in Tata Steel. Several movements towards culture of safety have 

been practiced in the company. The Technical Education Advisory Committee guides employee 

training in line with strategic goals of the company and its long-term objectives. The in-house 

training centers impart majority of the training programs. Tata Steel recognizes the importance of 

continuous enhancement of knowledge, skills and capabilities of its employees and has invested 

greatly in education, training and development. At Tata Steel quality programmes are also rolled 

out in-house by TMTC, XLRI and IIMs for its officers. Development in managerial competencies and 

leadership elements, especially for the officers is now also being addressed through on-the-job 

assignment, rotation, working in task forces and committees. At Tata Steel, the employee need 

identification form is available with the various departments. Then the concerned employee fills 

in whatever training he feels he needs which is approved by the immediate superior and the 

department head also gives a list of training needs that he feels is required for the employee.  

The department HOD then fills a needs identification form. This form indicates the number of 

employees who will be participating in various training programmes from that department. The 

department HOD compiles all the individual employee need identification forms and then fills up 

the group needs identification form. All the HODs send their forms to the training department. 

The training department compiles all the forms and prepares a final document consisting of the 

various training programmes and the number of people will attend these programmes from the 

various departments. The training calendar is thereafter prepared. Then the training programmes 

are now conducted as per the calendar and recorded into the „Training Program Particulars‟ form. 

This form consists of the list of participants, the venue and the training department co-

coordinator etc. of a particular training programme.  

 
Data Collection 

The data were collected by using the following methods: 

 The primary data were collected through questionnaires. 

 The Secondary data were collected from records, circulars, leaflets, magazines and journal of 

Visakha Steel Plant. 

 The questionnaire consisting of 12 statements were distributed among the respondents at 

random and collected back upon being filled up by the respondents. Secondary data collected 
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from magazines, annual reports of different years, leaflets, journals etc. of major steel industrial 

units namely, VSP, SAIL, Tata Steel and the JINDAL. 

 
Sample Size 

 The sample consists of 60 respondents from different hierarchy levels in different department 

of VSP. Proper attention has been paid in selection of the sample. 

 
Data Analysis  

 In order to study the interrelationship among three variables i.e., training provided, 

employees‟ attitude towards training programmes, and organizational performance that a null 

hypothesis was formulated as „there is no significant difference between training provided, 

employees‟ attitudes towards training programmes, and the organizational performance‟. Validity 

of the said hypothesis has been tested through a two-way ANOVA and Ftest the result of which has 

been presented in Table 1. 

Performance 
Training 
provided 

Attitude Anova Result 

-1 8.5 3.8 

F=0.057 

(calculated) 

tabled value= 

3.3852 

Not significant 

-0.5 9.3 3.7 

-0.1 8.5 1.8 

1 8.6 4.2 

0.4 9.7 3.6 

1.3 8.8 3.5 

1.4 9.0 1.8 

 
Findings 

Considering the above mentioned objectives, following results have been observed: 

 Comparison of training evaluation and effectiveness in practice VSP is engaged in a better way 

in the process of developing a workforce, which continuously strives for excellence in all spheres 

of competence-knowledge, skills and attitudes leading towards the achievement of goals. 

Whereas its patent organization, SAIL has witnessed a steady rise in production, productivity and 

profitability. 

 Tata Steel recognizes the importance of continuous enhancement of knowledge, skills and 

capabilities of its employees whereas the basic objective of imparting training to the employees 

in JINDAL is „improving performance of the company through people‟. When compared 

organization wise, the views of different levels of employees in different organizations differ in 

their views on effectiveness of training evaluation practices. A quick comparison of training 

evaluation and measurement at VSP, SAIL, Tata Steel, and JINDAL has been given in Table 2 which 

makes an effort to analyze the views of management respondents regarding the effectiveness. 
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Suggestions 

 Planned training programme will return values to the organization in terms of increased 

productivity, greater organizational stability and flexibility to adapt to changing external 

requirements. So, training programme must be systematic and organized on the basis of 

organizational and individual levels that means training is an organized procedure for increasing 

the knowledge and skill of people for a definite purpose. In order to make the training programme 

more effective in improving organizational as well as individual performance, it is important that 

perception regarding effectiveness of training be made positive which can be done by employees 

involvement in training and development related activities, by creating good learning 

environment, by providing encouragement in terms of promotion or increment and by linking 

training more closely to work practices. 

 
Conclusion  

 Organizations like VSP, SAIL, Tata Steel, and JINDAL are reconsidering their investments in 

training programmes as they recognize that knowledge, skill and attitude of employees give an 

advantage to face competitors and to meet changes in environment. Based on the information 

gathered from evaluating training programmes that they can make important decisions on 

modifying the training programmes by reducing the shortcomings and to come out with a better 

approach. The above companies can use appropriate employee surveys and propose models based 

on the ideas from Kirkpatrick‟s four levels for developing the employees to work in this 

challenging and highly competitive environment. Organizations like SAIL and VSP have marked 

considerable expense for the training programmes whether provided by in-house or off-the-job. 

They use training to facilitate the learning skill to retain employees, improve their culture and to 

create reward system for their good performance. Although, the process of training evaluation in 

other competitive firms like the Tata Steel and JINDAL are broader when compared to that of SAIL 

or VSP, training evaluation done in VSP also indicates its remarkable impression. The evaluation of 

training programme and measurement of effectiveness at VSP is in line with other competing 

organizations namely Tata Steel and JINDAL. 
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Abstract 
 The Risk if not well managed could lead to 
collapse for most organizations especially those 
whose core business deals with day to day handling 
of risk. This involves point out and analyzing risks, 
developing and implementing risk supervision 
techniques and checking the progress of these in 
order to avoid and/or reduce the impact of risk on 
the financial achievement of the firm. The study 
used secondary data. Secondary data was collected 

from yearend financial report of the selected 
company. The result from regression analysis shows 
that risk management practice and financial 
achievement are not correlated. This opens a door 
for other problem on the application of the 
management techniques. 
Keywords: insurance company, financial 
performance, risk management, Ethopia.

 
Introduction 

 Due to globalization and intense competition, risks are increasing and risk management is 

becoming an component part for the success of almost every organization, especially for the 

insurance sector because of their high-risk businesses, as the risks are grouped with every client 

in the business and their own risk. Insurance companies are in the core business of managing risk. 

The companies manage the risks of both their consumer and their own risks. This requires an 

integration of risk management into the companies‟ systems, processes and ability. The risk 

management process consists of a series of steps, which are founding the context, identifying, 

analyzing, assessing, treating, checking and communicating risks, which allow continuous 

improvement of decision making. By implementing risk management organization can decrease 

unexpected &costly surprises and effective allocation of resources could be more effective. It 

improves communication and afford senior management a concise summary of threats, which can 

be faced by the organization, thus ultimately helping them in better decision making. 

 
Objectives 

 The objective of this guidelines is to ensure that insurers are managed in a sound and product 

manner by having in place system for identifying, assessing, monitoring and mitigating the risk 

that affect their ability to meet their obligations to policyholders. These systems, together with 

the structures, processes and policies supporting them, are referred to in this guideline as the 

insurer‟s risk management framework.  

 
Risk Management and Financial Achievement 

 The main focus of risk management has mainly been on controlling and for authoritative 

compliance, as opposed to enhancing financial achievement Banks. However, this risk 

management often leads to enhanced financial achievement as authoritative compliance and 

control of risks permits the organization to save on costs. Banks further suggests that by managing 

risks, the managers are able to increase the value of the firm through ensuring continued 
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profitability of the firm. Definitive and Poor‟s identifies poor liquidity management, under-pricing 

and under reserving, a high license for investment risk, management and governance issues, 

difficulties related to rapid growth and/or expansion into non-core actions as main causes of 

financial distress and failure in insurance companies. It is important that these factors be 

managed evenly by insurance companies, to avoid financial failure and bankruptcy to the firm. 

 In the 21st century has seen great hard work to risk management. Babbel and Santomero note 

that insurers should assess the different types of risks they are exposed to and devise ways of 

effectively managing them. They additional suggest that insurers should accept and manage at 

firm level, only those risks that are uniquely a part of their services. This will reduce the risk 

display. Risk management is a viable economic reason why firm managers, might concern 

themselves with both the expected profit and the distribution of firm returns around their 

expected value, given that a rationale for aligning firm objective functions in order to avoid risk. 

Proper risk management is important in the daily operations of any insurance company to avoid 

financial losses and bankruptcy. This is in line with Jolly contribution that preventing losses 

through precautionary measures is a key element in reducing risks and consequently, a key driver 

of profitability. The efficiency of risk management by insurance companies will generally 

character their financial achievement. Gold, asserts that insurance companies could not survive 

with increased loss and expense ratios. The risk management has been linked with shareholder 

value maximization proposition. A firm will only engage in risk management if it enhances 

shareholder value; Banks contributed that it is important for each firm to retain and actively 

manage some level of risk if it is to increase its market value or if the probability of financial 

distress is to be lowered; Pagano, confirms that risk management is an important function of 

insurance institutions in creating worth for shareholders and customers. Generally, company 

operations are prone to risks and if the risks are not managed the firm‟s financial achievement 

will be at stake. Firms with proficient risk management frames outperform their peers as they are 

well prepared for periods after the occurrence of the related risks. This study hopes to come up 

with an expected positive relationship between risk management and achievement of insurance 

companies. In the causatum of global financial crisis and corporate failures, entity stakeholders 

are demanding greater oversight of key risks facing the enterprise to ensure that stakeholder 

value is preserved and enhanced. One response to these rising expectations is the emergence of a 

new paradigm known as “Enterprise Risk Management” as an internal control system. At the same 

time, organizations have been implementing “Achievement Measurement System” as one of 

management control systems vital for corporate success. Considering the importance of these two 

control systems, the possibility of incorporating ERM into the existing achievement measurement 

system needs to be explored. It is expected that risk management will complement achievement 

measurement system by identifying and mitigating risks in achieving strategic objectives. 

Empirical evidence regarding this link in insurance sector is still lacking particularly in Ethiopia, 

therefore, this paper investigated the linkage between risk management and achievement.  

 The following paragraphs present few related empirical studies on risk management and 

organizational achievement. A study by Eric revealed that risk management techniques are 

applied in the insurance companies of the country, Uganda. The findings on the financial 

achievement of the insurance companies for this study also show fluctuating ratios as measured 

by ROE. A study by Mohsen et al. titled: “Effective risk management and company‟s achievement: 

Investment in innovations and intellectual capital using behavioural and practical approach”. 
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Risk Management Techniques 

 Meredith and Rejda indicated that insurance companies use different techniques for managing 

risks. Johnson also stated that a company with any degree of risk display would develop a 

philosophy that explicitly indicates its approach to risk management techniques. The techniques 

used to manage risks according to them include: loss prevention and control, loss financing, and 

risk avoidance. 

 
Loss Prevention and Control 

 Kiochosstates that to prevent or to minimize the chance of loss, insurance companies 

generally advise that some deffensive measures be taken. He also commented that the insurance 

companies can only balance financial loss but not intangible things such as valuable information 

and files. The loss prevention refers to the measures that reduce the frequency of a particular 

loss for example: measures that reduce truck accidents and strict enforcement of safety rules. 

Rejda insurers generally advise their consumer to instill good housekeeping habits in their 

employees, such as not smoking on the premises or smoking only in designated areas. Insurers also 

give advice to consumer, for example to prevent fire - on fire prevention measures. These 

advisory services are either for free or are measured as value added service with the insurance 

package. An experienced insurer also advises on the deffensive measures that could be installed 

in the building, also states that insurance companies can put in place measures that reduce the 

severity of a loss after it has occurred. The Examples include: Installation of an automatic 

sprinkler systems that promptly extinguishes fire and segregation of display units so that a single 

loss cannot concurrently damage all display units such as having the warehouse with inventories 

at different locations. He further argued that insurance companies should be careful because 

where a policyholder successfully shows that an insurer breached the covenants of good faith and 

fair dealing, can receive, all damages caused by the breach Alexander. Any ambiguity or 

uncertainty in a policy or in a choice of wording or in meaning is resolved in favour of the 

policyholder and against the insurer. Meyer states that where a policyholder‟s lack of knowledge 

could result into loss of benefits under a policy, an insurer is required to bring facts to the 

insurer‟s attention and to provide relevant information to enable the insured to take action to 

secure rights provided by the policy. Therefore, good loss prevention and control practices are 

thought to enhance insurers‟ achievement. 

 
Loss Financing 

 In insurance companies, Alijoyo indicated that this is a broad category that involves risk 

retention, risk conduction and diversification as measures of loss financing. It is mainly concerned 

with ensuring the availability of funds in the event of losses. 

 
Risk retention 

 Retention is the act of keeping the possibility of loss with no attempt to conduction that loss 

to another party. The method is adopted when the risks of loss or the loss display is either too 

small with little impact or too great to be able to do anything with it. Risk retention is regarded 

as self-insurance. In insurance companies, retention is used with other risk management 

techniques. For example, most insurance policies contain a deductible so that the insured retains 

a portion of the loss. Rejda also asserts that all risks that are not avoided or conductionred are 

retained. 
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Risk conduction 

 Insurance companies use this technique to move the display of a loss to another person or 

entity that can be able to bear the loss. Naik also indicated that insurance companies, conduction 

risks through insurance and reinsurance diversification and hedging. He agrees with Alijoyo who 

asserts that a risk conduction involves causing another party to accept the risk. The Reinsurance 

technique is used by an insurer to retain a bearable part and conductions the remaining part of 

the risk to the reinsurer who indemnifies him. Both Naik and Ayali agreed that using a reinsurance 

technique, insurance companies can allot risks to those parties who are most adopted to bear 

them. This can reduce losses of the original insurer and therefore improve financial achievement. 

 
Diversification  

 Meredith indicated that this technique is used in spreading or diffusing risk displays. It is a 

common technique of risk management that seeks to lesser risk by combining displays that are not 

related (not correlated) to one another. The diversification has got its foundation in Markowitz 

work related to capital markets portfolio theory which demonstrates how diversification permits 

the investors who averse to taking risk create portfolios that optimize different levels of risk and 

return. 

 
Risk Avoidance 

 The Avoidance means that a certain loss display is never acquired or an existing loss display is 

abandoned Rejda. It is a technique, which implies that the chance of loss is reduced to zero 

because the loss display is never acquired. If insurance companies fail to stay away from some of 

the risks, they can run bankrupt Kiochos. Insurance companies therefore apply a system of 

policies and strategies in order to avoid the risk of bankruptcy provided their resources are 

applied effectively said by Owen. They can also avoid risks by selling small policies instead of 

comprehensive one Pippidis. Many insurance policies, although surprisingly popular should be 

avoided because they tend to be very profitable to the insurance companies but they lead to 

losses especially when dues by consumer accumulate. Such policies include; burial, children‟s life, 

disability and single disease such as cancer Rejda. He further indicated that avoidance has two 

major disadvantages: where the insurance company may not be able to avoid all the risks and it 

may not being practical to avoid all the losses. Avoidance may seem the answer to all risks, but 

avoiding risks also means lose out on the potential increase that patient the risk may have be 

allowed. Not entering a business to avoid the risk of loss also avoids the possibility of earning 

profits. 

 
Methodology 

 Based on the above discussions we hypothesize that the H1: There is a significant relationship 

between risk management techniques and the insurers‟ achievement. Secondary data was 

collected from financial statements of selected insurance companies and analyzed using pearson 

correlation to check the relation between insurance achievement and risk management 

techniques. 

 
Financial Achievement of Ethiopian Insurance Companies 

 In this study, the financial achivement is assessed based on ROE and loss ratios. On average, 

the descriptive statistics show that mean of ROE for twelve years ranges from 0.03408 (2004) to 
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0.28213 (2010). It is higher for the year 2010 (with mean of 0.28213) follow by the 2013 (with 

mean of 0.23053) than other years. Also, for the years under investigation, Ethiopian Insurance 

Corporation has the highest ROE (with mean of 0.478104 and definitive deviation of 0.354784) 

among all the Insurance Companies being considered and followed by the Awash Insurance 

Company (with mean of 0.235035 and definitive deviation of 0.182064). The remaining companies 

in the sample have lower ROE that ranges from 0.220983 (NIC) to 0.478104 (EIC) as compared to 

the average (Table 1). 

  ROE 
Loss 

prevention 
and Control 

Loss 
financing 

Risk 
avoiding 

Loss 
ratio 

ROE Pearson Correlation  
Sig. (2-tailed) 

1     

 N 12     

Loss prevention  
and control 

Pearson Correlation Sig. (2-
tailed) 

0.228 
0.588 

1    

 N 8 8    

Loss financing Pearson Correlation 0.12 -0.19 1   

 Sig. (2-tailed) 0.758 0.652    

 N 9 8 9   

Risk avoiding Pearson Correlation 0.792 0.238 -0.158 1  

 Sig. (2-tailed) 0.06 0.649 0.765   

 N 6 6 6 6  

Loss ratio Pearson Correlation 0.471 0.357 -0.603 0.111 1 

 Sig. (2-tailed) 0.123 0.385 0.085 0.834  

 N 12 8 9 6 12 

 
Summary of Findings 

 This section presents the results and consideration of the Pearson correlation coefficients to 

identify the relationship among the variables of risk management techniques (loss prevention and 

control, loss financing and risk avoidance) and financial achievement (ROE and Loss Ratios).  

The findings on the financial achievement of the insurance companies for periods under 

investigation (2002-2013) show low general increase ROE ratios. The findings further indicated 

that ROE ratios were concentrated between 0 and 0.3. This indicated low rate of return on 

shareholders‟ funds (poor financial achievement) in the insurance companies. The findings also 

indicated a general rise in loss ratios for the insurance companies. This implicit that outstanding 

paid dues were increasing more than the premium earned. The findings are in accordance with 

Flemings who argue that the higher loss ratios might indicate that an insurance company may 

need better risk management techniques to guard against future possible insurance pay-outs.  

The results are also consistent with findings of Rejda, Flemings, Pandey who asserted that loss 

ratios and ROE ratios are the best measures of financial achievement in insurance companies. 

They argued that insurance companies should determine and monitor the above ratios so as not to 

register poor financial achievement. Findings from the study indicated a low positive relationship 

between loss prevention and control technique and ROE (+22.8 percent). It also indicated a 

moderate positive relationship between loss prevention and control technique and loss ratios 

(+35.7 percent). ROE and loss ratios are both dimensions of financial achievement in this study for 

the insurance companies. The findings also indicated a low positive relationship between loss 

financing and ROE (12 percent). Similarly, there is also a low moderate negative relationship 

between loss financing and loss ratios (-60.3 percent). For the risk avoidance technique and 

financial achievement, the study shows that relationship is positive and strong. i.e., risk 
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avoidance is strongly correlated with ROE (+79.2 percent) and but the relation with loss ratio is 

weak (+11.1 percent). So, insurance companies should adopt enterprise risk management that is 

presently the best practice definitive and they should also apply risk management techniques 

effectively so as to improve on their return on equity and reducing loss ratios. 

 
Conclusion 

 The importance of risk management of insurance companies in project can hardly be 

overstated. Awareness of risk has increased as we currently live in a less stable economic and 

political environment. Because insurance companies indicate that they expect having trouble 

finding the time, budget and people necessary to implement or maintain a strong risk 

management program, senior management must demonstrate leadership in championing and 

funding this initiative. The number one consequence of poor risk management is loss of 

competitive. 

 By implementing an effective risk management program, insurance companies protect their 

ability to complete. Nothing is more fundamental to business success. 
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Abstract 
 In Ethiopia nature, cultural and history merge 
to form a timeless appeal. The countries impressive 
tourism potential is truly a land of contrast and 
extremes, a land of remote and wild place, and of 
spectacular alpine terrain-including the semien 
mountain national park with its high 4620 mtrs peak 
at Ras Dashen one of UNESCO registered heritage 
site; and at the other end of spectrum, the Denakil 
depression 121 meters below sea level is among the 
lowest places on earth. However from these 
abundant resources the country has not benefited 

yet. Therefore questions about how tourism policies 
contribute to national development? What is wrong 
with the existing system? Why should the present 
policy be discarded? How did it become successful? 
These related other questions will have to be 
addressed first before proposing what measures 
should be taken to ameliorate the situation. For this 
reason, a brief account of the country‟s tourism 
needs to be provided 
Keywords: Tourism policy; Attractions; Challenge; 
Prospect

 
Introduction 

 As tourism become most competitive, governments having to adopt a more entrepreneurial 

role in attracting not only tourists but also investors to their region. For instance in Ethiopia with 

growing tourism the government expanded infrastructures like road, new airport destinations, 

vehicles and hotels (private and governmental) etc. e questions raised surrounding tourism as a 

regional development tool deal with whether or not there can be real regional economic 

dispersion of the benefits of tourism. Tourism development projects, which do not build strong 

linkages to the surrounding community, will have little impact on the citizens who live nearby. 

Questions need to be asked about the most appropriate forms of tourism development growth 

poles so that the trickle-down e ect can be maximized. While tourism may help to modernize a 

region, it may also cause the region to become dependent on external organizations. 

 It is argued that community-based, grassroots tourism is a more sustainable form of 

development than conservative mass tourism as it allows communities to break away from the 

hegemonic grasp of tour operators and the oligopoly of local élites. It is argued that there needs 

to be a decentralization of tourism down to the community level. When I take this one to 

Ethiopian context, it is necessary for development of tourism as well as generating additional 

funding, which circulates in the local community/population, self-esteem is enhanced for the 

community as control over the development process is maintained locally. Developing community-

based tourism can be especially di cult in developing countries in term of such issues as access to 

information, lack of awareness and lack of access to finances and policy frame work. e peripheral 

nature of many communities interested in community-based tourism development raises questions 

as to how they will attract visitors. 

 
Objectives 

 As Ethiopia is blessed with abundant natural tourist attractions, the primary intention of the 

study was to clearly asses the challenge and prospect of Ethiopian tourism policy. 
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Literature 

Historical development of tourism in Ethiopia 

 According to the ministry of tourism and culture, tourism as one of the financial sector came 

into being in Ethiopia very recently. It was around 1960, that the potential of tourism drew the 

attention of the imperial government authorities. e first tourism o ce was established in 1962. 

However, a setback in international tourism order had been seen during the military regime. 

 From 1974 for two decades the industry was su ering from various adverse e ects such as 

prolonged civil war, recurrent drought and restrictions on entry and free movement of tourists 

(World Bank, 2006). ough the sector is still at its infant stage, it has been keep growing since 

2001. e total receipt from the industry in 2008 was around 204.9 million USD. As of 2008, 

international tourist‟s arrivals were reached to 383,399. However, the sector‟s share to GDP is 

remains very small (0.77% in 2008). 

 Successive Ethiopian governments have promote tourism during their tenures. e monarchy 

that mediated politics, economics, culture, environment and technology for most of the 20th 

century initiated the promotion, marketing and development of tourism as an integral part of the 

overall dynamics of national development. Ethiopia‟s existence as an independent country for 

thousands of years and the diversity of its ecology and culture were images that fascinated 

foreigners for a long time. e promotional logo of irteen months of Sunshine” was interjected by an 

imaginary of a proud and cultured people professing the two major universal religions of the 

world-Christianity and Islam and an ethnic religion of Felasha Jewry. e magnificent material 

iconographies of Ethiopian culture were relayed to the visitor through the timeless architectural 

wonders of Axum‟s stele, Lalibela‟s rockhewn churches, Gondar‟s Castles, Harar‟s medieval 

walled city and archeological sites that traced the origin of homo-sapiens to the i valley where 

the skeletal remains of Dinkinesh (Lucy) and Selam were discovered. 

 Marketing and promoting have been, however, the weakest areas of going to places of 

interest development. e negative imageries that framed the country following the famines and 

supporting strife of the 1970 -1990 period defined tourist perceptions of the country to a 

considerable extent. Some explore promoters have even gone further by proposing that the 

tourist gaze in Ethiopia was a moralistic experience. Such perspective was suggested by “Lonely 

Planet” in the following introduction of the tourist experience in Ethiopia as “testing, exciting 

and heartbreaking-a journey you will never forget. You do not explore Ethiopia for a peaceful 

getaway, you venture here to be moved and moved you should be” Ethiopia‟s possession of varied 

attractions regarded as an chance for the tourism sector policy. However at present the Ministry 

recognized the following major challenges also confronting the sector: 

• Heritages of the country has not been adequately protected, developed and used as a tourist 

attraction.  

• Weak mutual support and coordination among tourism stakeholders.  

• Ethiopia‟s image on the international scene is widely associated with draught, famine and 

war.  

• e horn of Africa is regarded as a region of instability and terrorism.  

 
Roles of state level institutions and policy measures 

 Currently there are eleven provincial cultural and tourism bureaus in Ethiopia, which are 

accountable for the Ministry of Culture and Tourism (MCT). Apart from the Ministry, these regional 

bureaus have also their own five year strategic plan. However, their independent initiatives lack 
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organization with other stakeholders including the Ministry. Regarding policy issues since 2005, 

the government‟s launch to promote tourism has been increasing. Starting from community 

statements issued by the Prime Minister supporting tourism there are indications that the 

government is opening a committed dialogue on tourism. First tourism development policy of the 

country was enacted in August, 2010. Lessening the aforementioned challenges was the beginning 

for this policy initiative. 

• Some of the following figures make the plan more ambitious;  

• To increase a tourism receipt from the current 250 million USD to 3 billion USD.  

• To create tourism jobs for 3.5 million citizens.  

• To achieve a tourism promotion activities by 100%  

• To increase tourist‟s service satisfaction from 51% to 90%  

• To improve the capacity of implementing international agreements and conventions from 25% 

to 90%  

 
Roles of stakeholders in implementation 

 Most of the stakeholders such as the central government, regional government, private 

sectors and local communities are not fully playing their roles in implementing the policy.  

Among these undone tasks, the followings are the chief one under di erent stakeholders; 

 
Federal and regional governments 

• To expand and improve the growth of infrastructural facilities.  

• To capably coordinate and lead vigorous marketing and promotion activities.  

• To ensure the psychological and physical well-being of visitors.  

• Protection of heritages in collaboration with local communities.  

 
Private sectors 

• To participate in the condition of quality tourism services in types and capacities required.  

• To involve in the expansion of infrastructure needed in the localities of major destinations.  

• To participate in the protection of attractions.  

• To participate in associations for mutual support.  

 
Local communities at tourist destinations 

• To provide suitable care to guests visiting the local attractions.  

• To protect cultural and social values from negative influence of tourism.  

• Conserving cultural resources with a sense of ownership.  

 e ambitious Growth and transformation plan II (GTPII) which has been implemented now 

expected to fill the gaps. To this end Ministry of Culture and Tourism of Ethiopia has under attack 

to earn six billion USD revenue from the tourism sector has its second Growth and Transformation 

Plan II. e contribution of the tourism sector to the country‟s GTP so far is about 1.2 percent and 

that it is now planned to raise its contribution to 5 percent. Indeed the influx of foreign visitors to 

Ethiopia has shown an average enlargement of 10 percent in the past seven years, the average 

tourist staying period rose up to 16 days. e tourism sector has created 783,638 jobs for citizens in 

the last four years of the first GTP. Standardization of 400 star ranked Hotels has begun in the 

nation to increase the service quality delivered for the foreign guests adding that International 

accredited standardization activities so far conducted on 50 hotels in Addis Ababa city. 
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Project design and methodology 

 Relevant and essential data was needed for this article to reach a final conclusion and to 

answer the challenge and prospect of Ethiopian tourism policy. Therefore it employed a 

qualitative approach to collect the necessary and relevant data. e study was also needed to 

conduct the necessary and reliable information by reviewing the available documents and needed 

to make a link or connection between different variables contributing to the challenge of tourism 

sector in Ethiopia. In addition to this the researcher used field observation to assess the tourism 

industry in Ethiopia. 

 
Result and Discussion 

Reality about Ethiopian tourism 

 Tourism holistic definition that embraces both the factual and imaginary perspectives of 

tourism is desirable. Jafari goes some way to achieving this by epistemologically defining tourism 

as ; e study of man away from his usual habitat, of the industry which responds to his needs, and 

of the impacts that both he and the manufacturing have on the host‟s socio cultural, economic 

and physical environments. Nevertheless, tourism is primarily a social activity. If people had 

neither the ability nor the desire to travel from one place to another, tourism would not exist.  

Us, tourism is an activity which involves individuals who travel within their own countries or 

internationally, and who interact with other people and places, people who are influenced and 

motivated by the norms and transformations in their own society and who carry with them their 

own „cultural baggage‟ of experience, expectations, perceptions and standards. It is, in short, a 

social fact which involves the movement of people to various destinations and their (temporary) 

stay there or across the world. 

 As a land of multiple tourist attractions and a visitor friendly people which is conscious of its 

historical heritage, Ethiopia is truly a country of great tourism potential. It was this appreciation 

of a great potential that encouraged Ethiopia in the 1960‟s to start a tourism industry. er an 

initial period of rapid growth, the industry underwent a fast decline and virtual stagnation for 

many years due to the revolution that brought the military to power in 1974, the resultant 

turmoil, and recurrent drought and famines. 

 During the last years, however, tourism has once again emerged as a growth industry taking 

advantage of the current peace and stability in the country and the liberalized economic policy of 

the new government. Ethiopia can now look forward to increasing its share of the world's tourism 

promote which is registering a faster world-wide growth than most other industries. 

 Not all of Ethiopia's attractions are very widely known, but some are quite famous. Indeed, 

nine national attractions (including, konso) have been recognized by UNESCO as world heritage: 

Axum's obelisks, Gondar's castles, the island monasteries on Lake Tana, Hadar (where Lucy was 

discovered), Tia's carved standing stones, the walls of Harar, the Semien National Park and konso 

tradition and culture . erefore the need for tourism policy now and then is un questionable. 

 Ethiopia's nearly ideal location on the African continent and its relative proximity to the 

Middle East and Europe can add to the comparative advantage which its numerous and varied 

attractions bestow on it. ough situated not far from the equator, much of the Ethiopian land has a 

climate tempered by high altitude. Ethiopia's tourism slogan irteeH Months of Sunshine" partly 

arises from the idyllic year-round, spring-like climate of most regions of the country. 

• Increase the capacity of major industry players with the introduction of qualified standards 

for service providers.  
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Advantages of tourism in delivering pro-poor growth 

 Negative impacts associated with tourism, such as reduced access to resources and negative 

social and cultural impacts sometimes threaten to overshadow the benefits that a vibrant tourism 

industry can generate. However if the policy implemented properly it will have the following 

benefits: 

• Tourism is generally labour-intensive – although less than farming – and therefore can impact 

on a large number of lives through the labour market;  

• Tourism has considerable potential linkage, especially with agriculture and fisheries, which 

can minimize the „leakage‟ e ect. Due to the high income elasticity of demand for 

international tourism, it can o er a relatively rapidly growing market;  

• Tourism provides opportunities for o -farm diversification, particularly in areas that do not 

attract other types of development options;  

• Tourism can provide poor countries with important export opportunities where few other 

options are viable;  

• It may create initial demand for a good or service that can itself develop into a growth sector;  

• Tourism products can generate demand for assets such as natural resources and culture, to 

which the poor o en have access;  

• Tourism delivers consumers to the product rather than the other way around and  

• Infrastructure associated with tourism development can provide essential services for local 

communities.  

 Indeed, throughout the world, the most compelling reason for pursuing tourism as a expansion 

strategy is its alleged positive contribution to the local or national economy. Internationally and 

locally, tourism represents an important source of foreign exchange earnings; indeed, it has been 

suggested that the potential contribution to the national balance of payments is the principal 

reason why governments support tourism development. For many developing countries, tourism 

has become one of the principal sources of foreign exchange income whilst even in developed 

countries the earnings from international tourism may make a significant contribution to the 

balance of payments in general, and the travel account in particular. It is also one of the reasons 

why tourism is frequently turned to as a new or substitute activity in areas where traditional 

industries have fallen into decline. 

 e economic benefits (and costs) of tourism are discussed at length in the literature, as are the 

environmental and socio-cultural consequences of tourism. When we see Ethiopia various tourism 

sectors such as hotel, tour sites, natural and manmade caves, monuments, historical religious 

places etc., are become tourist destination areas. is is because of the promotion made by ministry 

of culture and tourism a er the policy preparation and other organs, and by the improvement of 

facilities in tourist attraction areas. Gradually Many of these are measured in the context of 

development. 

 e main point here, however, is that the widely cited benefits and costs of tourism, whether 

economic, environmental or socio cultural, are just that. ey are the measurable or visible 

consequences of developing tourism in any particular destination and, in a somewhat simplistic 

sense, tourism is considered to be „successful‟ as long as the benefits accruing from its 

development are not outweighed by the costs or negative consequences. For many developing 

countries, with a limited manufacturing sector, few natural resources and a dependence on 

international aid, tourism may represent the only realistic means of earning much needed foreign 

exchange, creating employment and attracting overseas investment. Tourism in most sub-Saharan 
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African countries is barely an industry since the tourism infrastructure is weak, tourism 

organization is poor, and net revenue is meager. But now gradually Ethiopian is forwarding its 

base currently on tourism sector. Almost all tourist arrivals consist of African nationals‟ occupant 

abroad returning to visit friends and relatives, business visitors, and those visiting expatriate 

residents. e primary vacation or leisure tourism sector is undeveloped. 

 
Ethiopia's historical and natural tourist attractions 

 Currently, travel and tourism account for more than $3 trillion in expenditure annually and 

7.6 percent of the world‟s total employment. e United Nations World Tourism Organization 

further forecasts that international travel will double by 2020. Since a couple of decade, 

ecotourism has become a newer paradigm to tourism because in addition to o ering economic and 

business opportunities for local communities, it strongly advocates reducing the environmental 

impact of travel, conserving natural resources, preserving cultural heritage, empowering and 

meeting the welfare of local people, and creating value for the travelers. It adds value to 

environments, communities, entrepreneurs and tourists within principled objectives. 

 Natural beauty of Ethiopia amazes the first-time visitor. Ethiopia is a land of rugged 

mountains (some 25 are over 4000 meters high) broad savannah, lakes and rivers. e unique i valley 

is a remarkable region of volcanic Lakes, with their famous collections of birdlife, great 

escarpments and stunning vistas. Tisisat, e Blue Nile Falls, must rank as one of the greatest 

natural spectacles in Africa today. With 14 major wild life reserves, Ethiopia provides a 

microcosm of the entire subsaharan ecosystem. Bird life abounds, and native animals from the 

rare walia ibex to the shy wild ass, roam free just as nature intended. Ethiopia, a er the rains, is a 

land decked with flowers and with many more native plants than most countries in Africa.  

 e natural side of Ethiopia is an invaluable asset for its tourism industry, and inextricable from 

its cultural and historic features. Sustainable tourism, while preserving Ethiopia‟s natural 

environment, also serves to preserve the nation's rich cultural and environmental heritage. 

Ethiopia is endowed with a wide range of tourist attractions. Ecotourism potentials include paleo-

anthropological sites-the famous judgment of a hominid, Lucy; historic architectures such as the 

stelae and temples in Axum and Yeha; the monolithic rock-hewn church of Laliibela; the Castle of 

Fasilades in Gondar; the island monasteries of Lake Tana; the Camelot of Harar; the holiest 

mosques of Ahmed Negash in Tigrai, the Sof Omar in lowland Bale; the scenic beauty of the 

mountains of the Semyen, Wag and Lasta, and Bali; the i Valley lake; the Omo valley; and the 

fauna and flora that flourish in the natural terrains of the country. In addition, the myriad peoples 

of Ethiopia are very proud to deliver to tourists the original version of their subcultures including 

social organizations, artifacts, music, languages, religions, etc. 

 Ethiopian topography is endowed with gorgeous scenes of lo y peaks and enumerable species 

of wild life and birds. e country has a remarkably rich heritage and spectacular environment 

worth visiting by tourists interested in gaining knowledge of its history, culture, diversity of 

landscape, unique indigenous plants, birds, and mammals, and a great variety of attractive 

locations. Sight Seeing, Fishing, Bird watching, Safari Tours, Camping, climbing, Trekking, Hiking 

& Walking, Water Sports, Caving etc could be mentioned as some of the interesting opportunities 

to invest on Ethiopian Ecotourism. 
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Type of tourism proceed by Ethiopia 

 Ethiopia's wealth of varied attractions gives it a great potential for cultural and educational 

tourism, photo safaris, hunting safaris, bird watching, water sports including river ra ing, desert 

trekking, mountain camping and other forms of eco-tourism. Health tourism, on account of the 

cool climate of most regions of the country and the numerous hot springs in many volcanic areas, 

is an additional type of tourism with great potential. 

 Conference tourism, long aided by the attendance of a number of international organizations 

in Addis Ababa including the headquarters of the Organization for African Unity and the Economic 

Commission for Africa (ECA), is poised to gain greater significance as a consequence of the newly 

built ultra-modern facilities at the ECA and the Sheraton Addis. 

 
Challenges of Ethiopian tourism 

 Observably in most urban countries, the smokeless industry has the lion's share in the overall 

economic growth and development of a country. e tourism sector has now become a major source 

of income for various stakeholders engaged in the sector. In this regard, despite Ethiopia's 

donation with various natural and manmade heritages, it had not benefited much from the sector 

for years due to various factors. Currently, Ethiopia's tourism sector is booming in bike with its 

fast economic growth. It is also basking under stable peace and security as compared with other 

African countries. And that is why Ethiopia enjoyed the limelight as this year‟s ' Top target in the 

World for Tourists' by the European Council on Tourism and Trade (ECTT) because of excellent 

preservation of humanity landmarks. However, in the eyes of actors in the service sector and 

lessons got during the course of the last five years, this sector has its own prospects and 

challenges. Under the coverage of community benefits, the sector su ers from unreasonable 

interference in most tourist destination areas by the local hotels, tour guides and the like. As 

compared to other African countries, travelling to tourist destinations proves a very costly 

adventure discouraging tourists from coming to Ethiopia. In some places, local residents want to 

wipe on tourists. Hence, the government, especially the Ministry of Culture and Tourism, should 

seriously take the responsibility of creating awareness among the community. Moreover, the 

number of graduates is rising both from public and private institutions; there is still a shortage of 

skilled and capable human power. us, the Ministry needs to o er ultra-modern training to 

professionals and practical policy. 

 
Summary 

 A Tourism Development Policy has been implemented years ago with a view to cooperative in 

harnessing the untapped tourism potentials in the country. e tourism policy, harmonized in to 

other policies and strategies of Ethiopia‟s economy, has helped to improve the performance of 

travel and tourism sector. National air carrier for major network expansion, Conference tourism 

due to the existence of many international organizations such as AU and UNECA, a Rise in 

domestic and foreign private investment in hotels and a rise in development of travel and tourism 

due to growing international demand and the country‟s e ort aimed at providing better 

ecotourism has also contributed positively to the development of ecotourism in the country. 

Partners‟ support also had its immense contribution. 

 Currently the Government is redesigning rigorously the tourism industry with a view to make 

it environmentally conscious, and go beyond the unfortunate goal of conventional tourism which 

was focusing on mere financial benefits but little or no regard for environmental degradation of 
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tourist sites. A new tourism and culture development policy is under conversation by all 

stakeholders and will shortly implement. e newly amended policy understands that global tourism 

grows at the average annual rate of 4.3%, the tourist industry in Ethiopia still accounts for less 

than 2 percent of Gross Domestic Product when compared to 6%, 14% and 5% of GDP for Egypt, 

Kenya and of South Africa respectively. Cognizant of this, the government is looking for wider 

ways to double tourism earnings during 2010-2015 and see about one million foreign arrivals by 

2020. In order to realize this goal, it intends to intensify its campaigns abroad of introducing the 

country as a top business and leisure target. It also plans to introduce the country‟s ecotourism 

opportunities to new tourism markets such as India, China, Russia and Brazil. Its objective is to 

create social and economic benefits all the way through ecotourism and to foster the conservation 

of natural resources of the areas. Participatory local initiatives, in collaboration with partners, 

will also be encouraged in a more organized way with a view to develop and introduce a 

consolidated approach for Eco-tourism that can be replicated in other areas and that enhances 

the sustainable utilization of the natural resources. e government is aware of current trends that, 

to attract tourists, the ecotourism industry must be designed to incorporate and implement 

responsible, ethical, forward-looking, and far-reaching environmental oversight. It is working to 

balance the economic, social and environmental organization pillars of sustainable development. 

 
Conclusion 

 Generally the tourism development procedure intersects with the economic, political, 

environmental and social conditions in the destination and is also framed by the global political 

economy. Despite the fact that tourist arrivals in Ethiopia is at an increasing mode because of 

policy measures , the sector in general is underperforming compares to neighboring destinations. 

Various domestic and international challenges are credited to the low performance of the sector. 

Though the tourism development policy was designed well, the proper implementation of it is 

easier said than done. Lack of resources, weak management of institutions and failure of various 

stakeholders in performance their role are among the major causes for poor implementation. 
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Abstract 
 The article is devoted to the increasing role of 
tourism in the world economy. The dynamics of 
international tourism indicators is investigated. The 
main global innovations in the tourism industry are 
identified: the growth of tourism types; the 
application of qualitatively new solutions of 
scientific and methodological and applied character; 
growing of tourism influence on the society; the 
existence of synergistic effect in the tourist industry 
as a result of combination of subjects efforts at all 
management levels; changing of the role of internal 

and external factors that encourage innovative 
tourism development. The development of Smart 
Tourism Destinations can support the diffusion of 
dynamic networking and proactive management and 
customer orientation. In this direction, practical 
implications will focus on the potential replicability 
of the experience of Smart Tourism Destination in 
other locations. 
Keywords: synergistic effect, proactive  
management, innovative tourism development. 

 
Introduction 

 The purpose of this paper is to understand stakeholders collaboration processes in the tourism 

destination by focusing on e-democrazy methods and tools. A tourism destination may be 

considered as a cluster of interrelated stakeholders embedded in a social network that interact, 

jointly meeting visitor needs and producing the experience that the travellers consume (Baggio et 

al., 2010). The complexity in analysing the tourism destination depends on several problems such 

as the relationships‟ management among the plethora of destination stakeholders that include 

accommodation businesses, attractions, tour companies, and others providing commercial 

services, government agencies, the local community, as well as tourists. Despite that, it could be 

argued that research around the topic of social media and ICTs as a lever to enhance e-democracy 

and stakeholders‟ involvement in tourism governance and planning is still in its early stages . This 

explains the intellectualization of the international movement of human resources. All this is 

understood as the prioritization of a knowledgeable component, the growth of educational and 

professional competence and achievements of individuals in the exercise of international 

mobility. This paper focuses on the „inside-out‟, supply-side perspective, which can be justified 

by a scarcity of studies (Munar, 2012) that address e.g. how to attain engaged tourism stakeholder 

participation in the collaborative decision-making process (Munar, 2012; Hays et al., 2012) and 

are relevant to understand the changed reality in society, particularly the interaction between 

demanding tourists and suppliers within an edemocratic destination strategy. The main aim is to 

contribute to a deeper investigation of this topic adopting a case study approach. This approach is 

suitable when the research is exploratory in nature (Yin, 2009) and when the scope is to gain a 

deep understanding of the cases analyzed (Creswell, 2007). 

 
Literature Review 

 Aspects of innovative development of tourism were thoroughly researched by numerous 

scientists who comprehensively covered the global trends in innovative developments. So, B. Van 
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Ark (2003), P. Putsenteylo (2007), M. Ronningen (2010), L. Carvalho and T. Costa (2011), S. Sardak 

(2013), А. Samoilenko (2016) identified existing and singled out growing types of tourism.  

R. Goehlich (2004), E. Anderson (2005), M. Van Pelt (2005), D. Baglieri, R. Consoli (2009), V. 

Pavlov (2012), . Davydova (2015) identified qualitatively new decisions of the scientific and 

methodological, and applied character in the tourism sector. The materials of World Tourism 

Organization provided the possibility of determining the tourism global role in social 

development. S. Sardak (2012), P. Brouder and R.H. Eriksson (2013), V. Dzhyndzhoian (2016), V. 

Marakova and M. Medvedova (2016) noted the existence of synergistic effect in the tourism 

industry as a result of combination of subjects efforts at all management levels. R. Maklashina 

(2012), Martin (2013), Ali, Alisha and Frew, Andrew J. (2014),  

 
Aim of the Study 

 The aim of the study is the identification and understanding of major global innovations in the 

tourism industry which were permanent throughout the XX century and continue to unfold at the 

beginning of the XXI century in the world.  

 
Theoretical Study 

 Globalization and technological innovation are inducing firms and institutions to move to new 

products and new processes regarding tourism. The use of ICT tools in the tourism industry has 

entailed many changes due to more efficient use of available resources and opportunities 

associated with faster transfer of information, key factors that have facilitated the 

implementation of differentiation strategies. The concept of “Smart Destination” is framed in this 

context, as modern integrated management of destinations, using technology to optimize 

resources and develop new strategies based on more „bottom-up‟ approaches. Such an approach 

allows destination managers to coordinate and collaborate with users in order to design an 

experience without a smooth transaction, allowing at the same time the users to share 

information and knowledge, creating additional opportunities to explore and build new 

consumption experiences, the accumulation of knowledge determines a creative environment for 

the development and strengthening of distinctive competences, able to realize a constant update 

of products and services through innovative ideas. That said, it could be empirically noted that of 

the majority of the territories have been unable to proactively take advantage of the new co-

creative strategic thinking and innovation that the “distributed capitalism”, via social media, 

would have theoretically allowesd to reach by listening and engaging local stakeholders and 

consumers in tourism development.  

 
Static External Factors 

  ¨Territorial-geographical: close to the sea, to mountain and forest areas, nature of 

coastline, the country‟s position in relation to the main suppliers of tourists, finding the region on 

important transit routes, etc.  

 Climatic: natural landscapes, rivers, lakes, waterfalls, seas, mountains, pleasant climate, 

curative mud and mineral waters, temperature and wind condition, etc.  

 Historical and Cultural: historical monuments, memorial places, museums, unique arts and 

crafts, customs and traditions of local residents.  
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External Dynamic Factors 

  ¨Social and demographic: the demographics of the population, age structure, degree of 

employment, the welfare of the population, the presence of singles and couples, the level of 

education and culture, the aesthetic requirements, the ratio of material and spiritual needs, 

urbanization, the level of performance of the health system, crime and the environmental 

situation, etc. 

 Economic: the economic situation in the country, financial stability, income levels, the share 

of funds allocated by society for tourism expenditure, commodity prices and so on. 

 Political-Legal: crises, political instability, militarization of the economy, the tightening of 

tourist formalities, fluctuations of exchange rate, military conflicts, unemployment, cooperation 

in tourism sphere and other international economic relations, setting standards of tourist 

activities, the control of tourism through the administrative organs, etc. 

 Logistics: the development of accommodation, transport, service establishments, 

recreational areas, retail, etc.  

 The energy independence of the United States, the use of innovation in the energy saving in 

China and the UK allow people to save on future travel. The distance from “explosive” areas, “hot 

spots” of the planet and effective security measures on the part of law enforcement give 

confidence to tourists to implement the desired trip or journey.  

 
Methodology 

 Exploring structural and developmental structures of e-democracy in destination governance, 

the paper looks for the identification of specific development and management patterns that 

would be of interest to tourism planners and researchers elsewhere.  

 As it has been stressed in the Three-year Tourism Plan, tourism plays a very significant role in 

the Ligurian economy, confirmed by the data recorded at regional level and in particular: - a total 

value added equal to about 10,2% of the regional GDP; - 4000 accommodation facilities for a total 

amount of more than 150.000 beds; - more than 14 million tourists per year for a total amount of 

about 3.900.000 arrivals per year, 33% of which represented by foreigners; - a total turnover of 

about 5.500 million euros; - a percentage incidence of tourist consumption equal to 11% of the 

domestic consumptions; - more than 54.000 employees in the industry. Not to mention the 

multiple effects on transverse sectors and, consequently, on local development.  

 It can be defined as a virtual community which involves tour operators, political 

representatives, technicians from institutions and – last but not least - the citizens themselves, 

who can rely on a blog and a forum to suggest their ideas and express their opinions and 

evaluations about tourism strategies. At the same time, the Department for Tourism Policies will 

pay special attention to those ideas, comments and proposals aimed at directing the choices of 

the Three-year Tourism Plan of Liguria, by adapting them to the evolution of the market demand 

but also by anticipating proposals and solutions of Ligurian people as for trends and continuous 

changes.  

  
Result 

 In order to represent a valid relational platform, able to exert a decisive influence also in the 

deliberative phase of the tourism planning process (Piavarinta, 2011), community members should 

be representative of the socio-economic realities of the territory, as well as numerically 

significant compared to the total potential members. The model of edemocracy, in other words, 
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should be based not exclusively on the involvement of representatives of economic and social 

categories, but, on the contrary. Becoming a registered user is not enough to determine the 

conscious membership to the Community. A virtual community, in fact, is such and is able to 

survive over time only if it is based on a shared and convergent identity and visi. The level of 

interactivity and involvement of members in online discussions is probably the most important 

factor for the effectiveness of participatory planning platform. The intensity of the relationships 

among the members of the platform we analyzed in this study can be assessed on two main areas. 

on which the members can anchor their participation. 

 The aforementioned major global innovations in the tourism industry occur due to the 

interference of other global processes: intellectualization as the growth of the intellectual 

component and people‟s change in the context of education and progressive development; 

informatization of all spheres of tourism companies; cooperation between the subjects of the 

tourism market. By the territorial factor, we distinguish internal (intra-national) and international 

(foreign) tourism. By the direction of flow: incoming and outgoing. By the aim of the tour: 

recreation, health, therapeutic, informative (tour), professional, business, scientific (research, 

search, communication, conferences and congresses, scientific), educational (short term 

training), sports, shopping tours, adventure, pilgrimage, nostalgic (visiting relatives and places of 

origin), ecotourism (green tourism), exotic (thematic, sex tourism, alcohol, museum, theatre, 

esoteric (mystical), romance, war, historical, UFO tourism), elite (tourism to the North pole, 

exclusive tours, special terms and programs), ethnic (ethnographic, sentimental, family), amateur 

(hunting, fishing), extreme and combined types. By the sources of financing: social and 

commercial. 

 At the micro level (the level of tourism enterprises), innovations are the following. Product: 

the creation of new tourist products and services, improvement of existing tourist products and 

services, development of new territories, development of new routes. Production: improvement 

of the quality of tourist services, attracting new resources, the growing use of new technologies 

(introduction of the possibility of virtual visits to places in 3-D and 5-D formats), computerization, 

automation of production processes (including QR codes, GPS navigation, scanners, sensors, 

tourist equipment, arranging means of transport), the greening of technology services. Marketing 

and promotion: popularization of the tourism businesses in the Internet environment, the increase 

of Internet technology volume, mass access and coverage of end-consumers, establishing 

permanent relationship with clients (database, network club programs, loyalty programs), the use 

of new forms of tourism product promotion (optimization for search engines (SEO), creating 

community brand, working with the blogosphere, personal distribution, the use of mapping 

systems), integration into the global booking system, the spread of sites-aggregators of the 

tourism offer, the introduction of virtual tours and virtual places.  

 
Conclusion 

 This suggests that the success of e-democracy projects cannot be disconnected to larger plans 

of smart cities able to penetrate the civil and economic society in depth. It follows that  

e-democracy can become the electronic representation of a democratic process empowering 

people to actively participate in bottom-up decision-making processes. Otherwise, it is likely to 

remain one-off intervention or at most simple exercises in the use of new technologies losing the 

centrality of the human. Methodology provides with the guidelines for planning and monitoring an 

edemocracy process where an e-democracy process management and an e-democracy project 
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management converge. The former includes indications for the government to strengthen 

development actions which complement the skills and competences of all the stakeholders 

intended to take part in the decision making process . The latter, on the other hand, is set up to 

define quality standards, aims, times and costs of the participatory governance model.  

 On the other hand, our findings suggest that destination managers and policy makers should 

run effective internal marketing and branding activities in order to increase the stakeholders‟ 

awareness about the project and to make them familiarize with ICTs and social media in order to 

avoid that a somehow type of digital divide can be one of the main operational and cultural 

barriers and limitations that do not allow local stakeholders to fully express their views and to 

participate in tourism planning . 
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Abstract 
 Marketing with the facilitate of mobile phones 
will help the brand managers to converse with the 
regulars through SMS, MMS and other available 
services. Young consumers to access clearer ideas to 
develop products and services. This study focuses on 

exploring the pattern of mobile phone usage among 
youngsters. The Indian telecommunication network 
with 110.01 million connections is the fifth largest 
among the emerging economies of Asia. 

 
Introduction 
 Statement channels has been so resplendently upgraded that corresponding to a persons with 

thousands of miles apart is just a game of seconds now. Technological revolution has provided the 

world with luxurious inventions. e-mail channels has been so staggeringly upgraded that 

corresponding to a persons with thousands of miles apart is just a game of seconds now. Invention 

of fixed telephone in 19th century was no more a wonder in 21st century when human brain 

invented portable “mobile phone”. Mobile phone technology has experienced a tremendous 

growth. In 1946, Swedish mobile used the first official mobile phone 

Research Methodology 

 This study was perform with an aim to describe the aspects of mobile phone usage among 

Pakistani young users including usage patterns and behavioural elements and addictive patterns of 

mobile phone usage. For this purpose questionnaire were used to elicit the responses. Academy 

students were selected as population and simple random sampling technique was used. Section 

was consisting of 500 students out of which 400 students responded back comprising 80% response 

rate for this examine. Main chunk of questionnaire was taken from the research report of study 

conducted by international (market breakdown and consumer research institute) in May, 2004. 

SPSS 17.0 was used to analyze the collectively data. 

 
Literature Review 

 Studies suggest the upsides of mobile phone usage. Power and Horsemanship (2004) proposed 

that mobile phone usage provides young people with an opportunity to create new relationships 

with others and to sustain them. Many researchers, Chapman and Schofield (1998); Taylor and 

Harper (2001); Carroll et al. (2002) emphasized on its use to increase the sense of security in case 

of emergency. Tong et al. (2003) proclaimed that this technology provides means for social 

fulfilment of young people such as access, convenience and mobility. 

Addictive behaviours 
Not 

applicable 
Rarely Occasionally Frequently Often Always 

Making calls longer than intended 15.8 23.5 23.5 15.2 13.5 8.5 

Ignoring personally contacts for using 
cell phone 

12.2 21.2 24.2 14.5 16.8 11.0 
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Using cell phone to communicate 
with family 

10.0 18.8 13.8 17.5 21.5 18.5 

Others object about undue cell 
phone usage 

18.8 28.2 16.2 15.0 12.8 9.0 

Decline in productivity due to cell 
phone usage 

26.2 27.8 15.0 10.8 14.8 5.5 

success irritated on a name bother 
you during cell phone usage 

18.5 28.8 16.2 10.2 18.2 8.0 

Suffering sleep loss due to late night 
usage 

24.0 24.5 17.0 15.8 14.0 4.8 

Trying to lessen the amount handset 
usage 

25.2 20.0 17.5 18.0 11.2 7.8 

conceal facts about cell phone usage 
from others 

23.2 28.2 14.2 12.0 13.2 9.0 

Feeling unnerved, glum and 
miserable whilst away from mobile 
phone 

15.5 23.5 20.8 10.5 14.5 15.2 

 
Interpretation 

 The above statistical findings reveal that, a lesser percentage of respondents agreed to the 

statements depicting the addictive usage patterns and behaviours. Only 20.7% of total 

respondents agreed that they lost out of the real world while being with their cell  

phone. Likewise, only 27% respondents agreed to the fact that they use cell phone everywhere 

without considering the decorum of that place and rest 73% showed disagreement or indifferent 

opinion about. Similarly, just 17.7% of total respondents were those who agreed to avoid keeping 

their cell on silent or vibration mode due to fear of missing the incoming alerts of calls/text. 

Again 20.8%respondents were those who used cell phone as medium to make new friends. 

Percentage of respondent agreed to be bothered by other‟s presence while talking over their cell 

phone was only 34%. When inquired about, only 21.5% of respondents agreed that lengthy 

conversations even on mobile phone are okay. Out of total 410 respondents only 28.5% 

respondents were those who agreed to the claim that they respond to all calls/text irrespective of 

the identity of next person. Only18% agreed to the statement that using mobile phone while 

driving is not an issue. About 50% agreed to the fact that excessive usage of mobile phone causes 

health hazards which means users are well aware of the potential health threats of excessive 

usage. Major tyres pendants (63.5%) disagreed or showed an indifferent opinion about the claim 

that they cannot live even a day without using their cell phone. About 32% respondents were 

those who use their cell phone even with other tasks to be performed the majority of respondents 

who do not use their cell phone when it is inconvenient for them. And finally asked12518 

Afr.J.Bus. Manage. About their personal and professional responsibilities with regard to their 

phone usage, only 28% respondents were those who prefer using their cell phone over the s odd 

jobs. This proves that majority respondents use their cell phones under reasonable limits and do 

not tend towards extreme behaviours regarding addictive cell phone usage. Also they are able to 

have definite priority between their household tasks and commitment and their mobile phone 

usage. 

 
Limitations and Future Implementations 

 This study gives good explanation of addictive behaviour in itself. Yet there are lots of 

improvements that can be made. This study can be repeated with different respondents like 

parents, friends and colleagues. These might be suitable respondents as they are directly affected 
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by one‟s behaviour and habits; and findings of the study would enlighten the findings of existing 

studies as well as current research. 

 
Conclusion 

 Conclusion suggest that middle-of-the-road of young mobile phone users are those who do not 

make longer than proposed calls; do not ignore their face-to-friends to be with their cell phone; 

do not have complaints about their excessive usage; do not suffer a decline in their productivity 

due to mobile phone usage; do not suffer sleep loss due to mobile phone usage and do not feel 

nervous or depressed being away from their cell frequent 
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Abstract 
 In the recent years rural market have acquired 
significance and attract the attention of marketers 
as 68.84% population of India reside in 6, 38,000 
villages and overall growth of economy has resulted 
into substantial increase in the purchasing power of 
the rural communities. Due to green revolution, the 
rural areas are consuming a large quantity of 
industrial and manufactured products. In this way 
rural market offers opportunity in the form of large 
untapped market, increase in disposable income, 

increase in literacy level and large scope for 
penetration. To take the advantage of these 
opportunities, a special marketing strategy „Rural 
Marketing‟ has emerged. This paper tries to 
understand the rural market, importance‟s of rural 
marketing and status of rural market. The main aim 
of the study to observe the potentiality of Indian 
rural markets and find out various problems are 
being faced by rural marketer. 

 

Introduction 

 Rural markets are gaining importance in emerging economies. A large number of business are 

involved in the marketing of various products in the rural areas of India and elsewhere. The main 

objective of this program is to develop a strong foundation of applied knowledge, concepts, 

approaches and analytical-skills in the participants for successful marketing of products and 

services to rural consumers and users. 

 
Marketing 

 Identify the needs of customers and potential customers, providing products/services that 

satisfy their needs, and developing efficient processes or systems to deliver your product/service 

to the market when, where, and how consumers want it. 

 
Marketing 

 Identify the needs of customers and potential customers, providing products/services that 

satisfy their needs, and developing efficient processes or systems to deliver your product/service 

to the market when, where, and how consumers want it. 

 
Rural Marketing 

 Rural marketing is now a two-way marketing process. There is inflow of produce into rural 

markets for production or consumption and there is also outflow of products to urban areas. The 

city to rural flow consists of agricultural inputs, fast-moving customer goods (FMCG) such as 

soaps, detergents, cosmetics, textiles, and so on. The rural to city flow consists of agricultural 

produce such as rice, wheat, sugar, and cotton. There is also a movement of rural products within 

rural areas for consumption. 

 
Large and Scattered Population 

 According to the 2001 census, 740 million Indians form 70 per cent of India‟s population live 

in rural areas. The rate of increase in rural populations is also greater than that of urban 
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population. The rural population is scattered in over 6 lakhs village. The rural populations is 

highly scattered, but holds a big promise for the marketers. 

 
Higher Purchasing Capacity 

 Purchase power of the rural people is on rise. Marketers have realized the potential of rural 

markets, and thus are expanding their operations in rural India. In recent years, rural markets 

have acquired significance in countries like China and India, as the overall growth of the economy 

has resulted into substantial increase in purchasing power of rural communities. 

 
Market Growth 

 The rural markets is growing steadily over the years. Demand for traditional products such as 

bicycles, mopeds and agricultural inputs; branded products such as toothpaste, tea, soaps and 

other FMCGs; and consumer durables such as refrigerators, TV and washing machines has also 

grown over the years. 

 
Development of Infrastructure 

 There is developments of infrastructure facilities such as construction of roads and 

transportation, communication network, rural electrification and public service projects in rural 

India, which has increased the scope of rural marketing. 

 
Low Standard of Living 

 The standard of living of village areas is low and rural consumers have diverse socio-economic 

backwardness. This is different in different parts of the country. A consumer in a village area has 

a low standard of living because of low literacy, low per capita income, social backwardness and 

low savings. 

 
Marketing Mix 

 The city products cannot be dumped on rural population; separate sets of products are 

designed for rural consumers to suit the rural demands. The marketing mix elements are to be 

adjusted according to the requirements of the rural consumers. 

  
Traditional Outlook 

 The rural consumer values old customs and traditions. They do not prefer changes. Gradually, 

the village population is changing its demand pattern, and there is demand for branded products 

in villages. 

 
Rural Marketing in India 

 According to the third yearly edition of Accenture Research, “Masters of Rural Markets: From 

Touchpoints to Trustpoints - Winning over India's Aspiring Rural Consumers,” rural consumers are 

particularly aspiring or striving to purchase branded, high quality products. Consequently, 

businesses in India are optimistic about growth of the country's rural consumer markets, which is 

expected to be faster than urban consumer markets. The report highlight the better networking 

among rural consumers and their tendency to proactively seek information via multitude sources 

to be better informed while making purchase decisions. Importantly, the wider reach of media 

and telecommunication services has provided information to India‟s rural consumers and is 

influencing their purchase decisions. In line with universal trend, rural consumers are evolving 
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towards a broader notion of value provided by products and services which involves aspects of 

price combined with utility, aesthetics and features, and not just low prices. 

 The hinterlands in India consist of about 650,000 villages. These village are inhabited by about 

850 million consumers making up for about 70 per cent of population and contributing around half 

of the country's Gross Domestic Product (GDP). Consumption patterns in these rural areas are 

gradually changing to increasingly resemble the consumption patterns of urban areas. Some of 

India's leading consumer companies serve one-third of their consumers from rural India. Owing to 

a favourable changing consumption trend as well as the potential size of the market, rural India 

provides a large and attractive investment opportunity for private companies. 

 
Market size 

 India's per capita GDP in rural regions has grown at a Compound yearly Growth Rate (CAGR) of 

6.2 per cent since 2000. The Fast Moving Consumer Goods (FMCG) sector in rural and semi-urban 

India is expected to cross US$ 20 billion mark by 2018 and reach US$ 100 billion by 2025 

 
Effect of Globalization on Rural Entrepreneurship 

 Since globalization is a macro-concept and rural Marketing is a micro-concept, it is very 

difficult to establish linkages, of globalization on rural Marketing. However, it is possible to 

identify a range of different channels through which various aspects of globalization can be 

change the scenario of rural entrepreneurship in India. 

 
 Objectives 

1. To gain an understanding of rural Marketing. 

2. To identify the challenges facing by small Marketers. 

3. To study the opportunities for rural Marketing. 

 
Rationale 

 Rural Marketing play a vital role in the overall economic development of the country.  

The growth and developments of rural industries facilitate self employment, results in wider 

dispersal of economic and industrial activities and helps in the maximum utilization of locally 

available raw materials and labour. Rural industries play role in the socio-economic conditions i.e 

increases living standards. 

 
Scope 

 The study is undertaken to assess the challenges & opportunities for Rural Marketing role of 

institution in developing the rural Marketing and contributing towards to the economic 

development of India. 

 
Review of Literature 

 Marketing‟s can be defined as the process of identifying, anticipating and knowing customer 

needs, and organizing all the resources of the company to satisfy them. Satisfying the customers 

need is primary condition of marketing and essential for existence of any organization. In order to 

achieve marketing goals, knowledge of consumer behaviours is must. The consumers behaviour 

comprises the acts, processes and social relationships exhibited by individuals, groups and 

organizations in searching, obtainment, use of, and consequent experience with products and 

services. 
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 A wide array of trouble hinders marketers in approaching rural areas with confidence. The 

lack of fair weather roads, widely dispersed villages, low density of population, lack of bank and 

credit facilities, multiple tiers, higher costs and administrative problems, and lack of retailers are 

the problems in rural distribution. Intelligent ways of approaching rural areas is required. The 

emerging distribution approaches include: Cooperative societies, petrol bunks, agricultural input 

dealers, NGOs, etc. Latest approaches include the direct to home selling methods: network 

marketing and internet marketing 

 
Research Methodology 

 Type of Research of study is exploratory & descriptive in nature. The data is collected from 

Questionnaire & Secondary Data is collected from the books, publication, Records of the 

companies, Websites. 

 
Challenges of Rural Entrepreneurship: Rural Marketing has its own drawbacks. 

 Communication 

 Availability of appropriate media 

 Warehousing 

 Village structure in India  

 Rural markets and sales management 

 Inadequate banking and credit facilities 

 Market segmentation in rural markets 

 Branding 

 Packaging 

 Transportation 

Analysis and Interpretation 

Occupational pattern of rural Population 

(Source: Primary Data) 

  

 

 Interpretation: 60.29% of rural Population 

Occupational pattern is Agriculture 17.11% is 

Agriculture wage Business & craft 7.2% .Non 

agricultural wager is 6.4% & other is 4.5% 

 
 

 

Problems encounter by the Rural Marketers 

Sr.No. Statement No. of Respondents % 

1 Long distance travel to market products or Services Yes 40% No 60% 100% 

2 Family support Yes 60% No 40% 100% 

3 High start-up capital Yes No 100% 

4 Faced difficulties to prepare credible Yes No 100% 

5 business plans for bank loans 80% 20%  

6 Lack of basic infrastructure (roads, water, Yes No 100% 

7 transportation and electricity) at your places 50% 50%  

 

Sr.No Sources 
Rural 

Population (%) 

1 Agriculture 60.29 

2 Agriculture wage 17.11 

3 Business and craft 7.2 

4 Non-Agriculture Wager 6.4 

5 Salaries 3 

6 Current Transfer 2.5 

7 Others 4.5 

 Total 100 
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 Interpretation: 40% of the rural Marketrs are encountered with Long distance travel to 

market products or services, 60% have problems related to Family support, 70% belongs to High 

start-up capital ,80% Faced difficulties to prepare credible business plans for bank loans.50% 

Faced problems related to Lack of basic infrastructure (roads, water, transportation and 

electricity) at your places 

 
Opportunities of Rural Marketing 

1. The Government of India has planned various initiatives to provide and improve the 

infrastructure in rural areas which can have a multiplier effect in increasing movements of 

goods, services and thereby improve earnings potential of rural areas subsequently improving 

consumption. 

2. E-commerce players like Flipkart, Snapdeal, Infibeam and mobile wallet major Paytm have 

signed Memoranda of Understanding (MoUs) with the government to reach rural areas by 

connecting with the government‟s common service centres (CSCs) being setup in villages as 

part of the „Digital India‟ initiative. 

3. With the increasing demand for skilled labour, the Indian government plans to train 500 

million people by 2022, and is looking out for corporate players and entrepreneurs to help in 

this venture. Corporate, government, and educational organisations are joining in the effort 

to train, educate and produce skilled workers. 

4. The Union Cabinet has cleared the Pradhan Mantri Krishi Sinchaee Yojana (PMKSY), with a 

proposed outlay of Rs 50,000 crore (US$ 7.5 billion) spread over a period of five years starting 

from 2015-16. 

5. The scheme aims to provide irrigation to every village in India by converging various ongoing 

irrigation schemes into a single focused irrigation programme. The Government of India aims 

to spend Rs 75,600 crore (US$ 11.34 billion) to supply electricity through separate feeders for 

agricultural and domestic consumption in rural areas. This initiative is aimed at improving the 

efficiency of electricity distribution and thereby providing uninterrupted power supply to 

rural regions of India. 

6. To promote agriculture-based businesses, the Government of India has started „A Scheme for 

Promotion of Innovation, Rural Industry and Entrepreneurship‟ (ASPIRE). Under this scheme, a 

network of technology centres and incubation centres would be set up to accelerate 

entrepreneurship and to promote start-ups for innovation and entrepreneurship in agro-

industry. 

7. The Government of India seeks to promote innovation and technology development in the 

remote rural and tribal areas. The government plans to form a committee to study various 

innovations and submit their reports to the concerned Department or Ministry. The 

programme called the „Nav Kalpana Kosh‟ aims to improve rural areas at various levels, such 

as governance, agriculture and hygiene. 

8. Banks are working to set up rural ATMs, which will dispense smaller denomination currency 

notes. "We have encouraged banks to find a solution for bringing in rural ATMs. 

9. The rural market has been growing gradually over the past few years and is now even bigger 

than the urban market. The saving to income percentage in rural area is 30% higher than 

urban area. At present 53% of all FMCGs and 59% of consumers durables are being sold in rural 

area. Major opportunities available in rural market are as follow 
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Conclusion 

 Although agriculture today still provides income to rural people, rural development is 

increasingly liked to enterprise development. Since national economies are more and more 

globalize and competition is intensifying, affecting not only industry but any economic activity 

including agriculture, it is not surprising that rural entrepreneurship is gaining in its importance as 

a force of economic change that must take place if many rural communities are to survive. 

However, entrepreneurship demand an enabling environment in order to flourish. It is quite clear 

that rural entrepreneurship cannot be developed without training for youth. Therefore, instead of 

just schemes (financial and development) as the correct for entrepreneurship development an 

intensive training needs to be provided to the youth in rural India. Required to create a devoted 

team to take up rural entrepreneurship training as per integrated rural development programme. 

Rural entrepreneurs‟ role is necessary to remove the poverty in the backward rural areas. In rural 

areas majority of the people not ready to invest in the business and also not ready to fix that 

entrepreneur is also their career. So the Mindset of people condition should be changed by the 

government and focus more on rural entrepreneurs for to be a developed nation among the 

countries. 
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