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Abstract 

 Retail formats have been most affluent and 
hypermarkets are one such preferential format in 
India. Research has been in abundance on consumer 
electronics and fashion. Home appliances are 
indispensable in our day-to-day life and it is 
considered to be the nucleus of any household and it 
is vital to comprehend the customer psyche. The 
intention of this article is to focus on ascertaining 
customers' levels of loyalty and what sustains that 
develops the customer loyalty in home appliances at 

hypermarkets. This article distinguishes the 
magnitude of customer loyalty at Hypermarkets. 
Nevertheless, there has been less focus on what 
value customers attach to customer loyalty in this 
context. This research surveyed 147 home appliance 
customers at hypermarkets at Chennai to assess 
their perceptions besides analyzing their purchase 
satisfaction and loyalty levels.  
Keywords: Home Appliances, Hypermarkets, 
Purchase satisfaction, Loyalty.

 

Introduction 

 India is observing incredible growth in retail utilization which stems from a large amount of 

factors like increasing urbanization, augment in nuclear families, superior prosperity, striking 

socio-demography, global aspirations and fondness towards branded products. The organized 

segment is progressively mounting and more players are stepping in with ambitious plans for the 

morrow. On the other hand, there are equal amounts of bottlenecks that need to be faced like (i) 

inadequate infrastructure and distribution channels, (ii) inefficient supply-chain management, (iii) 

not on par with international standards, (iv) desperation for retail space, (v) shortage of trained 

manpower, and (vi) no fixed consumption pattern (web 1). In spite of all these growths and 

impediments customer satisfaction and loyalty matter most and especially the cosmopolitan city 

like Chennai have more hypermarkets that attract more customers to buy their Home Appliances 

under one roof. A customer satisfaction and loyalty level plays an indispensable role in 

Hypermarkets where a requisite study is necessitated to comprehend the present scenario thereby 

the common public can ascertain the contemporary facts that prevails in the market. The 

contribution of this article is replicated in the prospects to devise recommendations for 

management to enable them to adapt their business strategy with respect to certain dimensions of 

customer satisfaction and loyalty to fulfill the requirements of customers, and create an enduring 

relationships to attain customer satisfaction and loyalty. 

 
Review of Literature 

 Rahim A. Ganiyu, (2017) reveals that customer satisfaction is powerfully related and has latent 

to enhance loyalty. The study revealed that frequent customers displayed more loyalty tendency 

to operators than non-frequent customers. Even though, there are many strategy for building and 

developing loyalty in the concerned industry, customers‘ satisfaction with the service quality 

accessible has been documented as the most significant strategies. Therefore, operators should 
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execute down to business strategies and strive for enduring relationship with customers by 

providing service quality that will augment customer satisfaction. 

 Iblasi et al. (2016) investigated the impact of social media as a marketing tool on purchasing 

choices; social media becomes a significant announcement tool that persons use to attach to other 

people or organization. The findings showed that all members of the study sample with dissimilar 

percentages spend long-time using social media websites which designates that these websites are 

a productive and rich place to tradition e-marketing and to pressure the consumers purchasing 

decisions. The study proved that there is a crush on using social media websites as a promotion 

tool on the stages of purchasing choice that is, need recognition, information search, alternatives 

assessment, purchase decision and post-purchase behaviour which cheering going toward using the 

social media in e-marketing. 

 Eswari & Subramanian (2016) examined the consumer behaviour in the direction of durable 

goods is necessary as it reflects the influence of brands, price, superiority, quantity, method of 

purchase, and so forth. The victory of the market or the collapse depends on the consumer‘s 

behaviour. Marketing problems tackled from the consumer‘s behaviour has a superior degree of 

likeness with behavioural problems. The exercise of durable goods is becoming gradually more 

admired in recent years in India. The foreword of different types of durables has also brought out 

many important changes in the tastes and preferences of eventual consumers in recent years. This 

study concluded that the women consumer behaviour and fondness have a huge impact on the 

home appliance products. It was suggested that the sales promotional actions occasionally may 

assist women consumers to buy more but it cannot remain equivalent. 

 Swati (2016) attempted to realize economical and employment impact on unorganized business 

manufacturers and intermediaries because of the entry of organized retailers. This study 

considered four categories of products such as home appliances, clothing, grocery, and gift 

articles. It was found that satisfaction factors considered by buyers for buying at unorganised 

retailers are consistency of product, fresh supply, and door delivery, suitable timings of store, 

simple product return policy, credit service and bargaining power. The entry of organized seller 

will develop infrastructure, equipment, supply chain giving consumer familiarity of buying products 

at lesser prices and employment opportunities. Finally, the study tried to recognize various 

satisfaction factors with regard to buying at organised or unorganised retail shops, savings from 

organised and unorganised retail shops and their fondness of purchase. 

 Sharma & Garg (2015) revealed that purchasing behaviour of the consumers was manipulated 

by the store atmospherics and visual merchandizing. It also found that store atmospherics was one 

of the leading issues in shaping the consumer‘s purchasing behaviour. In contrast, store designing 

was not found significant in influencing consumer‘s purchasing behaviour. It was concluded that 

sanitation, lightening, music, displaying of items and dealing characteristics of the employees of 

the store has an optimistic relationship with the buying behaviour of the consumers. All these 

factors can be clubbed under store atmospherics. Likewise, outlook, entry, services and the 

general clothing of the store workers also has positive association with customers purchasing 

behaviour. All these factors can be clubbed under visual merchandizing. This can be said that 

these two features of the store can be taken concern of to improve the buying habits of the 

consumers. 

 Kamarposhi & Bagheri (2015) emphasized on some particular products and brands including 

durable goods, customer goods, and luxury and leisure goods and so on. It was found that allowing 

for the fact that brand subject and its linked aspects has newly found its importance in our nation 
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and most organizations have extraordinary attention to it, doing applied studies in this framework 

can be sensible. It has been found that those consumers who are withdrawn and traditional 

influence brand individuality, and marketers in interested community should pay extraordinary 

attention to these two aspects of their consumer individuality. These personality traits narrate to 

being extravert and withdrawn. This study concluded that brand personality concerns brand loyalty 

and two traits authenticity and mildness which are related to brand's magnetism and competence 

traits, influence establishing consumer loyalty to brand. Consequently, manufacturers of home 

appliances should institute brand individuality in their products consistent with their interested 

statistical world. 

 Mirabi et al. (2015) aimed to examine the factors affecting on the purchase intent of Bono 

brand tile customers. This study stressed that the purchase intention habitually is related to the 

manners, perceptions and attitudes of customers. Purchase behaviour is a key point for customers 

to access and assess the specific product. The study scrutinized the five factors of brand name, 

product quality, price, packaging and advertising as sovereign variables on customers‘ purchase 

target. Consequently, based on the findings of this study, the factors of product excellence, and 

brand advertising and name had the uppermost impact on customers' purchase intent, but the two 

factors of packaging and price didn‘t have an important brunt on customers' purchase target. 

 Tiwari et al. (2015) assessed the task of merchandising in escalating the customer‘s paces and 

satisfaction and in that way on retailer‘s sale. This study was especially towards to discover the 

association amongst merchandising, customer fulfilment, retailer‘s profit and the results were as 

expected from the truth that merchandising methods has an important impact on customer 

satisfaction which eventually leads to retailer‘s sale. A stores manager job became more critical 

these days as he has to constantly assess and develop the merchandising methods. Proper 

relevance of merchandising techniques will definitely assist stores in customer satisfaction and in 

that way retailer‘s sale. This study suggested that the retail stores should recognize the 

significance of merchandising and should think it significant for customer‘s contentment. 

 Vijayalakshmi & Mahalakshmi (2014) exposed that marketers need to structure superior 

promotional approach. Another finding was that respondents desire to purchase the home 

appliances products frequently during the festival and seasonal offer where the marketers required 

focusing on customer loyalty and satisfaction. It also discloses that demographic variables like 

income do not have noteworthy relationship with occurrence of purchasing the home appliances 

products. Overall study points out that marketers have a wide opening to expand their market 

share by framing good promotional strategies that brings in customer loyalty and satisfaction. 

 Brosekhan & Velayutham (2014) showed that consumers are becoming more educated, 

exploratory and moving out of villages to collect information and select their products. The change 

in consumer buying habits and spending power of the rural population is compelling companies to 

target marketing strategies to the rural areas. Nowadays, the consumers are more alarmed about 

value satisfaction for the money replaced, brand image and SERVPERF than ever before and it is 

for the companies to assemble the customers‘ prerequisite to convert them into extremely gainful 

marketing opportunities. This study concluded that it will allow the managers and front line 

employees in enthusiastic how consumer‘s influences, diverse marketing movements might be 

aimed to each type of persons, sellers also scrutinize buyer‘s level of contribution and numbers of 

brands accessible to establish consumers buying behaviour. 

 Kalaiselvi & Muruganandam (2013) attempted to find the influence of promotional schemes on 

consumer feelings and to discover the brand loyal consumers and also brand changers of consumer 
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home appliances only owing to promotional offers. It was found that whatever gorgeous 

promotional schemes may be, brand name participates a foremost role in purchasing the home 

appliances. Maximum of the consumers have attention in some of the promotional schemes such as 

price reduction, exchange system, warranty, etc. and also consumers desire price reduction at 

first, when compared to non- price schemes. It was concluded that most of the consumers have 

changed their home appliances at exchange scheme and also they are contented with the home 

appliances, acquired at the time of offer period. 

 Vijayalakshmi & Mahalakshmi (2013) identified by their study through data mining techniques 

may be the result of the fact that customers are contributing more to loyalty and have expanded 

their power. Another perspective is that the decision making might be influenced by the relative 

proficiency of customer satisfaction. Customers are more or less conversant as women are 

considered to be the most of the decision making areas. The improved capability of the customers 

has enhanced their strength in decision making and family purchase decision making process of 

home appliances. 

 

Materials and Methods 

 Research Design: Descriptive research design was employed.  

 Objectives of Research: The objective was to analyse the apparent loyalty and satisfaction 

with retail purchase of home appliances at hypermarkets especially influencers like retail 

merchandise, touch points, store process, atmospherics, managers and frontline employees, 

pricing and promotions.  

 Sampling and data Collection: The population comprised home appliance consumers at 

Chennai. The frame comprised home appliance consumers at Chennai who purchased from 

hypermarkets. Random sampling (Malhotra and Birks, 2006) was employed. The sample size was 

147 customers. Survey method was employed with the help of a structured questionnaire. 

 

Data Analysis and Results 

 Retail Merchandise: Retail merchandise refers to ―range of products offered for sale and the 

exhibit of those products in such a way that it arouses interest and attracts customers to make a 

purchase‖ (web 3.2). The mean ratings for Retailer merchandise is summarised in Table 1 

 

Table 1 Mean Ratings for Retail Merchandise 

 ―Carry original products‖ was rated 

highest and ―Carry variety of products 

/ models‖ was rated least with respect 

to retail merchandise.  

 Retail Touch Points: A Retail touch 

point refers to ―all of the 

communication, human and physical 

interactions retail customers experience during their relationship lifecycle with the organisation 

(retailer)‖ (web 3.3). The mean ratings for Retailer touch points is summarised in Table 2. 

 

Table 2 Mean Ratings for Retail Touch Points 

Retail Touch points Mean Position 

Location of Store 2.8171 2 

Number of Branches 2.6341 3 

Retail Merchandise Mean Position 

First to carry new products 3.0061 2 

Carry variety of products / models 2.8171 5 

Carry merchandise that is different 2.9451 3 

Carry original products 3.0244 1 

Leader than a follower 2.8902 4 

Source: Primary Data. 
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Size of the Store 2.8232 1 

Store Online Presence (Website) 2.4451 4 

Store Mobile Presence (App) 2.2561 6 

Store‘s SMS 2.0793 7 

Store‘s E-mails 2.3841 5 

Source: Primary Data. 

 ―Size of the Store‖ was rated highest and ―Store‘s SMS‖ was rated least with respect to 

retailer touch points. 

 Retail Pricing and Finance: Retail pricing refers to ―the total price charged for a product sold 

to a customer, which includes the manufacturer‘s costs plus a retail markup‖ (web 3.4). The mean 

ratings for Retailer Pricing and finance is summarised in Table 4.3. 

 
 Table 3 Mean Ratings for Retail Pricing and Finance  

 ―Pricing is better compared 

to other retailers‖ was rated 

highest and ―Payment Modes 

(Cash, Debit / Credit card, Net 

Banking, Coupons) are 

convenient‖ was rated least 

with respect to retailer pricing 

and finance. 

 Retail Promotions: Retail 

Promotions refer to ―set of 

marketing activities undertaken 

by the retailer to boost sales of the product or service‖ (web 3.5). The mean ratings for Retail 

Promotions is summarised in Table 4. 

 

 Table 4 Mean Ratings for Retail Promotions  

 ―Enhance confidence in purchase‖ was 

rated highest and ―honest and reliable‖ 

was rated least with respect to retailer 

promotions. 

 Retail Store Process: Retail store 

process refers to ―principles, processes 

and procedure of operating a retail store‖ 

(web 3.6). The mean ratings for Retailer Store Process is summarised in Table 5. 

 
  Table 5 Mean Ratings for Retail Store Process  

 ―Hours of Operation is 

convenient‖ was rated highest and 

―Unknown beneficial information 

is given‖ was rated least with 

respect to retailer store process. 

 Retail Managers and Frontline 

Employees: Retail managers and 

frontline employees refers to 

Retail Pricing and Finance Mean Position 

Pricing is affordable. 2.5122 4 

Pricing is better compared to  
other retailers). 

2.9512 1 

Discounts given by Retailer are reasonable. 2.5122 4 

EMI Option schemes in this Store  
are appealing. 

2.8841 2 

Retailer‘s Tie-up with Financial  
Institutions are helpful 

2.8232 3 

Payment Modes (Cash, Debit / Credit card,  
Net Banking, Coupons) are convenient. 

3.4451 6 

Source: Primary Data 

Retail Promotions Mean Position 

Gets customer attention. 2.7012 4 

enhance confidence in purchase 2.9451 1 

are exciting and tempting 2.7500 3 

are honest and reliable 2.6951 5 

Frequency is satisfactory. 2.9451 1 

Source: Primary Data 

Retail Store Process Mean Position 

creates an involvement 2.8841 5 

demonstrations and  
explanations are adequate 

3.0061 3 

Unknown beneficial information is given 2.8049 6 

Transactions are error-free 3.0183 2 

Transactions are smooth and systematic 2.8902 4 

Hours of Operation is convenient 3.0671 1 

Source: Primary Data 
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―employees (managers) who deal directly with customers, or who are directly involved in making a 

product‖ (web 3.7). The mean ratings for Retail Managers and front line employees is summarised 

in Table 6. 

 
Table 6 Mean Ratings for Retail Managers and Frontline Employees  

 ―Courteous and willing to help‖ was rated highest 

and ―Knowledgeable‖ was rated least with respect to 

retail managers and frontline employees. 

 Retail Store Atmospherics: Retail store 

atmospherics refers to ―controllable characteristics of 

a retail space that entice a customer to enter 

the store, and which are designed to influence a 

customer's mood so as to increase the odds of a 

purchase being made‖ (web 3.8). The mean ratings 

for Retail store atmospherics is summarised in Table 7. 

 

Table 7 Mean Ratings for Retail Store Atmospherics  

 ―Merchandise is arranged in customer 

friendly way‖ was rated highest and 

―Ambience is interesting / fresh, Signage are 

clear and appealing‖ was rated least with 

respect to retail store atmospherics. 

 In general Customer Satisfaction and 

Loyalty with Retailer: Customer satisfaction 

indicates to ―a measure of how products and services supplied by a company meet or 

surpass customers‘ expectations during a purchase process‖ (web 3.9). The responses for overall 

satisfaction with retailer is summarised in Table 8 

 
Table 8 In general Customer Satisfaction and Loyalty with Retailer 

 Majority of the respondent have given highest rating 

for ―Good‖ and Lowest rating for ―Poor‖ with respect to 

overall satisfaction with retailer. 

 Perceived Loyalty towards retailer: Customer 

loyalty refers to the ―likelihood of previous customers to 

continue to buy from a specific organisation (retailer)” 

(web 3.10). The mean ratings for perceived loyalty 

towards the retailer is summarised in Table 9. 

 

Table 9 Mean Ratings for Loyalty towards retailer  

 

 ―Spend more money in this Store in future‖ was 

rated highest and ―Renew my visits to this retail 

store‖ was rated least with respect to loyalty 

towards retailer. 

 

 

Retail Managers and  

Frontline employees 

Mean Position 

are knowledgeable 2.6280 4 

give individual attention 2.7561 2 

are courteous and 

willing to help 

2.8171 1 

respond to  

queries quickly 

2.7012 3 

Source: Primary Data 

Retail Store Atmospherics Mean Position 

is interesting  2.9512 4 

is different from other stores 3.1341 3 

Signage are clear and appealing 2.9512 4 

Merchandise arrangement 3.3841 1 

easy to navigate this store (layout) 3.3232 2 

Source: Primary Data 

In general Customer 
Satisfaction 

Freq. % 

Poor 0 0 

Satisfactory 51 31.1 

Good 103 62.8 

Excellent 10 6.1 

Total 164 100.0 

Source: Primary Data 

Loyalty towards 
Retailer 

Mean Position 

Renew my visits to this 
Retail store. 

2.6341 3 

Recommend this 
Retail store to others. 

2.7012 2 

Spend more money in this 
Store in future. 

2.7622 1 

Source: Primary Data 

https://en.wikipedia.org/wiki/Customer
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Suggestions and Future Study 

 Hypermarkets need to concentrate on improving the Customer satisfaction and loyalty at the 

earliest: (a) stores need to carry a variety of products / models; (b) store needs to send SMS on a 

regular basis, (c) payment modes need to be more convenient, (d) promotions need to be honest 

and reliable, (e) beneficial information unknown to customer needs to be given in the store, (f) 

staff need to be knowledgeable, (g) ambience needs to be interesting and fresh, (h) signage needs 

to be clear and appealing, (i) store must endeavour to ensure that customer renew their visits to 

the store. As the retail industry in Hypermarkets are an emerging trend, a contemporary and 

effective study may reveal the Customer satisfaction and loyalty based on the accepted 

suggestions to further improve the quality of services. 
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Abstract 
 Mergers and Acquisitions are in operation from 
time immemorial. M&A is not a new concept. Devas 
and Asuras entered into an alliance to bring out 
Amritham from Parkadal. Rama and Sukhreeva 
mutually helped each other to save their respective 
spouses from Ravana and Vaali. Lord Krishna tied up 
with Pandavaas to fulfill the motive behind his 
avatar. Vijay Television grew in leaps and bounds 
after it was acquired by Star Television Network. 
The takeover of OLA cabs by Taxi For Sure is 
expected to bring a huge revolution in the travelling 

sector. Business families come together by entering 
into wedlock. Jayashree of Nalli family got married 
to Ravi of Kumarans and now she has her own stores 
called Palam Silks. Roshan Narayanamoorthy of 
Infosys got married to Lakshmi Srinivasan of TVS. 
The list is endless. The post merger synergy is a 
major deciding factor in the entire process. This 
paper attempts to study the scope of M&A in the 
present day business scenario. 
Keywords: Acquisitions, Alliances, Mergers, 
Takeovers

 
Introduction 
 Mergers and Acquisitions are in operation from time immemorial. M&A is not a new concept. 

Devas and Asuras entered into an alliance to bring out Amritham from Parkadal. Rama and 

Sukhreeva mutually helped each other to save their respective spouses from Ravana and Vaali. 

Lord Krishna tied up with Pandavaas to fulfill the motive behind his avatar. Vijay Television grew 

in leaps and bounds after it was acquired by Star Television Network. The takeover of OLA cabs by 

Taxi For Sure is expected to bring a huge revolution in the travelling sector. Business families come 

together by entering into wedlock. Jayashree of Nalli family got married to Ravi of Kumarans and 

now she has her own stores called Palam Silks. Roshan Narayanamoorthy of Infosys got married to 

Lakshmi Srinivasan of TVS. The list is endless. The post merger synergy is a major deciding factor 

in the entire process. There is a need for managers to better focus on post‐merger integration 

issues in order to create merger‐induced synergies, rather than simply acquiring bigger size and 

achieve hidden objectives. (Rajkumar 2009) 

 
Statement of the Problem 

 Mergers & Acquisitions have gained popularity throughout the world in the recent times. They 

have become popular due to globalization, liberalization, technological development and intensely 

competitive business environment. Mergers and acquisitions are a big part of the corporate finance 

world. This process is extensively used for restructuring the business organization. In India, the 

concept of M & A was initiated by the Government bodies. The India economic reform since 1991 

has opened up a whole lot of challenges both in the domestic and international spheres. The 

increased competition in the global market has prompted the Indian companies to go for M & A as 

an important strategic choice. The trends of M & A in India have changed over the years. The 

immediate effect of M & A has also been diverse across the various sectors of the Indian economy. 

The management cannot take it for granted that synergy can be generated and profits can be 

increased simply by going for mergers and acquisitions. (Satish Kumar & lalit K Bansal) 
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Need and Importance of the Study 

 Mergers and Acquisitions (M&A) have been around for a long time and has experienced waves 

of popularity during these times and they are very much an important part of today's business 

world. They have also become increasingly international which can be due to the rising global 

competition. The popularity of cross-border M&A's makes it important to look at them from an 

international perspective. Merged firms demonstrate better operating performance as compared to 

both their industries and their pre‐merger performance. Merging firms belonging to unrelated 

industries appear to be performing better in the long‐term as compared to the related firms. 

Mergers which witness transfer of corporate control demonstrate a better performance than the 

ones that do not. (Ramakrishnan K 2010).The present study has made an earnest attempt to 

examine the scope of recent mergers and acquisitions in India. 

 
Objectives of the Study 

 To list out the recent mergers and acquisitions in India 

 To examine the scope of recent mergers and acquisitions in India. 

 To evaluate the effectiveness of such mergers and acquisitions  

 

Limitation of the Study 

 The study has been conducted only based on recent mergers and acquisitions 

 The study is limited to India 

 
Methodology 

Research Design 

 The research design is empirical in nature since the study is conducted using both analytical 

and diagnostic type of research. The major part of the study is based on primary data. 

Sources of Data 

 Primary data has been collected from the management and employees of companies involved 

in recent mergers and acquisitions in India. Secondary data is collected from various published and 

unpublished sources including Journals, Magazines, Publications, Reports, Books, Dailies, 

Periodicals, Articles, Research Papers, Websites, Manuals, and Booklets. 

Scope of Mergers and Acquisitions 

 M&A has become a daily transaction now-a-days. Mergers and acquisitions are an important 

area of capital market activity in restructuring a corporation and had lately become one of the 

favored routes for growth and consolidation. The reasons to merge, amalgamate and acquire are 

varied, ranging from acquiring market share to restructuring the corporation to meet global 

competition. One of the largest and most difficult parts of a business merger is the successful 

integration of the enterprise networks of the merger partners. The main objective of each firm is 

to gain profits. M&A has a great scope in sectors like steel, aluminium, cement, auto, banking & 

finance, computer software, pharmaceuticals, consumer durable food products, textiles etc. 

Mergers that create maximum value treat the transaction as a complete lifecycle – beginning with 

pre‐deal strategy, progressing through deal execution and continuing with post‐merger integration. 

Most successful merger and acquisition (M&A) transactions are characterized by the superior 

execution of an explicit value‐capture strategy, which we call the ―life‐cycle approach.‖ To 

achieve this, top managements in the most successful transactions have relied on four key 

principles: treat M&A as a holistic process; focus on value creation, not just integration; 
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accelerate merger planning and execution; and use culture as a value‐creation tool. (Ravi et al 

2005). 

 It is an indispensable strategic tool for expanding product portfolio‘s, entering into new 

market, acquiring new technologies and building new generation organization with power & 

resources to compete on global basis. With the increasing number of Indian companies opting for 

mergers and acquisitions, India is now one of the leading nations in the world in terms of mergers 

and acquisitions. Till few years ago, rarely did Indian companies bid for American-European 

entities. Today, because of the buoyant Indian economy, supportive government policies and 

dynamic leadership of Indian organizations, the world has witnessed a new trend in acquisitions. 

Indian companies are now aggressively looking at North American and European markets to spread 

their wings and become global players. Almost 85 per cent of Indian firms are using Mergers and 

Acquisitions as a core growth strategy. 

 
Recent Mergers and Acquisitions in India 

 Mergers and acquisitions (M & A) is the area of corporate finance management and strategy 

dealing which deals with purchasing and/or joining with other companies. Though the two are 

often mentioned together, a merger is very different from an acquisition. A merger, in a nutshell, 

involves two corporate entities joining forces and becoming a new business entity, with a new 

name. It usually involves two companies of same size and stature joining hands. An acquisition, on 

the other hand, involves one bigger business taking over a smaller company which may be 

absorbed into the parent company or run as a subsidiary. The company being taken over is referred 

to as the ‗target company‘ in the corporate world. The following mergers and acquisitions were 

the most happening events in the corporate arena during 2014. 

 

Flipkart- Myntra 

 The huge and most talked about takeover or acquisition of the year. The seven year old 

Bangalore based domestic e-retailer acquired the online fashion portal for an undisclosed amount 

in May 2014. Industry analysts and insiders believe it was a $300 million or Rs 2,000 crore deal. 

Flipkart co-founder Sachin Bansal insisted that this was a ―completely different acquisition story‖ 

as it was not ―driven by distress‖, alluding to a plethora of small e-commerce players either having 

wound up or been bought over in the past two years. Together, both company heads claimed, they 

were scripting ―one of the largest e-commerce stories‖. 

 

Asian Paints- Ess Ess Bathroom Products 

 Asian paints signed a deal with Ess Ess Bathroom Products Pvt. Ltd to acquire its front end 

sales business for an undisclosed sum in May, 2014. ―The company on May 14, 2014 has entered 

into a binding agreement with Ess Ess Bathroom Products Pvt. Ltd and its promoters to acquire its 

entire front-end sales business including brands, network and sales infrastructure,‖ Asian Paints 

said in a filing to the BSE on Wednesday. Ess Ess produces high end products in bath and wash 

segment in India and taking them over led to a 3.3% rise in share price for Asian paints. 

 
RIL- Network 18 Media and Investments 

 Reliance Industries Limited (RIL) took over 78% of shares in Network 18 on May 2104 for Rs 

4,000 crores. Network 18 was founded by Raghav Behl and includes moneycontrol.com, In.com, 

IBNLive.com, Firstpost.com, Cricketnext.in, Homeshop18.com, Bookmyshow.com, while TV18 

group includes CNBC-TV18, CNN-IBN, Colors, IBN7 and CNBC Awaaz. 

http://trak.in/tags/business/2014/05/21/flipkart-buys-merger-myntra/
http://www.thehindu.com/business/Industry/flipkart-buys-out-myntra-for-300-m/article6037600.ece
http://profit.ndtv.com/news/corporates/article-asian-paints-to-buy-ess-ess-bathrooms-front-end-sales-business-388336
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Merck- Sigma Deal 

 One of the leading Indian manufacturers, Merck KGaA took over US based Sigma-Aldrich 

Company for $17 billion in cash, hoping the deal will help boost its lab supplies business. Sigma is 

the leading supplier of organic chemicals and bio chemicals to research laboratories and supplies 

groups like Pfizer and Novartis with lab substances. 

 

Ranbaxy- Sun Pharmaceuticals 

 Sun Pharmaceutical Industries Limited, a multinational pharmaceutical company 

headquartered in Mumbai, Maharashtra which manufactures and sells pharmaceutical formulations 

and active pharmaceutical ingredients (APIs) primarily in India and the United States bought the 

Ranbaxy Laboratories. The deal is expected to be completed in December, 2014. Ranbaxy 

shareholders will get 4 shares of Sun Pharma for every 5 Ranbaxy shares held by them. The deal, 

worth $4 billion, will lead to a 16.4 dilution in the equity capital of Sun Pharma. 

 
TCS- CMC 

 Tata Consultancy Services (TCS), the $13 billion flagship software unit of the Tata Group, has 

announced a merger with the listed CMC with itself as part of the group‘s renewed efforts to 

consolidate its IT businesses under a single entity. At present, CMC employs over 6,000 people and 

has annual revenues worth Rs 2,000 crores. The deal was inked a few days back. TCS already held 

a 51% stake in CMC. 

 
Tata Power- PT Arutmin Indonesia 

 India‘s largest private power producer, Tata Power, purchased 30% stake in Indonesian coal 

manufacturing firm for Rs 47.4 billion. Earlier this year, they sold off 5% of its stake in PT Arutmin 

Indonesia (Arutmin) and PT Kaltim Prima Coal (KPC) for Rs. 250 billion due to falling coal prices 

globally. It plans to sell the remaining 25% stake for $ 1 billion soon. 

 
Tirumala Milk – Lactalis 

 The largest dairy player in the world, Groupe Lactalis SA, acquired the 18 year old Hyderabad 

based Tirumala Milk products for a whopping Rs 1750 crore ($275 million) in January, 2014. 

Founded in 1896 by D Brahmanandam, B Brahma Naidu, B Nageswara Rao, Dr N Venkata Rao and R 

Satyanarayana, Tirumala is the second largest private dairy company in South India. Lactalis 

acquired 100% of their shares. 

 
Aditya Birla Minacs- CSP CX 

 Aditya Birla Nuvo Ltd (ABNL) owned ABNL IT & ITeS Ltd. was sold to a Canadian based 

technology outsourcing firm marking Aditya Birla‘s exit for the IT industry. The deal was chalked 

out with a group of investors led by Capital Square Partners (CSP) and CX Partners (CXP) for $260 

million (approximately Rs. 1,600 crore). 

 
Sterling India Resorts- Thomas Cook India 

 Billionaire Prem Watsa owned Thomas Cook India bought the Sterling Resorts India for Rs 870 

crores in, marking Thomas Cook‘s entry into the hospitality sector. Thomas Cook had earlier 

acquired Ikya Human Solutions in 2013. 
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Scale or Scope? 

 For many acquirers, viewing a deal through the lens of Scale vs. Scope yields critical insights 

about the long-term value of a potential acquisition. Scale deals involve a high degree of business 

overlap between the target and acquirer, fueling a company‘s expansion in its existing business. In 

scope deals, the target is a related but distinct business, enabling an acquirer to enter a new 

market, product line or channel. Both can be useful— and ―scale vs. scope‖ has been a great 

debate in the M&A world. Today, the verdict is in. Inexperienced acquirers tend to focus mainly on 

scale deals, those that improve or consolidate their position in a given market. Experienced 

acquirers average a 50-50 mix of scale and scope deals, improving their market positions while also 

adding product lines, geographic reach or other important capabilities. Different patterns of risk 

and reward accompany each kind of deal. Scale deals, historically, have put cost synergies at the 

top of the deal thesis: If we buy this company, we will have a larger presence in the market and 

realize greater economies of scale. The risk is that the acquirer winds up creating a slow-moving 

behemoth and the synergies never materialize. Scope deals, by contrast, usually put growth at the 

top of the deal thesis: Buying this company gives us access to new and faster-growing markets. 

The risk here is that the acquirer will stumble as it learns to manage an unfamiliar business. 

Because of the intrinsic differences between scale deals and scope deals, every element of the 

deal cycle, from strategy through integration, has to be managed differently. Scale deals succeed 

on the basis of rapid overall integration, capture of cost synergies and full cultural integration. 

Scope deals succeed when the acquirer preserves the unique attributes of the company it has just 

bought, integrating the two only where it matters and when the two businesses begin to cross-

pollinate, creating platforms for future growth. As an acquiring company becomes more 

experienced, it learns the differences between scale and scope deals, and can thereby manage the 

risks and maximize the benefits. 

 

Conclusion 

 Not every company has what it takes to pursue M&A successfully. The best have a deep 

understanding of their strategy and begin from a position of strength. They commit to developing a 

repeatable model, and they make the necessary investments. Their reward, is growth—in revenue, 

earnings and total shareholder return—that far outstrips the competition. Thus in nut shell we can 

say that M&A have become common in our country‘s business set up. There is a tremendous need 

for people to grow and become global players expanding their business spheres. If success is to be 

achieved in M&A cohesive, well integrated and motivated workforce is required who is willing to 

take on the challenges that arise in the process of M&A and there should be proper organization 

among employees and they should be provided with proper working conditions. 

References 

1. Raj Kumar, (2009) "Post‐Merger Corporate Performance: An Indian Perspective", Management 

Research News, Vol. 32 Iss: 2, pp.145 - 157) 

2. Satish Kumar, Lalit K. Bansal, (2008) "The Impact of Mergers and Acquisitions on Corporate 

Performance in India", Management Decision, Vol. 46 Iss: 10, pp.1531 - 1543) 

3. Ramakrishnan K, (2010) "Mergers in Indian Industry: Performance and Impacting Factors", 

Business Strategy Series, Vol. 11 Iss: 4, pp.261 - 268 

4. Ravi Chanmugam, Walt Shill, David Mann, Kristen Ficery, Bill Pursche, (2005) "The Intelligent 

Clean Room: Ensuring Value Capture in Mergers and Acquisitions", Journal of Business Strategy, 

Vol. 26 Iss: 3, pp.43 – 49) 

http://www.emeraldinsight.com/action/doSearch?ContribStored=Kumar%2C+S
http://www.emeraldinsight.com/action/doSearch?ContribStored=Bansal%2C+L+K
http://www.emeraldinsight.com/action/doSearch?ContribStored=Chanmugam%2C+R
http://www.emeraldinsight.com/action/doSearch?ContribStored=Shill%2C+W
http://www.emeraldinsight.com/action/doSearch?ContribStored=Mann%2C+D
http://www.emeraldinsight.com/action/doSearch?ContribStored=Ficery%2C+K
http://www.emeraldinsight.com/action/doSearch?ContribStored=Pursche%2C+B


International Conference on Emerging Trends in Management ICETM 2018 
 

 

14 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R & D Institute of Science and Technology, Chennai 

 

PROBLEMS AND PROSPECTS IN DIGITAL MARKETING OF  

AGRICULTURAL PRODUCTS 

 

 
 

Dr.M.Suguna 

Assistant Professor, Department of Commerce, Periyar University, Salem 

 
Ms.M.Jayanthi 

Ph.D. Research Scholar, Department of Commerce, Periyar University, Salem 

 

Abstract 
 Agriculture is different from industry and plays 
a significant role in the economic development of a 
nation. Agriculture in India has directly or indirectly 
continued to be the origin of livelihood to majority 
of the population. India‟s prosperity depends upon 
the agricultural prosperity. India is a largest 
agricultural country. Many intermediaries are 
benefited by agricultural marketing, as agricultural 
marketing involves many operations and processes 
through which the nutriment and raw materials 

move from the farm to the final consumers. 
Agricultural marketing has come across a wide range 
of changes right from the barter system till online 
marketing of agricultural products. This paper not 
only states the digital marketing of agricultural 
products but also deals with the problems faced by 
the online marketers of agricultural products.  
Keywords: Agriculture, agricultural marketing, 
agricultural products, Digital marketing, Economic,  
Livelihood, Raw materials, 

 

Introduction 

 One third population of we are country is depended on the agriculture business directly or 

indirectly and hence it is proven that we are an agriculture country. Having more than 40% 

contribution in GDP, agriculture plays the significant role in Indian economy. Agriculture in India is 

the core sector for food security, nutritional security, and sustainable development & for poverty 

alleviation. It contributes approx. 18 % of GDP. Milestone in agriculture development in India 

includes: Green revolution, Evergreen revolution, Blue revolution, White revolution, yellow 

revolution, Bio technology revolution and the most recent one is Information and communication 

technology revolution.  

 According to the National Commission on Agriculture – ―Agricultural marketing is the process 

which starts with a decision to produce a saleable farm commodity‖. The agriculture sector of 

India is passing through a dynamic phase in the recent era of development. Agricultural marketing 

sector has to face new challenges in terms of finding markets for the increased production, to 

overcome such problems the marketers have chosen a technique – online agricultural marketing.  

 The following is what the ―fourth industrial revolution‖ looks like for increasing numbers of the 

world‘s smallholder farmers. Nearly a third of the global population relies on agriculture for a 

living, and growth in this sector has been shown to be at least twice as effective at reducing 

poverty as growth in other sectors. A variety of new digital applications are now accelerating 

interventions that have been shown to improve productivity and growth in this sector. Connected 

Farmer, for instance, mobile market applications has been started (i.e.) online application for 

marketing the agricultural products, in order to help farmers and retailers work with 

agribusinesses and better manage their own crops finance and to improve sales. 

 E- National Agriculture Market (NAM) is a pan-India e-trading platform. It is designed to create 

a unified national market for agricultural products. Farmers can showcase their produce online 
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from their nearest market and traders can quote price from anywhere. It will result in increased 

numbers of sales. It will result in increased numbers of traders and greater competition. It will also 

ensure open price discovery and better returns to farmers. During period increase agricultural 

production. 

 
Prospects of Digital Marketind in Agricultural Products 

 ―Virtual aggregation‖ is changing, when the agribusiness giant Olam adopted digital marketing 

Connected Farmer system last year in Tanzania, for instance, it paved the way for 30,000 farmers 

across hundreds of kilometers to be organized inside a single mobile phone. 

 On this digital marketing platform, businesses can register farmers, manage contracts, provide 

extension services, make payments, extend farmer loans and provide SMS receipts. This new 

wealth of data gives them a bigger, clearer picture of their overall business, helping them identify 

patterns, efficiencies and best practices. 

Deliveries and other work are still done in person, 

of course, but mobile supply chain management 

now makes working together vastly easier for 

buyers and smallholders. ―Before, we had to run 

manually...it would take about two to three 

weeks‖ to distribute and reconcile cash to the 

field, says Stanley Maina, head of operations at 

Kenya Nut, a major processor using the Connected 

Farmer system. ―Now we are actually down to 

three hours...It‘s a tremendous change with our 

efficiency.‖ Agricultural products do create demand. Advertising is easy and possible through 

digital marketing. Due to the large resources of agriculturists there are many qualities branding is 

are also available in digital marketing easy job.  For increasing number of the worlds smallholder 

farmers. Nearly a third of the global population relies on agricultural for a living, and growth in 

this sector has been shown to be at least twice as effective at reduction poverty as growth in other 

sectors. 

 

Problems of Digital Marketing in Agricultural Products 

Indian Farmers are Facing Problem in Marketing their Products beyond their Locality 

 Bad weather, crop disease, low prices from middlemen – for smallholder farmers without a 

safety net, these challenges can quickly turn into catastrophes. Bumping across dirt roads, 

company agents can spend hours driving to different farms, scheduling deliveries, assessing crops, 

or delivering contracts. Then farmers make arduous, risky journeys to company sites to collect 

payments and loans. Large number of middlemen no Concentration process is very important for 

agricultural goods. A long channel of distribution is needed and hence there are large number of 

middlemen. The long chain of middlemen takes a large amount of the agriculturist‘s share from 

the consumers‘ rupee. The middlemen sell the agricultural goods ti the consumer at higher price 

and give lower return to the agriculturist. Even after managing these challenges, farmers still need 

sizeable, stable markets for their crops. But many agribusinesses struggle to buy on a large scale 

from so many different smallholders spread across remote areas. 
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Conclusion  

 The digital marketing sector has played a phenomenal role throughout the world in increasing 

productivity of consumer goods and services. It is also the second largest industry in India in terms 

of numbers of employees and establishments. The Retail Industry in India has come forth as one of 

the most dynamic and fast paced industries with several players entering the market. But all of 

them have not yet tasted success because of the heavy initial investments that are required to 

break even with other companies and compete with them. There is no denying the fact that most 

of the developed economies are very much relying on their retail sector as a locomotive of growth. 

The India digital marketing Industry is the largest among all the industries accounting for over 10 

percent of the country's GDP and around 8 percent of the employment. Digital technology is 

helping farmers and agribusinesses build resilience, achieve scale and develop sustainable 

solutions. 
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Abstract 

 Apparel is a highly symbolic product category 
due to its high visibility. Individuals will often make 

assumptions about a person‟s self-concept simply on 
the basis of his/her clothing (Soloman & Rabolt, 
1999).Factors influencing the purchase decision of 
men on shirts are changing one. A number of people 
visit the showroom with different factors in mind. 
Most of the youth are not giving much importance to 
any specific factor. An attempt is made in this study 

to assess the important factors influencing the 
purchase decision of mens‟ shirts in showrooms. This 
study aims at addressing the factors affecting 
purchase decision of Chennai consumers and to 
investigate the factors directing consumers‟ decision 
making towards apparels. 
Keywords: Purchasing Decision, Influencing Factors, 
Apparel selection. 

 
Introduction to the Study 

 From secondary data, it is seen that the overall size of textile and apparel industry, including 

the domestic market and exports, is currently estimated at Rs. 327000 crore (US $ 70 bn). It is 

pegged to grow at Rs. 1032000 crore (US $ 220 bn) by 2020, with a CAGR of 11%. As per the latest 

report by Technopak, Indian Textile & Apparel Compendium 2010, the Indian domestic textile and 

apparel market size in 2009 was Rs. 218570 crore (US $ 47bn) and is expected to grow at the rate 

of 11% CAGR to reach Rs. 656000 crore (US $ 140 bn) by 2020. India has witnessed a frantic pace of 

retail development over the past five years. Goldman Sachs has estimated that the Indian 

economic growth could actually exceed that of China by 2015. It is believed that the country has 

potential to deliver the faster growth over the next 50 years. There is increased sophistication in 

the shopping pattern of customers, which has resulted in the emergence of big retail chains in 

most metros; mini metros and towns being the next target. Customer taste and preferences are 

changing, leading to radical transformation in life style and spending patterns, which in turn is 

giving rise to new business opportunities. The generic growth is likely to be driven by changing life 

styles and by strong surge in income, which in turn will be supported by favorable demographic 

patterns. Now- a- days the branded shirts are increasingly used by men. When they select their 

shirt in the showrooms, the buying decisions of the respondents are influenced by different 

factors. The increases in demand for consumer goods have boosted the sale of branded mens‘ 

wear. Keeping this in view research is carried out to know about the factors influencing purchase 

decision of men consumer with regard to shirts. 

 
Review of Literature 

 Dr. A.Lalitha, Dr.J.Ravikumar & K.Padmavalli (2008) made a study entitled "Brand Preference 

of Mens‘ wear". Scope of the study focuses on the brand preference regarding shirts and pants of 

select consumers living in twin cities of Hyderabad and Secunderabad. It is confined to the 

customers visiting the select showrooms in Hyderabad and Secunderabad. The objectives of this 
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study were to know the reason why customers prefer branded shirts and pants to unbranded ones, 

to find out the influence of advertisement for branded clothing for the purchase behaviour of the 

respondent and to know the factors influencing customers while choosing branded shirts or pants. 

 Dr.Ritu Narang (2006) in a study entitled ―A Study on Branded Mens‘ wear‖, was taken up in 

the city of Lucknow with an intention to explore the purchase behavior of the buyers of branded 

mens‘ wear. The objectives of this research are to study the purchase behaviour of the buyers of 

branded mens‘ garments, to study the impact of advertising on the purchase decision of buyers, to 

study the impact of promotional activities on purchase behaviour of buyers. The research type was 

exploratory as it was conducted to develop a concept about the purchasing behaviour of buyers of 

branded mens‘ garments and the impact of advertising on their purchase decision.  

 Dr.S.V.Pathak and Aditya P.Tripathi (2009) made a study entitled ―Customer Shopping 

Behaviour Among Modem Retail Formats: A Study of Delhi‖. The Study is an exploratory research 

conducted in Delhi. It specifically focuses on customer shopping behaviour in Indian scenario 

among the modern retail formats. Objectives of the study are to find out the factors that affect 

the buyer's decisions among the modern retail formats and to evaluate the comparative strength of 

these factors in buying decision of the buyers. 

 

Objective of the Study 

 The objective of this study is to find out the important factors influencing purchase decision of 

a customer choosing shirts. 

 

Methodology and Tools of Analysis 

 This study has been undertaken with the objective of assessing the buying behavior in respect 

of mens‘ shirts in showrooms. For the purpose of assessing the level of satisfaction, primary data 

have been collected from respondents and secondary data have been collected from books, 

magazines and websites. A sample of 120 respondents was surveyed using questionnaire. 

 Factor analysis has been carried out to find important factors behind the purchase of shirts. 

They are durability, material of shirt, design of shirt, colour of shirt, thickness, brand name, show 

room reputation, occasions and festivals, advertisement, discount offered. Overall scores have 

been calculated for three specific factors with viz, physical factor, image factor, promotion 

factor. 

 

Factor Analysis 

 A group of 120 respondents were surveyed to find out the important influences on their 

purchases of shirts. A questionnaire was administered to rate the following factors on a scale of 1 

to 100 to indicate their importance in making their shirt selection. 

1. Durability of the shirt 

2. Material (Cotton, Polyester, etc.) 

3. Type of printed design 

4. Advertisement shown in media 

5. Color of shirt 

6. The brand name of the shirt 

7. Discount offered 

8. The ambience of the show room 

9. Special festival or occasions 

10. Thickness of the material 
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 The responses obtained in respect of these factors with reference to shirt of their choice have 

been factor analysed and tabulated. 

 

 The significance (0.000) is less than the 

assumed value (0.05) to agree with Bartlett‘s 

test that the factor analysis is valid. 

Next we look at KMO coefficient (.605). The 

value is more than 0.5. So this implies that 

the factor analysis for data reduction is 

effective. 

 
Total Variance Explained 

C
o
m

p
o
n
e
n
t Initial Eigenvalues 

Extraction Sums of Squared 
Loadings 

Rotation Sums of Squared 
Loadings 

Total 
% of 

Variance 
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance 
Cumulative 

% 

1 3.771 37.713 37.713 3.771 37.713 37.713 3.520 35.198 35.198 

2 2.022 20.219 57.933 2.022 20.219 57.933 2.026 20.259 55.457 

3 1.579 15.794 73.727 1.579 15.794 73.727 1.827 18.270 73.727 

4 .799 7.986 81.713       

5 .529 5.292 87.005       

6 .471 4.711 91.716       

7 .376 3.760 95.476       

8 .249 2.493 97.969       

9 .118 1.176 99.145       

10 .086 .855 100.000       

Extraction Method: Principal Component Analysis. 

 Next we look at Eigen values. It is seen that only three factors have Eigen values over 1. So our 

result has 3 factors. We can also use the Scree Plot. In this case, the Scree starts with 4th factor, 

so we assume three factors (selected using Eigen values) shows a very accurate factor analysis. 

 Next we look at the rotated component matrix and from this matrix we identify the 

constituents. 

The constituents are 

Factor 1 

 (a) Durability 

 (b) Material of shirt 

 (c) Design on shirt 

 (d) Color of shirt 

 (e) Thickness 

Factor 2  

 (a) Brand Name 

 (b) Show room reputation 

 (c) Occasions & festivals 

Factor 3  

 (a) Advertisement 

 (b) Discount offered 

From the constituent variables, we can rename factos as follows. 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy. 

.605 

Bartlett's Test of 
Sphericity 

Approx. Chi-Square 
90.36

7 

Df 45 

Sig. .000 
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 Factor 1 - Physical factor 

 Factor 2 – Image factor 

 Factor 3 – Promotion factor 

   Rotated Component Matrixa       Component Plot in Rotated Space 
      

 Component 

 1 2 3 

Durability .857 -.051 .089 

Matertial .743 -.049 -.573 

Printed_d .743 .058 -.415 

Advert -.011 -.171 .737 

Colour .695 .250 .398 

Brand -.205 .839 -.221 

Discount -.052 .390 .708 

Show_repu .224 .807 .229 

Festivals -.580 .598 .113 

Thickness .876 -.248 -.045 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. 

 
Results and Conclusion 

 The process of purchase decision is a 

purposeful action plan of selecting a 

specific shirt from among the wide range 

of shirts available. The criterion that 

guide is matching the expectations of 

customer with what the shirt could offer. 

Three important factors relating to the shirt have been considered in this study as factors 

ultimately attracting the consumer towards the purchasing of shirts and they are Physical factor, 

Image factor, Promotion factor. Physical factor, is the most preferred and possesses a high degree 

of positive attributes. In Purchase decision by customers, it occupies the first position. Image and 

Promotion factors are securing successive factor position respectively. The factor scores lead to 

the conclusion that physical factor have a slight edge over the other factors of purchase decision in 

showrooms. 

 

Limitations of the Study 

 The study is subject to the following limitations: The study covers respondents in Chennai city 

only. The consumers purchase decision may not be same in other towns and cities because of 

difference in preference, life style and buying patterns. As the sample size being limited, the 

conclusion may not be wholly applicable to the total market. 
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Abstract 
 Today the world leaders attention is shifting 
towards climate change (which causes tsunami, 
heavy snow fall, un anticipated heavy rains, dry 
weather etc.,) green gas effects (which causes global 
warming) , renewable energy sources (solar energy, 
wind energy etc.,), pollution (water pollution, air 
pollution etc.,), over population (which results over 
exploitation of natural resources) made allocation of 
more funds in their annual budgeting and increase in 
the allocation regularly year by year. All this factors 
which involves socio, economic, environmental and 
sustainable development brought out on compulsions 
on many initiations by companies, as well as holistic 
approach and green movements of NGO groups and 
community groups and green policy by local 
governments in production of green products and 
green services which are considered safe to the 
environments. With large consumers taking 
responsible of environmental impact and willingness 
of green products and services many companies are 
showing interest and participated in this green 
movements along with the support of local 
governments bringing many groups together creating 
new and big opportunities in many sectors 
specifically marketing sectors and termed as Green 
Marketing . A system or company to flourish 

successfully, very strong basic fundamentals are far 
most essential.  
 In this paper presentation we present the 
sustainability of this green marketing by suggesting 
and providing strong basic fundamentals need to be 
followed in all aspects of this green marketing. We 
also better understanding of this new approach and 
challenges/ barriers faced in the past as well as in 
future present review of existing green products, 
green companies and green movements by NGO and 
community groups, green policy by local 
governments, techniques used in green marketing 
products for. Innovative golden methods to address 
the challenges are suggested in this paper 
presentation. Importantly we present the green 
marketing opportunities in transportation sector and 
construction industry, the two sectors which 
consumes nearly 70% of total energy produced 
worldwide.  
Keywords: Sustainable Development, Green 
Marketing Transportation sector, Green Marketing 
construction Industry, Green Marketing Culture.  
Sources: The data has been collected from multiple 
sources, many research papers, journals, websites, 
newspaper & books have consulted to understand the 
importance of green marketing.  

 

Introduction Green Marketing in Transportation and Construction Sector 

 Green marketing is a phenomenon which has developed in marketing of products that are 

presumed to be environmentally safe thus green marketing incorporates broad range of activities, 

including product modification, changes to the production process, packaging, as well as modifying 

advertising. The green marketing concept has emerged as an important concept in India and also in 

other developing and developed country and this concept is need as an important strategy of 

facilitating sustainable development. According to the research, the world is moving towards an 

environmental turmoil. The only way to save our planet earth is to go green on a full swing as 

quick as possible. Green marketing motivates and creates awareness of the importance of green 

products and consumption all over the world regarding the protection of the environment our 

mother the earth. There is worldwide evidence which indicates people are concerned about the 

environment and are changing their behaviour. As a result of the green marketing has emerged 

which speak for the growing market for sustainable and socially responsible products & services. 

Apart from just marketing a product ―GREEN MARKETING‖ is a true of marketing which concerns 

more about natural environment, sustainable development, prevention from environment 



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

23 | P a g e  Shanlax International Journal of Management 

 

degradation. No doubt if you take ―Green Marketing‖ concept, the scope for market is in wide, 

range in the sector like transportation and construction, since the major energy consuming sector 

in the economy is transportation and construction. 

 
Environmental Impact 

 The increasing sensitivity of public, strictness of regulation and amount of pressure from stake 

holders have driven professionals to consider ―Green‖ issues in their corporate decisions 

Environmental products and services such as green vehicles & green buildings which also attracted 

increasing attention from customers. However, although corporate are beginning to include such 

issues in their agenda, the sustainability of their marketing strategies has been insufficiently 

documented in empirical studies. Therefore the effects of adopting environmental marketing 

practices remain relatively unknown among the corporate, manufactures policy makers, firm, 

industries and government all over the world. Continents including Europe and America sea level is 

rising, Maldives is sinking, rivers like Amazon, Nile, the Danube etc., are drying a recede several 

meters every year the glacier feeding water for the ganga are melting faster than it should, which 

means ganga would dry up in another 60 years or so. In fact 15% of Indian side sunderban & 17% 

Bangaladesh side of sunderban Island are already submerged in the ocean.  A third of all CO2 

emissions produced are absorbed in the ocean. CO2 dissolved in ocean water becomes a corrosive 

acid which kills all sea life. 

 The coal burnt in electric power plant, emission from vehicles, usage of resources in 

construction industry are the major causes for the amount of demolition waste & GHG in which in 

turn have major environmental impacts over their entire eco cycle. In recent scenario the 

organization must be capable enough to adopt the changes and they must fulfil the desire of their 

customer behaviour in shifting towards the eco – friendly products which is called green products. 

 
Review of Literature 

 Change is a very common phenomenon which can be seen any where whether in business, 

economics or anything, the increasing pressure on human planet leads to bring threat alert to the 

consumer, government, firms and business organizations to take the issue seriously around the 

world, government is making strict norms & regulations to forbid the problem arises by business 

organization and other sources which in turn lead to change in consumption & buying pattern of 

products, new innovation in product design, green marketing, green supply chain management, 

reverse logistics, waste management etc, Green Market not only fulfils the needs of the consumers 

but also gives assurance about green and clean environment. The concept of Green Marketing 

come into existence a way back in 1980‘s in United States & European Country but now concept of 

Green Marketing is gaining its popularity across the world. Green Marketing concepts participates 

in the sustainable development in long run. 

Review of Green Products & Green Companies 

Green Marketing Initiatives 

1. Clean & green – Madukkarai cement work ACC Industry: The clean & green Madukkarai may 

aptly called as a peoples movement who have come together to seek solutions for the 

effective garbage waste disposable. this project is being spear headed by the Madukkarai 

panchayat in association with ACC & an NGO. The project main aim is to motivate & 

implement effective garbage disposable mechanism. 
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2. Power CEEBROS: Operates in the renewable energy sector with 3 wind turbines with capacity 

of 1.25 MW each located in Tamil Nadu, India. The power generated from there wind mills 

meet, energy requirement of our environmentally conscious hotels -Tshe rain tree. 

3. Hyundai Motor India Ltd: HMIL green manufacturing initiatives include rain water storage 

ponds, increase green cover on campus, RO plant, effluent water treatment plant, LED lamp, 

increasing green cover, RTO system (Regenerative Thermal Oxidizer) a first of its kind in the 

auto industry to control VOC‘s (Volatile organic compounds) emission among others. 

4. World Economic Forum: Indian state produces more wind power than Swedan or Denmark -

Indian southern state of Tamil Nadu is a world leader in renewable energy – wind turbines have 

a combined installed capacity of 7.9 gigawatts (gw). This puts it‘s a head of many countries 

regarded as champions of green power.  

5. Go green BOV – Battery operated vehicles . 

6. Philips – Compact fluorescent light (CFL) Bulbs 

7. Hewlett – Packard Company – energy efficient products and service and instituted energy 

efficient operating practices world wide  

8. Panasonic – eco friendly refrigerators‘, air conditioner, washing machines, plasma TV LCD, 

quick iron batteries & bulbs 

9. Infosys Technologies LTD – focussed on green buildings, water harvesting, better transport 

management by encouraging car pools for its employees bio-diversity in its campus. 

10. Accenture – green building & data centers at all global office. 

11. HCL – Manufacture products that are environmental friendly. 

12. DTC (Delhi Transport Corporation) 

Operate the world largest fleet of CNG powered buses, CNG operated Auto rickshaws. 

13. Tata Motors Limited – Eco friendly show room using natural building materials for its flooring & 

energy efficient lights 

14. Taj – Eco rooms, energy efficient mini bars, organic bed, Linen & napkins made from recycled 

paper rooms with CFL or LED‘s.  

15. Suzlon Energy LTD – world 4th largest wind turbine makes and is among the greenest & best 

companies in India. Suzlone corporate building is the most energy – efficient building in India. 

16. Himurja Limited – Hydro Power 

Himachal pradesh is among few state which streamlined & taken several initiatives to 

encourage private sector to participate in retaining the environment & development of 

renewable energy source. 

17. Solar energy – Gujarat power corporation Ltd – developed solar park. 

18. Nerolac Ltd – Kansai Nerolac Ltd lead free paints – for welfare of society & environment taken 

initiatives to remove hazardous heavy metals, lead, mercury, chromium, arsenic & antimony 

which gives adverse effects to human kind. 

19. Mahindra & Mahindra Ltd – Reva is the first next generation global electric vehicle 

20. Indusind Bank, Indian Railway- Catering and Tourism Corporation (IRCTC), Adidas, Reebok 

India, State Bank of India, Green Building Council ,Delhi Metro Rail Corporation, CPCB, etc, 

majority of Indian companies and government agencies are taken initiatives about green 

marketing & environmental protection 

Objectives of the Study 

1. To provide an understanding to the concept & philosophies, need and importance of green 

marketing. 
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2. Green Market – Green entrepreneur. 

3. Green Building, Green Transport Impact 

4. Environmental issues due to transportation & construction sector, 

5. Business for green products & green marketing in both the sectors. 

6. Solution for green products in construction & transportation sector & make opportunities. 

Green Market – Green Entrepreneurs 

 An entrepreneur always focuses on innovative ideas and brings the change in the society and 

market with the help of their enterprise, many entrepreneurs those who change the concept of 

business in their own way and provide solution for various problems in the society . Change in 

consumer buying pattern on the basis of eco-friendly or green product there is a space creation for 

the green entrepreneurship. Green entrepreneurship innovates, substitutes the traditional or 

conventional products into the green products and tapes the green market. Creation of the market 

is a kind of an opportunity for these green entrepreneurs as it is an emerging market and not 

penetrated enough. These green entrepreneurs are also called ―Enviropreneurs‖ as they build 

their business which is favorable to the environment and society.  

 The concept of green entrepreneurs is not only helping consumer in getting their green 

products and service but also make people learn towards greening ecosystem. But green 

entrepreneurs also face challenges such as lack of substitution of the conventional products, cost 

controlling redesigning, raw material and lack of R&D infrastructure etc. These challenges can be 

reduced in further development. The nurturing of green entrepreneurs also encourages young 

graduates to come and be a part of this emerging opportunity. Green entrepreneurs can make 

profit through the market as well as social recognition in the society. Therefore we can say it is 

not all about business only but somewhat it is a kind of social activity in terms of providing a 

safeguard to our natural environment. 

Green Marketing Concepts and Philosophies 

 Green marketing concept evolve in 1960 when US and Europe has realized the environmental 

burden and formed agencies like environmental protection agency (EPA) with the objective of 

becoming green and clean. The American marketing association (AMA) conducted the first 

workshop on ‗ecological marketing‘ in 1975, It was the evolution phase of green marketing in the 

field of academia. Green marketing has various synonyms such as ‗ecological marketing‘; 

‗sustainable marketing‘ and ‗environmental marketing‘ . On the other hand various organizations 

are working on the reduction of the cost of green product with the help of reverse logistics and 

green supply chain management so that they can make the product more affordable for the 

maximum market segment. Automobiles are one of the highest pollutant product segments and 

therefore green marketing is also taken a better shape around the world and companies like 

Nissan, GM, Ford, Daimler Chrysler etc., and other car manufacturers are working aggressively in 

this area. Studies claim that the Green marketing is future of the marketing management. There 

are various important elements of green marketing, which can be seen in the following Table. 

 

S.no Elements Description 

1 Green Product 
Those product which are presumed environmental safe called 
green product. It includes redesign and new product development 

2 Eco- Labels 
Eco- labels are the logo or mark on the product which assures or 
help in identifying the green product. 

3 Green Price 
Green price is also called premium price which is charged by the 
green customers that may be extra charges for the green product 
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4 
Green Supply Chain 
Management (GSCM) 

Green supply management starts from procurement of raw 
materials and till disposal of the product in a greener manner 

5 Reverse Logistics 
Reverse logistics is one of the sub elements of GSCM, which takes 
the used products from the customers and send it to the 
manufactures again for recycling 

6 Green Promotion Communicating about the green product to the customer 

7 Green Positioning Positioning the green customer segments in long run 

  
Green Market in the Transport Sector 

 Transportation is a major aspect we cannot imagine the world without this sector, now a days 

the greatest problem faced by the countries all over the world is air pollution, global warming, 

environmental degradation, health implication etc., Transportation plays the major contribution, 

in large cities the cost of damage to human health is four times higher than compared to rural 

area, this is due to more usage of transportation- Nicholas wagner, an associate programme officer 

at IRENA. The global carbon dioxide emissions is making up 25% (a figure expected to raise to over 

a third by 2030), the transport sector makes up to 30% of global energy consumption and the 

energy use is expected to increase 1 percentage every year till 2030 and the cities and their fringe 

areas are one of the biggest challenges as they consume as much as 75% of the world primary and 

energy supply (credit vikas choudharey)  

 All countries government must need to understand the effect of emission due to transport 

sector and the importance of energy consumption and the need for guidance to known how to 

meet its demand in Carbon Reduction Commitments. 

 New green market technology and green market policies are to be formulated to reverse this 

world warning threat of air pollution, environmental degradation etc.,  

 In the latest study by the INTERNATIONAL RENEWABLE ENERGY AGENCY [IRENA] lays down a 

renewable route to a more sustainable future in the transport sector. 

 Increase electric mobility in combination with renewable electricity generation and apply a 

system strategies approach that interlinks energy sector.  

 Develop sustainable and affordable advanced bio-fuel pathways for all transport modes. 

 Explore emerging technology solution and innovation for emerging transport modes such as 

aviation, shipping and military applications. 

 Statistic say that over 90% of all transportation relies on oil. This figure goes hand in hand of 

over all global oil consumption at 60%. This report catches the eyes of all government. Since the 

transportation sector is being targeted as major contributor to green house gas emission.  

The immediate and obvious solution must be suggested to sort out the problem. All governments 

must focus on green construction and green transportation, green awareness education and 

marketing. Green transportation revolves around efficient and effective use of resources, by 

modifying the transport structure, habit travel choice by innovative and productive vehicles which 

utilize renewable sources of energy such as wind, solar bio fuels and hydro electricity. 

Modes of Green Transportation 

 The existing modes of modern transportation requires enormous amount of energy like fossil 

fuels, gas, coal, oil, etc., Green transportation is an promising innovative technology is could be 

an ultimate solution for energy saving and eco-friendly modes of transportation like 

 Bicycle 

 Electric bike 

 Electric Vehicles 
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 Green Train 

 Electric Motorcycles 

 Multiple occupant vehicles  

 Service and freight vehicles 

 Hybrid cars 

 The New hybrid buses (public transportation) 

 

Importance of Green Transportation 

 The green transportation vehicles don‘t release any harmful emission in the environment. 

 Electric vehicles are powered by electricity which the power can be tapped from renewable 

technologies like geo thermal, hydro electric, solar power and wind turbines.  

  Green vehicles are powered by alternative fuels and advanced vehicle technologies which put 

less pressure on the environment compare to engine running on petrol or diesel. 

 Hybrid locomotives and other innovative green technologies make use of electrified third rail 

and over head line or devices that store us energy like fuel cells and batteries. Eg: green trains 

that travels at top speed of more than 200MPH, yet maintaining high level of safety. 

 Multiple occupant vehicles also referred to as car pool reduce the number of vehicles on road 

by minimizing level of pollution. 

 Protypes leverage fuel technology and vehicle designed by recycled materials will reduce the 

energy consumption.  

 Vehicles powered by biofuels instead of the regular fossil fuel are the best alternative to long 

way scope for transportation sectors. 

 The technology used in hybrid cars that is designed to automatically recharge their batteries 

by converting energy in the course of braking. According to the experts their technology will 

reduce health threatening emission by 90%. 

 The green buses ahead hit the market like Mercedes Benz, G Bluetec Hybrid, which utilize 4 

electrical wheel hub motors together win automotive lithium ion batteries.  

 The vehicles with their technology may come with high price tag but by the creating the 

awareness and importance of energy consumption and its side effects may result in demands 

for the products, the experts say by projecting on main production may results in price cut 

down in the near future. 

Benefits of Green Market in Transportation 

 By marketing green transportation achieves wide range of benefits like environmental health, 

economic and individual budgets. Some of the key benefits are listed below 

 Fever to no environmental pollution  

 Saver your money 

 Contribute to building of a sustainable economy  

 Improved health 

 Improved life style 

 Reduced consumption of energy. 

 Avoids environment from further degradation 

 Creation of more job opportunities 

 Minimize social-economic disparities 

 Reduces over reliance on fossil fuels which drain our economy  
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Importance of Green Building 

 Constructions playas major energy consuming sector in the economy. About 35% to 40% of total 

energy used by buildings during construction. Similarly, the building industry is producing second 

largest amount of demolition waste and GHG, buildings have major environmental impact over 

their entire life cycle.  

Green Building concept and Architecture Planning  

1. Optimum use of energy and power 

2. Water Conservation 

3. Solid and water management, its treatment and reuse 

4. Energy efficient transport systems 

5. Efficient building system planning  

6. Minimize concrete consumption through innovative architecture and structure design method 

7. Use of i-crete (Smart concrete mixture )as proportionate approach to save on cement  

8. Mortar Mixture 

9. Adding pozzolana like through or GGBFS in cement or concrete. 

10. Sewage treatment and recycle the waste water.  

11. Rain Water harvesting system  

12. Solar panels, wind turbines on roof 

13. Rain garden, drip irrigation 

 
Green Building Programs  

1. Green Built homes certification Program 

2. LEED or Leadership in energy and environmental design  

3. Green gauge with home energy score 

 
Characteristics of Green Building  

 If all buildings in urban areas were made to adopt green buildings concepts , India could save 

more than 8400 MW of power which is enough to light half of Delhi or 5.5 lakh home a year 

according to estimate by TERI. Building construction and its upkeep for livable condition requires 

huge energy in lighting, air conditions, operation of appliances etc., Green Building (i.e) energy 

efficient building is the one which can reduce energy consumption by at least 40 % as compared to 

conventional building.  

 

Urbanisation Trends & Projected Demand for Real Estate Space in India 

 Green market scope is wide in case of urbanisation in India. The urban population grow from 

290 million in 2001 to 590 million by 2032. Different real estate & management companies , 

research institutes & Organisations bring out reports for real estate demand in residential 

buildings. As per a report of the Royal Institution of Chartered Surveyors (RICS) 4127 million m2 of 

real estate space (which includes residential retail office, hotels , health care , education sectors 

is expected to be built between 2012 to 2020 . 

 

Share of Construction Sector in GDP  

 Construction services constitute of major portion India‘s GDP with 64.8% share in GDP at factor 

cost. The GDP contribution of the construction sector grows at a CAGR 9.52% to 10 % till 2022 in 

real terms. A share of services in the gross state domestic product (GSDP) of different state and 
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union shows that construction sector and service is the most dominant sector in many states of 

India.  

 

Employment Generation by Buiding Sector  

 Construction sector is the second largest sector in employment generation next to agriculture. 

As per the planning commission estimates confederation of real estate develops Associations of 

India (CREDAI) Employment in construction sector could go up to about 17miiloin by 2025.  

 
Key Stakeholders Enaged in Building Sector  

 The key stake holders of the Indian building industry who have significant in promoters building 

energy efficiency in India are national ministries, federal institutes, state government & local 

authorities ( PWD, RITES, HUDCO, building sector association. Eg NAREDCO, CREDAI, IPA, Builders 

Association of India. Developers, Architects, Consultants, Facility managers, Research & Academia 

Eg . IITS, ITSC, TERI, CBRI etc., manufactures, suppliers of building materials and products. 

Barriers for Green Product in Construction Sector  

 Financial Barriers  

 Lack of financial confidences to spend ESCO 

 Notion that green products are very expensive and not financially feasible. 

 High cost of efficient products & equipments 

 Lack of institutional capacity to implement green building, green transportation program at 

the end user level. 

 Different government ministries, departments are taking green building, transportation 

initiatives –though lack of co ordination on different initiatives.  

 The market of green product is Immature at present, there is limited availability of green 

building materials & transportation.  

 Lack of willingness amongst manufacturer to invest in such products / mixing links in supply 

chain of green products / materials.  

 Lack of certification system, limited information on performance level.  

 Lack of subject experts / architects services/ consultants, auditors, designers, manufactures, 

absences of mandatory energy efficient standards or quotes, bio diversity. 

 Lack of policy / materials/ technologies. 

 Lack of effective implementation /collection / analysis monitoring & verification system. 

 Lack of energy subsidies  

 Lack of skilled man power / fundamental principle of good design.  

 Lack of stock, energy, bench marks, lack of information on benefits and co benefits of green 

products, green building & transportation green marketing.  

Solution for Green Products in Construction and Transportation Sector and Market 

Opportunities 

 Alternative financing solution for the developers in investing the green products, green 

buildings and ESCOS will provide big market opportunities for the investor & developers to 

scope in EE projects (energy efficient). 

 Successful pilot project detailed project reports qualifying potential energy / water / oil etc., 

Savings to be submitted along with loan application. 

 Marketing the fact the green products are financially feasible. 
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 Life cycle costing of the potential savings on annual electricity, water, resources, oil 

consumption etc., must be attached in the brochure of the products. Non monetary benefit 

like adequate quality / quantity must be market clearly.  

 Incentives for individual buying eco friendly product must given concession in interest rate, 

wavering of processing fees, discount price.  

 Incentives to manufacturers to invest in energy efficiency / promote wider availability of 

green products competitiveness & increase in supply of green products will reduce the prices 

of such products.  

 Import & Export duty relaxation. 

 Design program to increase penetration of green products in green market.  

 Development of an effective monitoring & verification system by local & state level. 

 Introduction of specific courses in all Arts and Science & Engineering Colleges and bring the 

awareness & importance of EE materials, EE marketing. ( Energy Efficient) 

 Bye laws to incorporate such features to develop green products.  

 Enhance capacities of the skill development institution across the country as per the changing 

needs of the country.  

 Creating awareness amongst engineers, marketers, architects, auditors, builders, automobiles 

producers, and end users about the climate change, environmental degradation. 

 Setting up a system for data collection, develop program based on data collection, supply 

chain of green / alternative / materials technologies.  

 National & sub national extensive media campaign, advertising various pilots executed by 

various agencies & building centre & other sources across the country.  

 

Conclusion  

 On the basis of the explanation in this paper we can understand there is an various many 

opportunities for green entrepreneurs & green marketers. Green products emergence in 

construction & transportation sector is wide, changing consumer behaviour towards green market 

is another significant & positive indicator for sustainable development. Though producing and 

marketing green products in transportation and construction not only fulfil the need of consumer 

but also achieve social, economical, environmental objective. By modifying advertising in the 

modern era of globalisation, we can meet our environmental changes.  

 ―As resources limited and human wants are unlimited‖. It is important to the marketer to 

utilize the resources efficiently without waste as wells to achieve the organisation objective. So 

green marketing is inevitable though government, NGO, manufacturer, Industries etc., had taken 

many initiatives to prevent environmental degradation, thus we can say that green marketing is 

still in the infancy and lots of research is to be done on green marketing to fully explore its 

potential in specified sector discussed in the paper. Marketers also have the responsibility to make 

the consumers understand the need and benefits of green building & green transportation 

compared to non green one. The success of green marketing relies on the consumers‘ willingness 

to pay more to maintain a cleaner and greener environment. Finally consumers, industry, 

Government Policies, buyers & Suppliers etc., of all sectors need to be pressurized in the 

minimizing the negative effect on the environment.  
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Abstract 
 Organic products are grown under a system of 
agriculture without the use of any chemical 
fertilizers and pesticides with an environmentally 
and socially responsible approach. Since the 
environmentalists raised their concern regarding 
harmful effect of increasing use of chemicals in 
farming, the consumers getting conscious and 
selective about edible products. The demand for 
organic food products is growing at a very rapid 
rate. There is growing interest in organic agriculture 
in many developing countries. Several developing 
countries have practiced organic agriculture for 
centuries. Even so, a number of measures are 
needed to allow developing countries to take 

advantage of new trading opportunities for certified 
organic food products.Most of the studies show that 
factors like health and environmental concerns and 
lack of chemicals in the food are increasing the 
demand. But this paper aims to explore the organic 
product industry of India from the perspective of 
global market. This paper will also reveal the 
existing opportunities in domestic and global market 
of organic products and also highlights the strengths 
of Indian organic produce - to develop a competitive 
edge and strategies to overcome the global crisis.  
Keywords: Organic agriculture, Organic products, 
Domestic market, Global market, Demand and 
Supply, Market strategies.  

 

Introduction 

 Organic products have a growing market both in India and globally. It is worldwide accepted 

that the organic products can be defined as the products which are produced without the use of 

any chemical substances. These are the products that are not harmful to the wellbeing of the 

human, animal as well as the environment. Organic products can be differentiated from the 

synthetic products on the basis of the production process being adopted and the use of ingredients 

for the production. Organic agricultural produce products using methods that preserve the 

environment and abstain from the usage of synthetic material, such as pesticides and antibiotics. 

Organic farmers and food processors follow a defined set of standards to produce organic foods 

and fibers. These organic standards cover the product from farm to table, inclusive of soil and 

water quality, pest control, livestock practices as well as regulations for utilizing food additives 

and technologies, such as irradiation.  

 International Federation of Organic Agriculture Movement (IFOAM), the worldwide umbrella 

organization for the organic production and processing (IBS) sets the standards for organic 

agriculture, production and processing based on four main principles; Principle of Health, principle 

of Ecology, Principle of Fairness, and Principle of Care. Agriculture in India contributes 

approximately 25% in the GDP of Indian economy, which accounts to 8% of the global agriculture. 

Until 2005, 2.5 million hectare of farmland in India was concentrated in organic production which 

has increased to 25 lakh hectares. This shows a remarkable leap in the production of organic 

production but still a long way to achieve the target of global competitiveness and boos export of 
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Indian organic produce. The sprouting market sector of organic products is one of the fast 

blooming industries of the world and will provide trade opportunities for both developing and 

developed economies. The global market of organic food products will grow from 10-15% to 25-

30%. To support this demand the farmers are now adopting organic farming actively to get the 

advantage of price premiums for the increase value of the products. This current wave of organic 

farming among the farmers worldwide has resulted in the coverage of approximately 3.5 million 

hectares land under the concept of organic farming. 

  

Food Security, Organic Food Markets, Itsdemand and Supply  

Food Security 

 There is a debate between sustainability and the food security aspects of organic farming. In 

intensively farmed areas, organic agriculture decreases yield but in irrigated lands, both methods 

have similar yields. For these cases, conversion to organic while being more sustainable, poses a 

threat to food security. Majority of the lands are intensively in developed countries like North 

America and Europe. But in traditional areas, organic agriculture increases yield. This could help 

improve food security issues in developing countries like India where majority of agricultural land 

is traditional. The supply of food is higher, improving food security. 

Global Market of Organic Food Products 

 Organic agriculture is generally believed to be more environment – friendly than conventional 

farming method. This is because of the fact that organic farming involves practices which do not 

use chemicals and also have lesser energy requirements. Currently, agriculture forestry and other 

land use (AFOLU) contributes around 25% of total greenhouse gas emissions. The organic food trade 

in India is currently limited to only exports. Most of the mare targeted towards US, Canada and EU. 

These are the areas with very high demand concentration. The developed countries import both 

organic and regular food from developing countries. Therefore, the share of ―clean agricultural 

goods‖ consumption is higher in developed countries. This hinders the sustainability of organic 

agriculture in developing countries.  

Organic Food Products - Domestic market 

 In India, there has been a huge growth in the consumption of organic products in the past 

decade. In 2002-02, the total production was estimated around 14,000 MT with total organic 

exports of 11,925 MT. In 2015-16, the production was 1.35 million MT with exports of 0.25 million 

MT. It suggests that the consumption of organic products in India has grown very rapidly. The 

Compounded Annual Growth Rate (CAGR) of production is 46.34% and that of exports is 29.45%. A 

survey of households in major Indian cities found that only very few percent of the households 

were consumers of organic food. Among the consumers, the major percentage pointed out health 

concerns and lack of pesticides and other chemicals as the major reasons for buying organic food. 

It is also noted that the major problems faced by buyers was that organic products were priced 

higher and limited availability of organic products in the market. However, not many remaining 

users, only 5% had good knowledge about organic farming has on the environment. Domestic 

organic food markets need to develop to consume more and more of organic products to realize 

the benefits of growing organic food. 

Demand for Organic Food Products 

 Rising awareness about the benefits of consuming organic food products coupled with rising 

health concerns is driving the consumption of organic food products in India. Though high prices of 

organic food are hindering widespread adoption, producers are increasing their focus on reducing 
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the price differential between organic and inorganic food products. As demand for organic food 

products rises, increase in production, further driving growth in Indian organic food market over 

the next five years. The limited availability of organic products couple with the fact that majority 

of sales is concentrated in larger cities shows that the supply chains of organic food from the farms 

to the domestic consumers are not very well established. There is a lack of knowledge about 

organic products leading to a low penetration amongst potential consumers. Information 

dissemination campaigns can help increase the demand and lead to development of the domestic 

market. India should focus in new product and market development to meet the demand of 

industrially produced inputs like fertilizers and pesticides, in favour of farm-derived inputs like 

manure. However, organic agriculture requires more labour than conventional systems, increasing 

the labour costs. Many studies have shown that costs in total reduce as a result of adoption of 

organic farming.  

 
Supply of Organic Food Products in the Global Market 

 There exist several challenges in the supply dimension of the organic food industry. The yield 

of the two types of systems depends upon the source of water; irrigation channels or rain. It is 

already discussed that organic agriculture has potential to increase crop yield in areas with 

traditional rain-fed agriculture and in drought conditions. Since a majority of India‘s arable land in 

rain-fed, adoption of organic agriculture may enhance the productivity of those soils, leading to a 

higher food supply in general, and specially, a higher supply of organic food. The farmers‘ incomes 

will increase as a result of increased produce from their lands.  

 Organic agriculture has lower variable costs, owing to reduced or non-use of industrially 

produced inputs like fertilizers and pesticides, in favour of farm-derived inputs like manure. 

However, organic agriculture requires more labour than conventional systems, increasing the 

labour costs. Many studies have shown that costs in total reduce as a result of adoption of organic 

farming. Comparing the cost of production between the two systems offer a few insights. Many of 

traditional farming practices, which have been developed over countries, are concurrent with 

organic farming practices. Both these methods tend to employ as few chemicals as possible and 

make farming sustainable. Marketing plays a big role in the supply of organic food. The organic 

food market in India is still a very niche market with total organic production of 1.35 million MT as 

compared to total agricultural production of 235 million MT. Around 80% of the total organic 

consumption in India occurs in the cities classified as metros or mini-metros. But most of the 

production occurs in the rural areas far off from these cities. Marketing costs are high in these 

cases due to limited market access. One possible solution to this problem is introduction of 

contract farming. According to FAO, ―contract farming involves an agreement between farmers 

and processing / marketing firms for production and supply of agricultural products under forward 

agreements, frequently at predetermined prices‖. The advantage of contract farming is that 

supply chain are more integrated and the products reach a larger segment of market. The buyer 

firms are better at advertising and marketing than farmers, which buyer firm and the farmers face 

lower supply and price risks respectively. 

 
Market Strategies to Overcome the Global Crisis 

Identification of Demand 

 Although organic agriculture is now, going mainstream, demand remains concentrated in 

Europe and North America. However, these two regions are not self-sufficient because production 
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is not meeting demand. It is also obvious that the supply is not located where the demand is. 

Hence, the large volume of organic imports, coming in from other regions like India are used to 

balance the undersupply which provides them a great opportunity and shows their strategy for 

widening the organic food market. 

Motivation to Buy Organic Food Product 

 Growing consumer demand for organic food has been attributed to consumers‘ concerns 

regarding nutrition, health, the environment, and the quality of their food. The marketers identify 

health preference, the environment of the consumers, and also the support of the local farmers as 

principal values for expanding their organic food market by increasing the consumption of the 

organic food in that region.  

Building - Trust 

 Studying trust orientations regarding organic food point of purchase along with trust towards 

brands, certification and labels, is very important especially knowing that the recent increase in 

organic food consumption showed that it is strongly related to the consumers‘ trust in their food. 

However consumers‘ confidence in certification standards in other countries and trust in their 

labels and products could be increased by consolidation of standards and regulations between 

countries those sell organic food in the global market. 

Dealing with the High Price  

 After determining the organic consumers‘ motivational and trust level, marketers make the 

leading organic food consumers to accept large price by making them clear about the production 

cost, the nutritious value and the differences between organic and conventional food products. 

The marketers grab the chance to sell their products along with the consumers‘ preferences for 

organic food products in their aimed price. 

Managing the Sustainability  

 Now-a-days, sustainability is becoming one of the main social issues in the business field. 

Cuttings on production costs, development of positive image, and being able to charge more for 

organic foods in promoting large grocery chains to go sustainable which got ended up as the 

corporate social responsibility in the food retailing industry is translated in terms of support for 

local food producers, fair trade, healthy eating, and commitment towards organic producers, and 

also help for local community.  

Other Marketing Strategies  

 The following are some of the other marketing strategies by of the organic food marketers to 

expand their global market. 

Video Promotion 

 As per current marketing scenario, mostly user shows its interest on watching promotional 

videos. So, they introduce promotional HD animated videos of their organic food shop/product and 

share on video sharing sites as well as on Social Media Channels for increasing the brand 

popularity. 

Email Marketing 

 Email marketing is a great source for reaching into their potential customer‘s pocket. 

Promotional Mails helps to create big sales if mail‘s have good promotional message which directly 

impacts their targeted consumers and hits into their mind. 

Proactive Communication with Other Merchants & Brands 

 Step One is to make a list of all the merchants, products and brands of organic food products, 

they would like to work within their niche. They used to be proactive about reaching out. Like 
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Facebook pages, follow them on Twitter, and they will be sure to add updates regarding their 

products.  

Indian Organic Food Market – On its Way Hike towards 2020 

 According to recently published research report, Indian organic food market is projected to 

register growth at a CAGR of over 25% during 2015-16. Consumers in India are becoming 

increasingly health conscious, which has resulted in a change in their performances. Consumers are 

moving towards consumption of organic food in place of conventional food, to avoid adverse health 

effects of organic food in place of conventional food, to avoid adverse health effects of chemical 

preservatives / residues present in non-organic food. Growing health consciousness is the key 

factor surging the demand for organic food products in India. Other factors driving growth in the 

market include higher income level, improving living standard, and favorable government 

initiatives aimed at improving the current scenario of organic farming in the country by providing 

financial and technical support to organic farmers. Moreover, increasing popularity of organic 

products has significantly expanded the availability of organic food in retail stores over the last 

few years. With organic food becoming easily accessible, the market is expected to witness 

remarkable growth over the forecast period. It has been evaluated that the future growth 

potential of India organic food market, and provides statistics and information on market 

structure, size, share and future growth. The report is intended to provide cutting-edge market 

intelligence and help decision makers take sound investment evaluation. Besides, the report also 

identifies and analyzes the emerging trends along with essential drivers, challenges and 

opportunities present in Indian organic food market. 

Conclusion 

 Organic agriculture and its marketing is still at its nascent stage and the potential is yet to be 

explored. The organic agriculture has the capability to combat the environmental problems which 

are on the rise at every sphere of globe. Organic agricultural market is being recognized by the 

government and international institutes and gradually consumers all over the world are also 

accepting the benefits of the organic products in their lifestyle. Budget is being allocated for 

organic farming training, workshops and marketing. Global organizations like FAO, UNCTAD, 

UNESCO, are actively promoting the benefits and value of the organic culture and extent it will 

contribute in the conservation of the ecology and human welfare. India has the potential to exploit 

the galloping demand for organic products at international level and can achieve its export target 

if the large part of unorganized domestic market is organized and follow a definite production and 

marketing strategy. 
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Abstract 

 An entrepreneur is one of the important 
segments of economic growth. India has witnessed 
high economic growth rates in the past two decades 
and there has been a remarkable increase in the per 
capita income. Many initiatives are undertaken to 
improve like India by the crippled entrepreneurs. 
Unfortunately many section of the Indian population 
still remain economically deprived. Through crippled 
persons constitute a small part of the Indian 
Population, only few crippled are grown relative 
numbers. Those few take up their life by starting up 
business like home based business and they are arise 
as disabled entrepreneurs. But they lake behind in 
terms of education and employment which results in 
poverty. As an equitable distribution of wealth and 
prosperity is necessary for all the sections of 
population, which is also necessary for the inclusive 
economic growth. This paper highlights the 

challenges faced by the disabled entrepreneurs and 
helps them by providing information about their 
constitutional framework. The paper tries to find 
out the difference between normal entrepreneurs 
and disabled entrepreneurs also. The Tamil Nadu 
Government has to takes more concentration on 
disabled entrepreneurs and create new „Disabled 
Training Institute‟ for the particular persons to 
improve their self. That the training Institute can be 
combined with Non-Government Organizations and 
help for the empowerment of disabled 
entrepreneurs various types of challenges. Finally 
the valuable steps to overcome the various 
challenges being faced by disabled entrepreneurs. 
Keywords: Disabled Entrepreneurship, constitutional 
framework, Home based- business, Disabled Training 
Institute, Challenges.  

 

Introduction 

 The disabled population is one of the excluded sections of the society and they also face a 

number of problems in their daily life. Persons with disability in India face many challenges face to 

develop employable skills and in gaining meaningful employment in conditions of decent work. 

Whilst India has ratified the United Nations Convention on the Rights of People with disability 

(UNCRPD), persons with disability continue to face many difficulties in the disabled entrepreneurs. 

In this context, this study aims to understand the challenges facing persons and constitutional 

framework with disability in the Indian disabled entrepreneurs. In order to bring them into the 

mainstream, both the central as well as the state government are introducing many welfare 

measures and schemes. Disabled people are the people with physical or mental incapacities, 

Disability generally varies in severity. 

 

Disabilities population in India 

 A- Disability in India – According to census 2011, around 2.2% of over population suffer from 

some form of disability. There are 14.9 million men with disabilities as compared to 11.8 million 

women in the country. According to 2011 Census there are 26810557 persons affected by various 

disabilities which is 2.21% in the total population and it is 22.4% (4903788) of absolute increase 

from 2001 Census. Majority 69% (18631921 disabled persons) of disabled are residing in rural areas 
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of India and the remaining 31% (8178636 disabled persons) are living urban areas. The Male and 

Female distribution are 55.90% and 44.10% respectively. Majority 80.91% of disabilities are spread 

in Uttar Pradesh (4157514), Maharashtra (2963392), Bihar (2331009), Andhra Pradesh (2266607), 

West Bengal (2017406), Rajasthan (1563694), Madhya Pradesh (1551931), Karnataka (1324205), 

Odisha (1244402), Tamil Nadu (1179963) and Gujarat (1092302). The following table shows that 

the population distribution of different forms disability in India and Tamil Nadu: 

 

Disabled Population by type of Disability in India (As Per 2011 Census) 

 

Definition of disabilities 

 The definition of disability as 

provided by UN convention on rights of 

persons with disabilities (UNCRPD) states 

that ―Persons with disabilities include 

those who have long term physical, 

mental, intellectual or sensory 

impairments which in interaction with 

various barriers may hinder their full and 

effective participation in society on an equal basis with others‖. 

Constitutional framework for disabled population 

 The constitution of India applies uniformly to every legal citizen of India, disabled person are 

(physically or mentally). Under the constitution the disabled have been graduateted the following 

fundamental rights: 

 The constitute secures to the citizens including the disabled, a right of justice, liberty of 

thought, expression, belief, faith and worship, equality of status and of opportunity and for the 

promotion of fraternity. 

 Article 15(1) enjoys on the government not to discriminate against any citizen of India 

(including disabled) on the ground of religion, race, caste, sex or place of birth. 

 Article 15(2) States that no citizen (including the disabled) shall be equality of opportunity for 

all citizens in matters relating to employment or appointment to any office under the State. 

 Article 13 (1) – Enjoins on the government not to discriminate again any citizen of India 

(including disabled) on the ground of religion, race, caste, sex or place of birth.  

 Article 17 of the constitution- no person including the disabled irrespective of his belonging 

can be treated as an untouchable. It would be and offence punishable in accordance with law as 

provided by article. 

 Article 21- Every person including the disabled has his life and liberty guaranteed. 

 Article 23- There can be no trafficking in human beings and other forms of forced labour is 

prohibited and the same is made punishable in accordance with law. 

 Article 24 prohibits employment of children (including the disabled) below the age of 14 years 

to work in any factory or mine or to be engaged in any other hazardous employment. Even a 

private contractor acting for the government cannot engage children below 14 years of age in such 

employment. 

 Article 25 guarantees to every citizen (including the disabled) the right to freedom of religion. 

Every disabled person (like the non disabled) has the freedom of conscience to practice and 

propagate his religion subject to proper order, morality and health 

Type of Disability Persons Males Females 

Total 26810557 14986202 11824355 

In Seeing 5032463 2638516 2393947 

In Hearing 5071007 2677544 2393463 

In Speech 1998535 1122896 875639 

In Movement 5436604 3370374 2066230 

Mental Retardation 1505624 870708 634916 

Mental Illness 722826 415732 307094 

Any Other 4927011 2727828 2199183 

Multiple Disability 2116487 1162604 953883 

Source: C-Series, Table C-20, Census India 2011 
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 Article 32- every disabled person can move to the Supreme Court of India to enforce his 

fundamental rights and the rights to move the Supreme Court. 

 Article 29(2) disabled and the education laws, Article 47 disabled and the health laws, 

disabled and the family laws, disabled and the succession laws, disabled and the labor laws, 

disabled and the income tax concessions( Section-80DD, Section-80V, Section-88B) 

 Equal opportunities protection of rights and full participation Act 1995 main provision of this 

act- prevention and early detection of disabilities, Education, Employment, Affirmative action, 

Non discrimination, Research and manpower development, Social security, Grievance Redressal. 

Challenges faced by disabled population in India  

 Inaccessibility- Most of the government buildings 

or private offices and other infrastructure are 

inaccessible for disabling population. 

 Low Representation- The Disabled person has a 

very low representative in fields like government 

jobs, politics, economy etc. 

 Barriers to Health Care- The lack of appropriate 

services for people with disabilities is a significant 

barrier to health care. Affordability of health service 

and transportation are two main reasons why people with disabilities do not receive needed health 

care. 

 The Education System is Still not Inclusive- School buildings are not accessible. Teachers are 

not well trained to help such students. Even the curriculum does not take care of the disabled 

person. 

 Attitudinal Barriers- Attitudinal barriers which help in stigmatization and discrimination, deny 

people with disabilities their dignity and potential and are one of the greatest obstacles to 

achieving equality of opportunity and social integration. 

 Inaccessible communication systems prevent access to information and knowledge and 

opportunities to participate. Lack of services or problems with service delivery also restricts the 

participation of people with disabilities. 

 Institutional Barriers- Institutional barriers include many laws, policies, strategies or practices 

that discriminate against people with disabilities. Discrimination may not be intended but systems 

can indirectly exclude people with disabilities by not taking their needs into account. 

 Inadequate Data & Statistics- The lack of rigorous and comparable Data and statics, combined 

with a lack of evidence on a programme that works, lack of planning, often delay in understanding 

and actions on disability inclusion. 

  Poor Implementation- Poor implementing policies and plans can prevent the inclusion of 

people with disabilities. 

 In addition to facing the general challenges to business startup that all entrepreneurs face, 

entrepreneurs with disabilities are likely to face specific barriers to entering and sustaining 

entrepreneurship activities. Some of these barriers, arguably, are very deep-rooted social-

structural constraints that impose severe limits on life chances for certain groups of disabled 

people. These barriers include:  

 Lack of confidence and limited aspirations – people with disabilities may have difficulty 

identifying a business opportunity, developing this business idea and engaging with the available 

support infrastructure in a meaningful way, which contributes to low levels of confidence related 



International Conference on Emerging Trends in Management ICETM 2018 
 

 

40 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R & D Institute of Science and Technology, Chennai 

to business start-up (Enabled4Enterprise, 2008; EMDA, 2009). This is further compounded by the 

unsupportive role of family and friends who often discourage start-up. This challenge is especially 

relevant for those with mental health challenges.  

 The benefits trap – surveys indicate that there is often a fear of losing the security of regular 

benefit income when other income is generated (Boylan and Burchardt, 2002; Doyel, 2002; EMDA, 

2009). Awareness of eligibility for benefits is incomplete among the population of people with 

disabilities and contributes to perceptions of self-employment as ‗risky‘.  

 Lack of relevant business knowledge and skills – people with disabilities often lack specialist 

business management, legal and financial skills and knowledge due to limited relevant education 

and employment experience (Enabled Enterprise, 2008). • Access to start-up capital – people with 

disabilities often experience difficulties financing new start-ups due to limited personal financial 

resources (savings, home ownership), which, in turn, are partly due to poor education and the 

concentration of disabled employees in low-paid occupations; poor credit rating after long-term 

benefit receipt; disinterest/ discrimination on the part of banks; lack of accessible information on 

sources of grants and loans (Boylan and Burchardt, 2002; EMDA, 2009).  

 Consumer discrimination – self-employment can be deterred by customer discrimination, 

reducing the demand for goods and services produced, as well as the rewards to self-employment 

(Boylan and Burchardt, 2002; Jones and Latreille, 2011).  

 Increased labour costs – some entrepreneurs with disabilities need to hire assistants to help 

them undertake tasks that many people without disabilities may be able to do on their own (e.g. 

moving merchandise, inputting data into computer software), which increases their labour costs 

and puts them at a competitive disadvantage (Roni, 2009). 

 Lack of appropriate business support services – this barrier has a number of dimensions due 

to the individual nature that disabilities have (Boylan and Burchardt, 2002; Doyel, 2002; Pavey, 

2006; Enabled4Enterprise, 2008; EMDA, 2009). 

 Financial Support There are many ways in which entrepreneurs living with disabilities can gain 

financial support. According to Greve (2009) financial support might take the form of grants, loans, 

subsidised loans or loan guarantees to credit providers, tax credits, and exemption from business 

registration fees. Kitching (2014) is of the view that financing might be tied to purchasing specific 

equipment, skills training or attendance at events such as trade fairs or exhibitions (e.g. 12 Spain 

2012) or to the development and application of assistive technologies (ATs). Cupido (2002) points 

out that most applicants do not know what is expected of them when making application to 

financial institutions for assistance and the Department of Trade and Industry has a business 

referral and information network website to assist entrepreneurs in this area. The institutions that 

have been outsourced to act on behalf of the Department of Trade and Industry are:  

 Khethani Business Finance (Khula RFI).  

 Landelike Onwikkelings Maatskappy.  

 Nations Trust (Khula RFI).  

 New Business Finance 

 Disabled business advisers are often reluctant to recommend self-employment as a career 

option for disabled people and sometimes actively attempt to dissuade them. Such views might be 

a consequence of advisers‘ inadequate or stereotypical understandings of the activity restrictions 

arising from specific conditions and/or misperceptions of support recipients‘ capabilities as well as 

a genuine regard for the risks disabled people face in starting and running businesses. That the 

people crucially, training is not always tailored to individual needs and therefore of limited value 

to particular programme recipients. For some, support might need to be provided over an 

extended period of time for recipients with recurring conditions or particular stresses. There is a 

perception among some support recipients that funders face pressures to move quickly onto the 
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next case rather than provide longer-term support to those assisted (a ‗tick-box culture‘). Support 

services may not be available in particular formats (e.g. Braille), which makes the support service 

inaccessible for certain segments of the population of people with disabilities. This likely will also 

impact the awareness level of available supports. Premises where support is provided may not be 

accessible for individuals with conditions and impairments that impact their mobility. Moreover, 

this barrier can be increased by challenges related to transport to and from support centres for 

those with mobility challenges. Programmes may use language that is off putting to people with 

disabilities. For example, entrepreneurs who experience disability often have lower growth 

aspirations and may not identify with terms such as ‗entrepreneur‘ because they do not see 

themselves as exploiting an opportunity or being innovative. That the diversity of impairment and 

disability means that some disabled entrepreneurs might not perceive themselves as ‗disabled‘ and 

prefer to be supported under mainstream, rather than disability-specific, services. There is 

evidence that particular groups of disabled people face multiple sources of disadvantage in 

European labour markets (Greve, 2009).  

Conclusion  
 The purpose of this study was to investigate the challenges faced by the disabled 

entrepreneurs and helps them by providing information about their constitutional framework 

confronted by entrepreneurs living with physical disabilities in India there is a limited evidence 

base that supports the development of targeted training and support that is tailored to the needs 

and challenges of entrepreneurs and potential entrepreneurs with various disabilities. Finally, 

governments should be doing more to ensure that all public websites are accessible and basic 

constitutional framework. With the Internet becoming the primary way in which governments and 

citizens interact, much more can be done to improve the accessibility of disability challenges 

services such as business registration, tax filing and business information resources. 
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Abstract 

 Consumer choices reflect not only price and 
quality preferences but also social and moral values, 
as witnessed in the remarkable growth of the global 
market for organic and environmentally friendly 
products. Environmentally friendly (also eco-
friendly, nature friendly, and green) are synonyms 
used to refer to goods and services, laws, guidelines 
and policies considered to inflict minimal or no harm 
on the environment. To make consumers aware, 
environmentally friendly goods and services often 
are marked with eco-labels. Over the years the 
company has greatly expanded its range of 
environmentally friendly promotional products. The 
purpose of this article is to find out the influence of 
eco-labels on consumers‟ purchase intention. Based 

on choice experiments conducted via face-to-face 
interviews with 180 participants in Kolkata, Indian 
consumers‟ preferences and motives for purchasing 
green-labeled products are examined in this study. 
The heterogeneous effects of each motivating 
channel are also investigated. The results reveal 
that there is a significant association between 
customers‟ label attitude and perceived social value 
with purchase intention but there is no significant 
association between perceived private value and 
purchase intention. 
Keywords: eco-labeling, eco-environmental concern, 
label attitude, purchase intention, perceived social 
value, perceived private value 

 

Introduction 

 Eco-labels influence consumer behavior in two ways. First, they introduce green as a 

considered attribute at the point of sale. Second, they enable consumers to comparison shop 

based on green. Over the past few years, there have been many new eco-labels launched by 

governments, manufacturers and retailers. Interestingly, the Natural Marketing Institute‘s (2007, 

LOHAS Consumer Trends Database report) determined that not all eco-labels have the same 

impact. In fact, consumers indicate that they are more likely to make eco-friendly purchase 

decisions if the eco-labels are also widely recognized and trusted brands in of themselves. Familiar 

labels for programs have a more significant influence on consumer behavior than others. 

 While such a finding reinforces the value of eco-labels, it does challenge the notion that 

companies and retailers should necessarily launch proprietary labels to differentiate themselves on 

green. Like all brands, eco-labels take significant time and resources to build. Moreover, given the 

sensitivities regarding green washing, for-profit entities may have to overcome a higher hurdle 

than government or a non-profit organization given the appearance of conflict if proprietary labels 

adorn their own products. Marketing Green also recommends that retailers simultaneously push for 

industry-wide labels. While some retailers may consider proprietary labels as a competitive 

differentiator, it is likely that broadly recognized labels will accelerate consumer adoption while 

reduce the cost to support them.  

 Moreover, retailers should differentiate themselves by sourcing more green products. 

Arguably, this is one of Wal-Mart‘s strategic priorities today. Greater variety combined with 

recognized eco-labels will likely drive more sales as well as consumer loyalty. In the end, this 

approach is likely to have more impact for both business and the environment. As such, Marketing 
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Green recommends that product companies and retailers focus on disclosing product information 

about environmental impact to differentiate them in the market rather than trying to define new 

green labels. Disclosures provide consumers with information that can inform purchase decisions 

rather than certify a product‘s greenness. This is what HP has done with its launch of Eco 

Highlights labels on its products.  

 

Review of Literature 

 One of the significant green marketing tools used is the eco-label on environmentally friendly 

products. Environmental labels are used by marketing to promote the identification of green 

products (D‘Souza C, Taghian M, Lamb P. 2006). Labels consist of a range of small pieces of paper, 

up to very complex diagrams that are included as a part of the goods packaging. Labels can 

contain simply the brand products or a range of varied information. In some cases, the seller may 

want a simple ‗Label‘, but law obliges them to provide additional information (Kotler, 2010). 

Sammer and Wustenhagen (2006), identify the eco-label as an important tool to allocated 

asymmetry information between sellers and buyers. They also state that labels are a signal to 

accomplish two main functions for consumers: an information function that informs them about 

intangible product characteristics, such as product quality and a value function, which provides a 

value in themselves (e.g. prestige). 

 Rex and Baumann (2007), define eco-labels as a tool for consumers to facilitate making a 

decision to select environmentally-friendly products, it also enables them to know how products 

are made. Many of the studies on eco-labels look for ways to make them effective in consumers‘ 

purchase behavior and environmentally safe products. Sometimes consumer distrust of eco-labels 

can be expressed through their ignorance in identifying eco-labels and the regulations that 

companies follow to place authorized labels on their products (Iyer G., 1999). Nik Abdul Rashid‘s 

(2009) study has shown that awareness of eco-label has a positive effect between the knowledge 

of a green product and consumer‘s intention to purchase. However, other studies indicate that 

although the functions of labels are recognized by some consumers, this does not automatically 

lead them to green purchasing decisions. 

 Few studies have investigated the link between environmental labeling and a consumer‘s 

intention and behavior to purchase environmentally friendly products (Nik Abdul Rashid NR., 2009, 

D‘Souza C., 2004). In addition, D‘Souza C., (2004) explains that little is understood about the 

effect of label information on a consumer‘s intention to purchase environmental friendly products. 

Kuhn (1999) illustrates that these situations will emerge from growth in pollution from enlarging 

the market as a result of achieving greater market share through manufactured environmental 

friendly products. 

 According to a prior study by Rahbar and Abdul Wahid (2010), Malaysian consumers consider 

glass based, household cleaning, aerosols, pesticides and plastics as non-green product categories, 

with a high level of impact on the environment. Hence, it can be predicted that consumers will 

respond positively to products with environmental features, known as ‗eco-branded‘ products. 

Earlier research in western countries supports the idea that consumers in the USA and Germany 

take positive action to eco-branded products, such as the Body Shop and green energy 

(Wustenhagen R, Bilharz M., 2006). 

 Hartmann et al. (2005) explained that the significant factor motivating consumers to change 

actual purchase behavior to buy eco-friendly products is emotional brand benefits. list different 
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types of emotional brand benefits as: a feeling of well-being, auto-expression benefits through the 

socially visible consumption and nature-related benefits. 

 Knowing about consumers‘ brand purchase decisions are very important for marketers and 

market researchers. This effect is known as brand equity. Brand equity can be defined as data that 

has different effects on consumer response to the marketing. Green brands that generally focus on 

the environment should be used to highlight the status of green products, in a similar way to non-

green products (Aaker DA., 1992). The following hypotheses have been derived from the literature 

review: 

H1: There is a significant association between customers‘ label attitude and purchase intention. 

 H2: There is a significant association between perceived social value and purchase intention 

 H3: There is a significant association between perceived private value and purchase intention 

 
Objective of the Study 

 To study the influence of eco-labels on consumers‘ purchase intention 

 

Research Methodology 

 Descriptive Research has been used to conduct the study and the type of research design is 

Cross-sectional. The primary data has been collected for the study through a pre-tested 

questionnaire whereas all the secondary data has been collected from doctoral theses, magazines, 

research articles, credible sources etc. In this study researchers have collected the samples from 

Kolkata, capital of West Bengal. The questionnaires were distributed to the 240 respondents and 

out of that 180 properly filled up questionnaires have been arrived to researchers. The researchers 

have used 5 point Likert scale in questionnaire. In the questionnaire, respondents are requested to 

indicate, on five-point Likert scale, ranging from ―highly important‖ to ―highly unimportant‖, a 

statement explaining the degree of their perceived importance of a factor. For overall data 

analysis the researcher has used SPSS 21. Convenience sampling method has been used to collect 

various perceptions of consumers on influence of eco-labels. Exploratory Factor Analysis and 

Multiple regression method have been used to conduct the study. 

 

Analysis & Data Interpretation 

Validity Testing 

 In order to be certain about the research instrument as well as the data collected, validity is 

checked. For this study, face validity, content validity, discriminant and convergent validity were 

checked for confirmation of the instrument. In face validity researchers determine whether or not 

their instrument is valid enough to measure what is intended to measure and this is done by taking 

the validity of the instrument at face value. In order to validate the instrument, academicians, 

professionals and potential respondents were shown the questionnaire to thoroughly review and 

analyze the content. Content that was unfit and may have caused issues in the future was deleted 

or modified. In content validity the content of the questionnaire was thoroughly checked and 

matched with the theoretical framework. Three questions were deleted after analyzing the 

content so as to make sure that the instrument is valid. So, here both face & content validity has 

been checked. The construct validity contains convergent & discriminant validity. Here between 

the various variables of the factors is having the strong co-relation coefficient & most of the co-

relation coefficients values are in higher ranges. So, here it proves that the convergent validity 

exists. Though there are high co-relation coefficients between the variables of a particular factor, 
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there are very weak correlation also exists between the one factor‘s variable to another factor‘s 

variable. Here it also proves that the discriminant validity exists. 

 
Reliability Testing 

 Here overall reliability of the study was judged by the 

Cronbach‘s Alpha for 12 variables and it is good (0.897) in our 

study. Cronbach's alpha has been used to measure internal 

consistency of questionnaires and found to be strong and reliable. The reliability score for 

questionnaire is 0.897. Though the value is well above, 0.70 so from the above table, researcher 

can conclude that the Cronbach‘s Alpha result is acceptable & accordingly the researcher can 

proceed the further analysis. 

 
 KMO Test (0.824) indicates 

factor analysis is appropriate with 

the data. The KMO Measure of 

Sampling Adequacy is showing 0.824 

which is quite suitable to conduct the factor analysis. It is also showing that Bartlett‘s Test of 

Sphericity is .000 which is quite acceptable. So, it means it is useful to conduct the study. 

Bartlett‘s test of sphericity describes that significance level is less than 0.01 means variables are 

correlated within a construct. So, it proves the Convergent validity. The following table highlights 

the rotated factor loading with their respective variance explained (%). Here factor loading values 

are more than 0.5 and segregated 4 factors separately which indicates the evidence of convergent 

& discriminate validity. 8 factors from Rotated Component Matrix describe total 79.106 % of the 

variance & it clearly says that it is more than the value of 60%, which is recommended for the 

analysis. 

Rotated Component Matrix 

Variables 

Components 

Perceived social 
value 

Perceived private 
value 

Label 
attitude 

Purchase 
intention 

Reduction in environmental 
pollutants 

.896    

Reduction in energy consumption .784    

Climate change improvement .682    

Usefulness  .903   

Economic benefit  .818   

Ease of use  .736   

Usefulness of eco-label 
information 

  .867  

Interest of eco-label information   .751  

Reliability of eco-label 
information 

  .693  

Purchasing    .796 

Replacement    .723 

Recommendations    .654 

Variance Explained 29.456 22.869 16.543 10.238 

Cumulative 29.456 52.325 68.868 79.106 

Cronbach‘s Alpha .891 .865 .896 .873 

Extraction Method: Principal Component Analysis.  

Rotation Method: Varimax with Kaiser Normalization.a 

a. Rotation converged in 7 iterations. 

Reliability Statistics 

Cronbach's Alpha N of Items 

.897 12 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .824 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1294.238 

df 136 

Sig. .000 
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 According to the table the four components have found more than 1 Eigen values and the total 

variance explained by them is 79.106% which is quite adequate to conduct the study. From the 

above table it has been observed that all the 12 variables have been divided in 4 components. 

Here we have used the Principal Component Analysis for extraction & Varimax with Kaiser 

Normalization for rotation method. Rotated Component Matrix table illustrates that the 1st 

component explains about perceived social value, 2nd component explains about perceived private 

value, 3rd component is about label attitude and 4th explains about purchase intention. The 

component named perceived social value explains about reduction in environmental pollutants, 

reduction in energy consumption and climate change improvement, where reduction in 

environmental pollutants are the most influencing factor. The component named perceived private 

value explains about usefulness, economic benefit and ease of use, where usefulness is the most 

influencing factor. 3rd component named label attitude explains about usefulness of eco-label 

information, interest of eco-label information and reliability of eco-label information whereas, 

usefulness of eco-label information are the most influencing factor. 4th component, named as 

purchase intention, the most influencing variable is purchasing; the other influencing variables are 

replacement and recommendations.  

  

Regression Analysis 

 The four factors which have been identified from the factor analysis are, perceived social 

value, perceived private value, label attitude and purchase intention. Here the purchase 

intentions have been used as a dependent variable and the remaining three factors have been used 

as an Independent variable. 

 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

Durbin-Watson 

1 .778a .605 .618 1.282 2.005 

a. Predictors: (Constant), perceived social value, perceived private value, label attitude 

b. Dependent Variable: purchase intentions 

 

 
Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B 
Std. 
Error 

Beta Tolerance VIF 

1 

(Constant) 1.374 .554  2.479 .014   

label attitude .451 .102 .378 4.426 .000 .571 1.752 

perceived social value .126 .092 .114 1.374 .001 .608 1.646 

perceived private 
value 

.161 .068 .160 2.378 .018 .923 1.083 

a. Dependent Variable: purchase intentions 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 105.868 3 35.289 21.482 .000b 

Residual 289.127 176 1.643   

Total 394.994 179    

a. Dependent Variable: purchase intentions 

b. Predictors: (Constant), perceived social value, perceived private value, label attitude 
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 Perceived social values, perceived private value and label attitude are the independent 

variables whereas purchase intention is the dependent variable in this study. The multiple 

regression analysis will give the answer that which is the most influencing factor when tourists are 

choosing a rural destination to conduct a tour. 

 To test the multiple regression, at first, the researcher have found out 0.778 is the Correlation 

coefficient (R) for Model 1, it emphasizes an amount of correlation between the independent 

variables and dependent variable (tourist preferences). The R square value explains the 0.605 or 

60.5% which is quite acceptable for the study. The Durbin-Watson is mainly explaining that there is 

no auto-correlation though the value is quite close to 2.  

 The ANOVA table shows that the F value is 21.482 with degree of freedom 3 and here the 

significance value is .000 which is less than .05 and it means it is quite acceptable. 

 Multi co-linearity has been checked through Variance Inflation Factor (VIF) which needs to be 

less than 3 for acceptability range. Here all VIF values are in acceptable range in & it concludes 

that the variables are free from multi co-linearity.  

 From the coefficient table the researcher has found that label attitude is having highest un-

standardized B value of .451 as well as t value is also high. So it is the most preferred factor on 

purchase intention. After that the second highest will be perceived private value with the B value 

of .161. It is also observed from the study that perceived social value is the least preferred 

attribute. 

 All the three factors namely perceived social values, perceived private value and label attitude 

are having a positive & significant influence on purchase intention. It has been also found out that 

all the three factors are quite significant in 1% & 5% significance level.  

So, here the multiple regression equation can be expressed as, 

 Purchase Intention = 1.163 + (.451) X1 + (.126) X2 + (.161) X3 

 [Label attitude = X1, perceived social value = X2, perceived private value = X3] 

 

Findings & Implications 

 Perceived private value was shown to affect purchasing intention. The loading from perceived 

private value to purchase intention was 0.161, which is significant at the 5% level. This result 

suggests that some consumers feel as though the presence of an eco-label guarantees that a 

product is economically beneficial, not after acquiring some information by reading eco-labels. 

Furthermore, the loading from perceived private value to purchase intention was larger than 

perceived social value to purchase intention. The path loading from label attitude to purchase 

intention was 0.451, which was significant at the 1% level. This result reveals that consumers‘ 

perceived private value is more effective than social value in inducing consumers‘ purchasing 

intention. General consumers interested in obtaining personal benefits from the eco-label in 

making their purchasing decision. 

 The results from this study reveal that consumers‘ perceived private value is more effective 

than their perceived social value. A strategy for consumers‘ private value is required. When an 

eco-label indicates that a product allows consumers to save money or cut costs, it will be 

purchased. If no private value is provided by an eco-label, the introduction of an alternative 

method, such as a cash-back system in which consumers can convert prior purchases to cash, could 

be a solution to encourage the purchase of eco-labeled products. 
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Conclusion 

 The purpose of eco-labels is to provide eco-information and to increase the sale of eco-labeled 

products. In some research, consumers have expressed a higher willingness to pay for eco-labeled 

products. However, in the real world, the introduction of eco-labels has not encouraged consumers 

to purchase eco-labeled products. A gap is evident between eco-label awareness and purchasing 

behavior in relation to eco-labeled products. To increase the market for eco-labeled products, it is 

essential that eco-labeled products be purchased by general consumers.  

The empirical results provide implications for the design of effective policies to induce consumers 

to purchase eco-labeled products, which can considerably contribute to a sustainable 

environment. Governments can make good use of eco-labeling schemes to increase public 

awareness of the environmental benefits of eco-labeled products, thereby stimulating consumers‘ 

environmental motivation. People with certain socio-economic and household characteristics are 

the target groups for such efforts. The government could produce messages that appeal to 

emotions about food safety and environmental protection, which may have an impact on behavior 

by inducing a favorable attitude toward the purchase of eco-friendly products. Since knowledge is 

critical to establishing correct attitudes toward purchase decisions, it is necessary to enhance the 

knowledge of the eco-label preferred group. Eco-labeling schemes could be accompanied by 

information campaigns on the production aspects underlying eco-labels. 
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Abstract 
 The middle class population in India rose from 
15 million in 1991 to 160 million in 2011. This 
segment with its increasing disposable income 
started demanding and has been willing to pay for 
better services across sectors including private and 
public transportation. Rapid economic growth 
coupled with huge infrastructure development, 
rigorous effort from Ministry of Tourism to project 
India as travel destination and emergence of 
Business Process Outsourcing (BPO) industry has 
given a huge push to the car rental industry in India. 
Till 2003, the point-to-point taxi market in India‟s 
big metropolitan cities was completely unorganized. 
It was served either by unorganized, inconsistent and 

somewhat expensive private operators or by state 
government controlled pre-paid taxis offering a 
standardized but low quality service. Online cab 
firms have found the biggest opportunity from 2013 
by providing an App which could be configured on 
smartphones along with the customer's details. The 
customer can enter their pick up and drop locations 
and conveniently make a cool ride. This is a case 
study on Ola cabs and how a strong customer base is 
created among other competitors in Chennai. The 
data is collected by interviewing with 25 cab 
operators in and around Chennai. 
Keywords: Unorganised transport, private 
operators, taxi operators, cab operators etc. 

 

Introduction 

 Ola Cabs is the trade name for ANI technologies private Limited. It is an online transportation 

network company founded on 3 December 2010 by Bhavish Aggarwal and Ankit Bhati. This 

Bangalore based company is known to be India‘s biggest startup.Ola provides all kind services 

ranging from economic to luxury. Ola claims 1,50,000 bookings per day and owns 60% of market 

share in India. There are more than 6000 employees working for ola cabs and 6,50,000 cab driver 

are associated with Ola. 

 

Founders  

 Bhavish Aggarwal: Bhavish Aggarwal is an IIT-

Bombay alumni and has worked with Microsoft Research 

two years. At Microsoft, Bhavish published 3 paper and 

filed 2 patents in international journals. He is also 

working as the CEO of the company. Fun fact about 

Bhavish is that he doesn‘t own a car and vows that he 

never will. Ankit Bhati: Ankit Bhati is also an IIT Bombay 

alumni infact Bhavish and Ankit are bachmates. At 

Ola Ankit leads product, engineering, and data sciences, 

ensuring a strong back-end system that powers the 

experience of riders and driver partners alike. 
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Story behind Ola 

The founder and CEO of Ola once took a car rental from Bangalore 

to Bandipur. The driver stopped his car in the middle and demanded 

extra money from Bhavish from what they settled earlier. After 

refusing the driver abandoned him at the middle of the road on the 

way.This is when Bhavish realise the need of quality cab service in 

India and Joined hand with his batchmate Ankit Bhati to start cab 

ola. 

 

Business Model 

 Ola is not a taxi business. It is just a taxi aggregator which means Ola act as an entity between 

end user and cab drivers. They partner with private taxi owners, provide them technical 

equipments and process for booking through Ola app. This is very beneficial for both customer and 

driver as customer can book a cab for few Kilometers without paying half day or full day cab fare 

and drivers gets more customers. 

 
Revenue Model 

 Ola charges 20% commision for each ride from its driver partner. So for example if the average 

price per ride is 150 Rs, 20% of which is 30 rupees. Ola claims to have 1,50,000 booking per day. 

Hence Ola is making at least half a million rupees per day. 

 

Fundings 

 Ola has been backed by one of the biggest investors in the market. Ola is initiated in 2011 with 

seed funding of 0.33 million dollars after one year in first series Tiger Global invested rupees 5 

million dollar in Ola. In second series in 2013 Ola abled to raise fundings of 20 million dollars from 

Matrix partners and Tiger global.In third, fourth and fifth series ola raised around 650 million 

dollars from Steadview capital, Softbank, and DTS global along with existing investor. As of last 

year the company‘s evaluation was 5 billion dollars. 

Ola Vs Uber 

 Uber started its operation in 2013 which is 3 year after Ola has been launched. So Ola already 

have head start of 3 years. But with the Uber‘s global experience Uber have made their way into 

Indian market, result of which Uber has slowly captured 35-40% of market share in India while Ola 

is claiming 60% of market share. 

Price War 

 Uber and Ola has unleashed a price war which has resulted in a increase in consumer and 

upped the stakes of Investors. In attempt to counter Uber‘s prices Ola raise around 500 million 

dollars and launched a new category called Ola micro for low fare rides. Priced at 6 Rs per km 

Micro is cheaper than Ola go. Ola claims to have 4,50,000 vehicles on the Ola platform where 

Ubers claims the number to be 3,50,000. According to industry experts Ola‘s focus has wavered 

from last year since the company has launched new food and grocery delivery(Ola Store) and 

dabbled in shuttle service where Uber is singularly focusing on the core business to catch up Ola. 

Journey so Far 

 After its inception in 2010 Ola has claims to have 6 lakhs vehicle on ola platforms across the 

country. Ola serves in 110 cities in India by Ola fleet. Ola has 6000 plus employees and more than 6 

lakhs driver partners building mobility for a billion Indians across the country 
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Number of Olacabs and Uber Drivers in India, As 

of July 2016 (In 1,000s) 

 SWOT Analysis of Ola Cabs with USP, 

Competition, STP (Segmentation, Targeting, 

Positioning) - Marketing Analysis 

 
 
 
 

Ola Cabs 

Parent Company ANI Technologies Pvt Ltd 

Category Service provider for taxi hiring (Aggregator) 

Sector Transport & Logistics 

Tagline/ Slogan Chalo Niklo 

USP Standardized customer experience & Price transparency 

STP 

Segment People who mobile from one place to another for any purpose 

Target Group Customers who are in need of cabs instantly 

Positioning Using technology to bring the higher efficiency and customer experience 
 

SWOT Analysis 

Strengths 

1. First mover advantage as a taxi aggregator in India 
2. Acquisition of Taxi For Sure made it No. 1 in India 
3. Top of the mind service 
4. High awareness due to aggressive TV, online and print media marketing 
5.Huge customer base & due to network effect it is increasing 
6. Rapid expansion and online application 
7. Multiple rounds of VC investments have made the brand financially strong 

Weaknesses 

1. Drivers are the face of the company and hence their misbehavior directly affects the 
brand image 
2. While the demand is huge, amount of cash burning is huge and monetization is very 
difficult 

Opportunities 

1. Unorganized market is huge (~90%) and hence potential is high 
2.Increasing internet penetration & smart phone users 
3. Rising disposable income 
4. Shifting of consumers towards convenience creates huge demand 
5. Acquisition of smaller players 

Threats 

1. Rising competition 
2. Uber has deep pocket and hence can burn cash heavily 
3. Presence of many national players 
4. Absence of clear government regulations in developing countries 
5. Future is unclear due to lack of regulations and Customer loyalty is less in this industry 
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Abstract 
 Competency mapping is a process of identifying 
key competences for an organization and/or a job 
and incorporating those competences throughout the 
various processes (i.e., job evaluation, training, 
recruitment) of the organization. A competency is 
defined as a behavior (i.e., communication, 
leadership) rather than a skill or ability. 
 Competency mapping identifies an individual's 
strength and weaknesses. The aim is to enable the 
person to better understand himself or herself and 
to point out where carrier development efforts need 
to be directed. Every organizations success lies in 
the hands of employees. The skill and attitude 
shown by the employees towards the job is very 
important to achieve success. The competency 
mapping prepared with the competencies rendered 
by employees to fulfill the present and future needs 

and desires of the company. Though competency 
mapping is done in the organization it is not 
effective currently and the company finds it difficult 
to identify the right skilled person for the right job. 
So it becomes imperative to find whether the 
organization practicing the competency mapping or 
not, if practicing identify the present stage in the 
organization. To improve the overall performance of 
the organization in both internal and external 
process and to improve the flexibility to restructure 
according to the changing environment a study is 
essential to show the importance of the competency 
mapping in the organization. 
Keywords: Human Resource - Automotive Industry - 
Competency Mapping - Status – Perception – 
Necessity. 

 
Introduction 

 Competency mapping is a process of identifying key competences for an organization and/or a 

job and incorporating those competences throughout the various processes (i.e., job evaluation, 

training, recruitment) of the organization. A competency is defined as a behavior  

(i.e., communication, leadership) rather than a skill or ability.It is "a capacity that exists in a 

person that leads to behavior that meets the job demands within parameters of organizational 

environment, and that, in turn brings about desired results". Competency mapping identifies an 

individual's strength and weaknesses. The aim is to enable the person to better understand himself 

or herself and to point out where carrier development efforts need to be directed.Competencies 

are derived from specific job families within the organization and are grouped around categories 

such as strategy, relationships, innovation, leadership, risk-taking, decision-making, emotional 

intelligence etc. 

 Automotive Industry: The Automotive Industry is a wide range of companies and organization 

involved in the design, development, manufacturing, marketing and selling of motor vehicle. It is 

one of the world's most important economic sector by revenue. The term automotive was created 

from Greek word autos which means self and Latin word motivus which means of motion which 

represents any form of Self-powered vehicle. The automotive industry began in the 1890's with 

hundreds of manufacturers that pioneered the horseless carriage. Automobile industry, the 

business of producing and selling self-powered vehicles, including passenger cars, trucks, farm 

equipment and other commercial vehicles. 
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 Automotive Industry in chennai: Chennai is nicknamed as the Detroit of Asia due to the 

presence of major automobile manufacturing units and allied industries around the city. The 4-

wheeler vehicles in chennai are the base of 30% of India's automobile industry and 35% of its 

automobile components industry. Besides the commercial industry, the heavy vehicle factory (HVF) 

has been established in Avadi to produce military related vehicles. Avadi also boasts of the combat 

vehicle research and development establishment, a new engine testing facility. 

 Every organizations success lies in the hands of employees. The skill and attitude shown by the 

employees towards the job is very important to achieve success. The competency mapping 

prepared with the competencies rendered by employees to fulfill the present and future needs and 

desires of the company. Though competency mapping is done in the organization it is not effective 

currently and the company finds it difficult to identify the right skilled person for the right job. So 

it becomes imperative to find whether the organization practicing the competency mapping or not, 

if practicing identify the present stage in the organization. 

 There are many number of automotive industry in chennai. Of which the leading few industries 

of automobiles are mentioned below: 

 Ashok leyland: Ashok leyland is an Indian automobile manufacturing company based in 

chennai, India. Founded in 1948, it's head quarters is in chennai, Tamil Nadu, India and it serves 

worldwide. The parent of Askokleyland is Hinduja group. The products that thy manufacture are 

automobiles, engines, commercial vehicles etc. It is the second largest commercial vehicle 

manufacturer in India, fourth largest manufacturer of buses in the world and sixteenth largest 

manufacturer of trucks globally. It also makes spare parts and engines for industrial and marine 

applications. Ashok leyland is the market leader in the bus segment. 

 TATA Motors: TATA motors Limited is an Indian multinational automotive manufacturing 

company headquartered in Mumbai, Maharashtra, India and it is a subsidiary of the Tata group. 

Tata group was founded in 1868 by Jamsetji Tata and gained international recognition. It's 

products includes passengers cars,trucks, vans, coaches,buses, construction equipment and 

military vehicles. It is the world's seventeenth largest motor vehicle manufacturing company, 

fourth largest truck manufacturer, and second largest bus manufacturer by volume. It was found in 

1945 and serves worldwide and its parent company is Tata group. 

 Lucas - TVS: Lucas - TVS established in 1961 as a joint venture between Lucas U.K. and T.V. 

SundaramIyengar and sons (TVS), India to manufacture automotive electrical systems. Lucas - TVS 

is the leader in auto electrical in India with 50 years of experience in design and manufacturing. 

The combination of these two well known groups has resulted in the establishment of a vibrant 

company, which has had a successful track record of sustained growth over the last three decades. 

TVS is one of the India's twentieth large industrial houses with twenty five manufacturing. TVS 

group originated as a transport company in 1911. TV SundaramIyengar and sons limited is the 

parent and holding company of the TVS groups. Lucas TVS reaches out to all segments of the 

automotive industry such as passenger cars, commercial cars, commercial vehicles, tractors, 

jeeps, two wheelers and off- highway vehicles as well as for stationary and marine applications. 

 Ford: Ford India Private Limited is a wholly owned subsidiary of the Ford Moto Company in 

India. Ford India Private Limited's headquarters are in maraimalainagar, chennai, Tamil Nadu, 

India. It is an automotive industry founded in October 1995 as Mahindra Ford India company 

limited. The parent of ford is Ford Motor Company. Ford India private limited began production in 

1926, but was shut down in 1954 as the company was in loss. Ford re-entered the market in 
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October 1995 as Mahindra Ford India limited, a 50-50 joint venture with mahindra and mahindra 

limited. 

 Hindustan motors: Hindustan motors are an Indian automotive manufacturer based in Kolkata, 

west bengal, India. It is a part of the Birla technical services industrial group. It is founded in 1942 

and has its headquarters at Kolkata, India. Tha company who the largest car manufacturer in India 

before the rise of Maruti. Hindustan motors were the producer of the Ambassador motor car, which 

was once a mainstream car. 

 Hyundai: Hyundai motor India limited is a wholly owned subsidiary of the Hyundai motor 

company in india.it is the second largest automobile manufacturer in India. It was formed on 6 

may 1996 by the Hyundai motor company of south Korea. It has it's headquarters at sriperambadur, 

chennai, kanchipuram district, Tamil Nadu, India. It's parent company is Hyundai motor company. 

 Maruti Suzuki: Maruti Suzuki India limited formerly known as Maruti udyog limited, is a 

automobile manufacturer in India. It is a subsidiary of Japanese automobile and motorcycle 

manufacturer Suzuki motor corporation. It was founded in 1981 having its headquarters at 

NewDelhi, India and its parent company is Suzuki motor corporation. Maruti Suzuki manufactures 

and sells popular cars such as the Alto, Swift, Zen, Celerio, Swift DZire, SX4, omni. In feb 2012, 

the company sold its ten millionth vehicle in India. 

 Mahindra & Mahindra: Mahindra & Mahindra limited is an Indian multinational automobile 

manufacturing corporation headquartered in Mumbai, Maharashtra, India. It is one of the largest 

vehicle manufacturers by production in India and the largest manufacturer of tractors across the 

world. It is a part of Mahindra group, an Indian conglomerate. Mahindra & Mahindra was set up in 

1945 in Lidhiana. 

  
Review of Literature 

 Competencies are derived from specific job families within the organization and are often 

grouped around categories such as strategy, relationships, innovations, leadership, risk-taking, 

decision making, emotional intelligence etc. So far as the way to go about for competency 

mapping is concerned, the first step is job analysis, where the company needs to list core 

competency requirements for the job concerned. The next step should be development of a 

competency scale for the job on the parameters previously identified. The actual mapping of 

employees can be a self-done exercise or done by others like superiors. It can also be done by 

using the 360-degree method where peers, first reports and customers also rate the employees. 

 360-degree feedback is a feedback process where not just your superior but your peers and 

direct reports and sometimes even customers evaluate you. You receive an analysis of how you 

perceive yourself and how often others perceive you. 

 Competency is an underlying characteristics of an individual which enables him/her to deliver 

superior performance in a given situation. Competencies consists of clusters of knowledge, 

attitude and skill set. Competency mapping is the assessment of employee skill set as an individual 

and as part of a team. Competency mapping is a process of identifying key competencies for a 

particular position in an organization and then using it for job evaluation, recruitment, training 

and development performance behaviors and personal skills which distinguish excellent and 

outstanding performance from the average. It also involves identifying key competencies required 

by a team at a lower level and by the organization as a whole to achieve desired results. 

Competency mapping generally involves examine two areas i.e., emotional intelligence and other 

individual strengths like decision making, team work, performing under pressure etc.  

http://india.it/
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Steps in Competency Mapping: 

 Role competencies: To start at the basic level we need to understand and define role and role 

competencies which means a set of competencies required to perform a given role. Each 

competency further has a skill set which includes identification of role competencies, its 

structure, the roles in the structure and its definition, job description and then the competency 

identification. Competency assessment: Once role competencies are over the next step is 

competency assessment. In order to do this assessment the following methods are being used. 

 Assessment / development centre 

 360 degree feedback 

 Role plays 

 case study 

 structured experience 

 simulations 

 business games 

 Competency development: After understanding the role and identification of the competencies 

and further assessing the competencies for their viability, feasibility and requirement. We need to 

identify the existing competencies and develop the new found ones. 

Competency mapping: The competency mapping now will involve strategic structuring of the 

organization. Here the human resource department has to ensure competencies in each role, 

which involves few steps, 

 Structure role congruence were the role should be unique, non-repetitive and value added. 

 vertical and horizontal role congruence 

 Ensure core competencies for each task 

 Link all the above and position it to bring in competitive advantage. 

 

Necessity of Competency Mapping 

 The success of the organization depends on the capability of the employees. It is also been 

identified that formal education will not necessarily equip the employees with the appropriate 

skills to thrive in the work place. The solution lies in the training given to he staff to meet the 

specific requirements of the company. This is what competency based training is. This competency 

creates a win-win environment, in which both employer and employee are getting benefited. 

 

For Employers 

 Ensures that organization funded training and professional development activities are IST 

effective, goal-oriented and productive. 

 Outlines the employee development and professional path within the organization. 

 Reduces cost overruns caused by poor performance or mis communications in job expectations. 

 Increases internal employee mobility. 

 Improves communication between employee and management. 

 Clarifies job standards for performance appraisal. 

 Records the employees‘ acquisition of the skills knowledge, safety and other procedures 

relating to each task. 

 Enables employee to achieve a high level of competence in an efficient manner. 
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For Employees 

 Sets clears performance expectations for employees, enabling them to make better decisions 

and work more effectively. 

 Provides clear direction for learning new job skills. 

 Offers a reference resource for day to day requirement. 

 Gives employees insight into the overall strategy of their department, team and organization 

which leads to greater engagement and motivation. 

 Enables employees to be more proactive beyond their individual roles by learning additional 

competencies. 

 Increases the potential for job satisfaction. 

 Provides a mechanism for the recognition of employees ability. 

 Ensures that individual professional development and training milestones are recorded and 

acknowledged by the organization. 

 

Need of the Study 

 Every organizations success lies in the hands of employees. The skill and attitude shown by the 

employees towards the job is very important to achieve success. The competency mapping 

prepared with the competencies rendered by employees to fulfill the present and future needs and 

desires of the company. Though competency mapping is done in the organization it is not effective 

currently and the company find it difficult to identify the right skilled person for the right job. So 

it becomes imperative to find whether the organization practicing the competency mapping or not, 

if practicing identify the present stage in the organization. To improve the overall performance of 

the organization in both internal and external process and to improve the flexibility to restructure 

according to the changing environment a study is essential to show the importance of the 

competency mapping in the organization. 

 

Objective of the Study 

1. To study the status of competency mapping and to check the competency level of employees. 

2. To study the perception of employees on the basis of job profile towards competency 

mapping. 

3. To study the necessity of competency mapping in organization. 

 

Scope of the Study 

 Organization feels the flexibility to change mainly according to the changing environment by 

mapping the competencies of the employees both internally and externally. By conducting the 

study about the competency mapping, which leads to the improvement in the implementation of 

planning process, assessment during recruitment, assessment during further development as a 

profile, during assessment to guide future development needs, succession planning and promotion. 

As the study was conducted in various departments in different organizations, it gives a broader 

insight about the employees skill sets. The study further helps the organization to improve the 

competency mapping which in turn improves the overall productivity of the organization. 

 

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 
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systematic, planned approach to the research project that all the aspects of the research projects 

are consistent with each other. It aims to understand the research methodology establishing a 

framework of evaluation and revaluation of the primary and secondary research. In securing the 

most effective results, a methodology has been framed in relation to the data of the study, 

sources, data collection,sampling, hypothesis and statistical tools. 

 

Data Collection and its Sources 

 The data of the manufacturing industries have been collected from the internet. The 

collection of data is been classified into two viz., primary data and secondary data. The primary 

data are those which was collected through questionnaire and direct personal interview. The 

questionnaire was framed in such a manner to obtain correct information, graded suitably for the 

study. All the questionnaires were collected through personal contact and through online from 

respondents.The secondary data can be collected with the help of company websites, internet, 

journals, newspapers, books, periodicals. 

 
Sampling 

 Sampling is meant as a part of the population. Sample size is the number of respondents 

chosen for the study. The sample size was 100 and the sampling technique used was stratified 

random sampling because researcher conducts research in the difficulty departments of different 

organizations. 

 

Statistical Tools 

 Statistical tools are the tools used for analyzing the collected data. Various statistical tools 

were applied to arrive at accurate and meaningful conclusions. The tools applied are 

 percentage method 

 cross tabulation 

 

Limitations of the Study 

 Getting options for ended questions was found difficult. 

 The sample for the study is restricted only to employees of automobile industries, Chennai. 

 The sample size was restricted to 100 

 Time was also one of the constraints. 

 

Analysis and Interpretation 

 
Table 1.1 Cross tabulation between gender and completion of work within time 

 Table 1.1 indicates that out of 100 

respondents, 30 male and 15 female respondents 

say that they always complete the work within 

the time limit. 20 male respondents and 17 

female respondents says that sometimes the work get completed within the time limit. The rest 10 

male and 8 female respondents say that they never complete the work in the given time limit. 

 

 

  

Gender Always Sometimes Never Total 

Male 30 20 10 60 

Female 15 17 8 40 

Total 45 37 18 100 
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Table 2.1 Cross Tabulation between education of respondents and training to perform the job 

 Table 2.1 indicates that 15 of the Diploma 

holders say yes for the training to perform a job. 

Besides, 6 respondents of ITI holders, 20 respondents 

of Engineering and 10 respondents of M.Tech holders 

say yes for the training programmes to perform the 

job. 

 

Table 3.1 Cross Tabulation between gender of the respondents and efforts undertaken to 

enhance knowledge 

Gender 
Efforts 

undertaken 

Further 
education and 
training in my 

own time 

Private 
relationship 

Private 
research 

work 
Magazines Others Total 

Male 15 15 5 10 5 20 70 

Female 10 5 5 3 2 5 30 

Total 25 20 10 13 7 25 100 

 Table 3.1 indicates that out of 70 male respondents, 15 has taken efforts, 15 respondents had 

further education, 5 respondents enhance there knowledge through private relationships, 10 with 

private research work, 5 using magazines and 20 respondents enhance their knowledge through 

others. And out of 30 female respondents, 10, 5, 5, 3, 2 and 5 respondents enhance their 

knowledge through taking efforts, further education, private relationships, private research work, 

magazines and others respectively. 

Findings 

 The study reveals that most of the respondents are male with educational qualification as ITI, 

engineering and diploma and m.techetc of which highest percentage is ITI, and having 

marginal income. 

 It is identified that more than 50% of the respondents work according to their job profile and 

complete the work in given time. 

 The respondents feels that guidance from superiors and training perform the job is required. 

 It is identified that competency mapping helps in man power planning, for recruitment and 

also individual development. 

 42% of the respondents said that current status in competency mapping was at introduction 

stage, 24% said that 'not in existence', 21% says 'at growth stage', and 13% felt as 'nascent 

stage'. 

 The study reveals that knowledge in organization has been gained through various sources such 

as reports & journals, meetings & group discussions, experience of the incidence sharing and 

others. Of these sources 'meeting and group discussions' gained the highest priority in terms of 

percentage among the respondents. 

 In order to enhance the knowledge level and to improve the competency there are certain 

additional personal efforts which has to be undertaken. They are private research work, 

private relationships, magazines and further education and training in their own time. Out of 

which 'private research work' is considered more important in order to enhance the knowledge 

level and to improve the competency. 

Education Yes No Can‘t say Total 

Diploma 15 5 10 30 

ITI 6 2 2 10 

Engineering 20 10 10 40 

M.Tech 10 5 5 20 

Total 51 22 27 100 
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 It is identified that the biggest cultural barrier in competency mapping are position attitude, 

lack of significance and recognition to knowledge, indifference of people towards 

developmental process and lack of open mindedness. 

 The sequence of hurdles in implementing competency mapping are overcoming technological 

limitations, changing people behavior, lack of understanding of competency mapping, justify 

the use of scarce resource, lack of top management commitment. 

 Regarding recognition highest percentage of respondents felt that they are given due 

recognition for competent and knowledgeable employees. 

 It is identified that competency mapping plays a significant role in organizational 

development. 

Suggestions 

 Still company's competency mapping is currently in the initial stage of the company's growth 

and is advisable to implement a better scientific way of competency mapping. It is better to relate 

competency mapping while recruiting employees for various skills. This will reduce redundancy in 

employee skill set. To improve competency of the employees multi kill set training is required. 

Management shall make the competency mapping for all the levels of employees which is not done 

currently. Management can also look into competency mapping correlating with the employees's 

career development. Management shall also look into sharing of the knowledge among the 

employees through forums and chats. Management can also encourage employees additional 

research privately by sponsoring the program. 

Conclusion 

 Although the companies started the competency mapping recently as it has a long way to go 

the company's inception says that there was no clear competency policy followed. The company's 

are not following the scientific way of mapping currently and the company has not taken 

competency mapping while recruiting the employees both externally and internally. Companies are 

not regularly practicing the competency mapping to all the levels of employees. The completion of 

research process has come to know that the organization is in the introduction stage and the 

employees are not aware about the competency mapping and therefore the companies has to know 

its importance and develop it's competency. 
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Abstract 

 The concern for environmental sustainability by 
the banks has given rise to concept of Green Banking 
(GB). Green Banking means promoting environmental 
friendly practices and reducing your carbon 
footprints from your banking activities. It aims at 
improving the operations and technology along with 
making the clients habits environment friendly in 
the banking business. 
 Adoption of green banking practices will not 
only be useful for environment, but also benefit in 
greater operational efficiencies, a lower 
vulnerability to manual errors and fraud, and cost 
reductions in banking activities. Banks are already 
offering many of the services necessary for 
businesses to enjoy these benefits. Green banking 
initiatives comes in many forms. Using online 

banking instead of branch banking, paying bills 
online, instead of mailing them open up CDs and 
money market accounts at online banks, support 
green initiatives. Green Banking helps to create 
effective and far reaching market based solutions to 
address a range of environmental problems, 
including climate change, deforestation, air quality 
issues and biodiversity loss, while at the same time 
identifying and securing opportunities that benefit 
customers. This paper has made an attempt to 
analyse the awareness regarding “Green banking 
initiatives taken by banks, its purpose, advantages 
and problems faced by customers using green 
banking initiatives 
Keywords: Green Banking Initiatives, Awareness, 
Problems, Environment Friendly. 

 

Introduction 

 A country‘s sustained growth and development can be measured by the way of growth in all 

irrespective fields‘ agriculture, industry, education, and banking and services. Today all banks, 

financial institutions and corporate sector‘s are decided a step towards changes in banking system 

by reducing paper work and encourage for electric system. Banking sector plays liaison role 

between economic development and ecological fortification to promote ecologically sustainable 

and societal responsible investment. The concept of green banking introduced to fulfil the 

ecological friendly practices of banking sector. Banks are deploys to avoid carbon emissions 

through use of stationery, which causes pollution in environment. Internally and externally through 

customer activities banking sector has responsibility to exact some methods to save environment. 

 

Green Banking  

 The concept of ―Green Banking‖ will be mutually beneficial to the banks, industries and the 

economy. Green financing is the part of green banking. Green banking means promoting 

environmental friendly practices and reducing your carbon footprints from your banking activities. 

Green banking aims at improving the operations and technology along with making the clients 

habits environment friendly in the banking business. It is like normal banking along with the 

consideration for social as well as environmental factors for protecting the environment. It is the 

way of conducting the banking business along with considering the social and environmental 

impacts of its activities. 
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Review of Literature 

 Deka, Gobinda (2015), in his article titled ―Green Banking Practices: A study on 

environmental strategies of banks with special reference to State Bank of India‖ studied the green 

banking initiatives made by SBI in Assam. He concluded that green banking has direct and positive 

impact on sustainability. He suggested the banks must literate their customers about the using 

procedures of green banking practices and adopt all strategies to save earth.  

 Jayabal and Soundarya (2016), their study mainly focused on the role of banks initiative for 

sustainable development in green banking. He also studied the challenges and benefits of using 

green banks. He concluded that, for sustainable banking Indian bank should adopt green banking as 

a business model without any additional postponement.  

 Kumar Satheesh, (2017), in his article, he studied the awareness level of green banking 

among the general public and consumers. He also studied the awareness about green bank 

employees. He concluded that customers are showing a good degree of awareness level regarding 

green banking initiatives and selected banks still not introduced these facilities. The banker‘s 

motivation is not much effective. 

 
Objectives of the Study 

1. To find out the customer‘s awareness on Green Banking Initiatives  

2. To examine the factors influencing to adopt Green Banking practices  

3. To study the problems faced by the customers in availing Green Banking Initiatives  

 
Methodology  

 The present study is based on both primary and secondary data. Primary data has been 

collected with the help of schedule. The primary data was collected from 120 customers in 

Tirunelveli city. Convenience sampling technique is adopted. The secondary data was collected 

from the research articles in journals and websites. Simple percentage analysis, mean, standard 

deviation, chi-square, Garrett Ranking method is employed in this study.  

 
Analysis and Interpretation 

 Following is the data collected from 120 customers of the banks in the Tirunelveli City. The 

analysis and interpretation is made on the basis of field survey.  

   Table 1 Demographic Profile 
Variables Frequency Percentage (%) 

Gender 
Male  
Female 

 
107 
13 

 
89 
10 

Age 
Less than 20  
21-30 
31-40 
41-50 
51 & Above  

 
5 
41 
59 
11 
4 

 
4.2 
34.2 
49.2 
9.2 
3.2 

Education 
Secondary/ Higher Secondary 
Diploma 
Graduates 
Post Graduates 
Others 

 
4 
12 
70 
29 
5 

 
3.3 
10 

58.3 
24.2 
4.2 

Occupation 
Government Employee 
Private Employee 

 
20 
48 

 
16.7 
40 
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 From the above table 1,it is 

observed that out of 120 respondents, 

89% were males, 49.2% are in the age 

group of between 31-40. In terms of 

education background most 58.3% of the 

users completed their graduate. In terms 

of occupation (40%) are privately 

employed and 29.1% are in the income 

slab of 20,001 to 30,000.  

 
   

   Table 2 Green Banking (GB) Practices 
 From the table 2, it is 

inferred that 78.3% of the 

respondents aware about 

green banking practices and 

67.5% of the respondents 

agreed that the banks 

promoted green banking 

and33.3%responded that 

through SMS banks promoted 

GB initiatives.  

Table 3 Awareness with Green banking Products 
Green Banking Products Aware Percentage Not Aware Percentage 

Green Checking 98 81.7 22 18.3 

Green Loans 52 43.2 67 55.8 

Green Mortgage 32 26.6 88 73.4 

Use of Solar Power ATM 44 36.7 76 63.3 

E-Investment Services 41 34.2 79 65.8 

Bank Environmental Policy 46 38.3 74 61.7 

Online Bill Payment 98 81.7 22 18.3 

Green CDS 83 69.2 37 30.8 

Facility of e-statement registration 74 61.7 46 38.3 

Providing recyclable debit/ credit cards 63 52.5 57 47.5 

Net Banking 75 62.5 45 37.5 

Conducting workshops/ seminars on green banking 50 41.7 70 58.3 

Source : Field Survey 

 From the table 3, 81.7% are aware about green checking, followed by online bill payment 

(81.7%), green CDs. 88% of the respondents are unaware about green mortgage,  

e-investment services (79%) use of solar power ATM (76%). 

Table 4 Factors influencing to adopt GB Practices  

 It gives details about the scores obtained 

for each item and their respective ranks 

among them according to the mean score. 

From the above table, availability of internet 

connection ranked 1 with the mean score of 

4.10, followed by quick access with the mean 

score of 4.08. Hassle Free ranked as 6th with 

the mean score of 3.98 

Self employed 
Business 
Student  
Housewife 
Others 

11 
30 
3 
2 
6 

9.2 
25 
2.5 
1.6 
5 

Monthly Income(Rs.) 
Upto 10,000  
10,001- 20,000 
20,001-30,0000  
30,001-40,000 
40,001-50,000 
50,001and above 

 
9 
23 
35 
32 
16 
5 

 
7.5 
19.2 
29.1 
26.7 
13.3 
4.2 

Source: Field Survey 

Variables Parameters Frequency (%) 

Awareness about  
green banking  
initiatives  

Aware 94 78.3 

Unaware 26 21.7 

Total 120 100 

Promotion by Banks Yes  81 67.5 

No 39 32.5 

Ways of promotion of  
GB Initiatives by  
Banks ( N=81) 

Through SMS 38 47 

Pamphlets/ Brochures 27 33.3 

Door-to-Door Information  6 7.4 

Others 10 12.3 

Source: Field Survey 

Adoption Mean S.D Rank 

Easy and Convenient to use 4.03 0.218 3 

Hassle Free 3.98 0.344 6 

Time saving  4.02 0.333 4 

Availability of Internet  
Connection 

4.10 0.361 1 

Quick Access 4.08 0.274 2 

Cost Effective  3.99 0.192 5 

Source: Field Survey  
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Table 5 Problems faced by the customers in availing GB Initiatives  

 From the table 5, it is inferred that, 
Data security and privacy is ranked 1 
with the mean score of 4.06, followed 
by lack of education ranked 2nd with the 
mean score of 3.88, followed by 
technical issues with the mean score of 
3.41. Lack of Infrastructure is 
ranked4thwiththescore of 2.54 

Awareness Level and Demographic Factors 

Hypothesis 

 H0 : There is no relationship between awareness of customer regarding about the GB  

 initiatives and gender, age, education , profession and income  

 H1:  There is a relationship between awareness of customer regarding about the GB  initiatives 

 and gender, age, education, profession and income 

 Chi-square test shows that the p 

value is lesser than 0.5, in case of age, 

education, profession and income except 

in gender. This signifies that the null 

hypothesis is rejected. Demographic 

factors like age, education, profession 

and income influences the awareness 

level.  

Conclusion and Recommendations 

 With the help of findings of the study it can be concluded that there is a need of educating 
customers regarding green banking products. There is also need to create awareness through 
websites, road shows, event meeting and social networking medias. Conducting workshops, 
seminars frequently to the bank employees as well as to the customers and advertisement 
regarding GB initiatives may be widely publicized. Security aspects of the GB maybe enhanced 
through proper legislation. It is conclude that the adoption of green approach is more than just 
becoming environment-friendly as it is associated with lots of benefits like reduction in the risk as 
well as the cost of the bank, enhancement of banks reputations and contribution to the common 
good of environmental besides enhancing the reputation of the bank.  
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Problems  Mean Score  Garrett Rank  

Lack of Education 3.88 II 

Technical Issues 3.41 III 

Lack of Infrastructure 2.54 IV 

Data Security and Privacy  4.06 I 

Source: Field Survey    

Demographic  

Characteristics 
Pearson Chi-square DF Sig Value 

Gender 0.017 1 0.895 

Age 10.051 4 0.04 

Education 42.047 4 0 

Profession 15.154 6 0.019 

Income 26.767 5 0 
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Abstract 

 An integrated electronic knowledge 
management system (EKMS) is a new approach to 
managing information that allows an organization to 
manage, optimize and take advantage of information 
handled by it. The quality of an organization‟s EKMS 
helps determine its ability to sense change and 
quickly respond for competitive advantage. The main 
aim of the study is to fulfil the following objectives 
1. To find out and increase the learning capacity of 

the employees with the help of E – Knowledge 
Management. 

2. To identify the ways of solving the problems 
using E – knowledge Management. 

3. To inculcate modern innovative techniques using 
E – Knowledge Management. 

4. To analyse the various methods of decision – 
making usingE – Knowledge Management. 

5. To establish an Ideal E – Knowledge leader. 
The researcher used questionnaire method to collect 
the data and has found the following 

 Recruiting, hiring and promoting talented 
people,16% say that Mentoring and watching 
others and 15% say that Having a mentor and or 
coach would help the employees to increase the 
learning capacity. 

 27% of the resdondents say that problems are 
solved by Searching/ Retrieving and 26% say by 

teaching25% say by Knowledge & Information 
Boardcasting. 

 25% of the respondents say Organisation 
function as complex network webs, 22% say that 
Organisational network analysis (ONA) and 21% 
say Network analysis that shows all the 
organization function as a whole and not as 
individual. 

 42% say Team Decision Making, 32% Decision 
Making Grid and 26% say Decision Making Tree 
are the method used in the process of decision 
making. 

 25% of the respondents say that all the attitudes 
constitute an ideal E-Knowledge leader such as 
desire to learn, an open & curious mind , 
humility ,make their learning public, tolerate 
risk and walk the talk.22% say that an ideal E – 
Knowledge leader should walk the talk.  

 To successfully manage these challenges, KMS 
designers must take a holistic approach to designing 
inter- and intra-organizational "systems" with due 
consideration not only for the technological design, 
but also for the design of strategic sustainability of 
these systems.  
Keywords: E-Knowledge Management, Decisions 
Making, Learning Capacity, Innovative Techniques,  
E – Knowledge Leader 

 

 An integrated electronic knowledge management system (EKMS) is a new approach to 

managing information that allows an organization to manage, optimize and take advantage of 

information handled by it. The quality of an organization‘s EKMS helps determine its ability to 

sense change and quickly respond for competitive advantage. The speed with which the knowledge 

is generated and modalities of handling it are identified in four phases – speeches, script, print and 

‗information super highway‘ – as an outcome of advanced electronic technology. Latest digital 

technology helps to transit the large quantum of data in a convenient way. The process of knowing 

involves ‗knower‘ and ‗knowee‘ making an impact between two given spaces for knowledge. In this 

context, it is essential to understand threats or infections while transmitting and generating 

knowledge. 

 

The Seven Steps of Knowledge Processing 

 While there are many details involved with implementing PKM in an organization, the single 

most important PKM engine to install in any organization is the knowledge processing cycle. This 

cycle is composed of seven sequential steps . 
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1. Proposing a knowledge claim explanation that describes the basic mechanisms of how and why 

certain causes produce documented effects. These effects are most likely problems or long 

term under performance patterns. 

2. Evaluating the competing knowledge claims based on their prior record of effectiveness. 

3. Sharing and broadcast the new knowledge on a need to know basis. That is use a ‗pull‘ 

approach rather than a ‗push‘ approach. Unsolicited knowledge that is force fed to employees 

is generally not welcome or valued. 

4. Placing surviving knowledge claims into practice by: 

a. Integrating them into problem solutions. 

b. Revising policies to reflect the new knowledge, and  

c. Embedding this new knowledge into business process. 

This is usually done in an ―a, b, c…‖ Sequence where knowledge that has been testing and 

to some degree proven, then is integrated into policies. Then, once this knowledge has 

been even further proven, it is embedded into business process. 

5. Measuring the result of results action that have been taken on the basis of the new knowledge. 

Since there are often delays between cause and effect, and it will take some time for the 

effects for the actions taken on the basis of the new knowledge to surface, patience is 

required. 

6. Ascending whether the problem or underperformance has changed or improved. 

7. Redefining or restating the problem based on the experience gained in implementing the new 

knowledge. And finally, beginning the cycle again, starting at step 1. 

Objectives of the Study 

 The main aim of the study is to fulfil the following objectives 

 To find out and increase the learning capacity of the employees with the help of E – Knowledge 

Management. 

 To identify the ways of solving the problems using E – knowledge Management. 

 To inculcate modern innovative techniques using E – Knowledge Management. 

 To analyse the various methods of decision – making usingE – Knowledge Management. 

 To establish an Ideal E – Knowledge leader. 

Scope of the Study 

The study was concerned with in Chennai city. 

Review of Literature 

 E- Knowledge Management (EKM) comprises a range of strategies and practices that deal with 

how knowledge is acquired, transferred, and shared with all the members of the organization using 

electronics. Such strategies and practices seek to achieve the organization's objectives. E-

Knowledge Management System (EKMS) refers to a comprehensive information and communication 

technology platform used for managing knowledge in organizations for supporting creation, 

capture, storage and dissemination of information using electronics.  

E- Knowledge Management: Leadership 

 The most important thing leadership can do in ensuring the success of knowledge management 

in their organization is selecting a Chief Knowledge Officer (CKO). The CKO is the organization's 

expert on knowledge management and integration. According to Bontis CKOs are responsible for: 

1. Promoting stability in an ever-changing environment. 

2. Provide the timely delivery of products/services. 

3. Fostering organizational synergy by sharing resources and knowledge. 
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4. Ensure the feasibility of specialization. 

 Bolt and Brassard articulate this point by identifying those characteristics of effective CEOs 

that support their learning and knowledge management. Here are some of the most important 

attributes that they identified: 

 They have a desire to learn: They integrate learning in all that they do and try to pull 

knowledge from every situation. 

 They have an open and curious mind: They seek out people who think differently or might 

provide a different perspective. 

 They show humility: They are willing, in fact eager, to learn from their mistakes. They do not 

have to ‗know it all‘ and respect people who share that value. 

 They make their learning public: Feedback is important. Taking the time to publicly seek 

input and letting people know that they are working on learning more about an issue or topic. 

 They tolerate risk: Mistakes are important as learning tools. People need to learn from their 

mistakes, but must not shy away from risk for fear of making a mistake.  

 They walk the talk: They pay it more than lip service; they fund and dedicate resources to 

learning, through good times and bad. 

Types of Knowledge Leaders 

 Many organizations have taken the step of appointing a highly visible figure, the chief 

knowledge officer (CKO), to leverage the collective mind of an enterprise. These individuals 

function very differently than the CKO and often express strong opinions against a central point of 

knowledge ownership. 

 The knowledge analyst is responsible for collecting, organizing and disseminating knowledge, 

usually on demand. The knowledge manager is responsible for coordinating the efforts of 

engineers, architects and analysts. The chief knowledge officer is responsible for enterprise-wide 

coordination of all knowledge leadership. The CKO typically reports to or is chartered by the CEO. 

The knowledge steward is responsible for providing minimal, but ongoing, support to knowledge 

users in the form of expertise in the tools, practices and methods of knowledge management. The 

steward is in the most precarious and most opportunistic of positions.  

 
Threats 

 The threats to EKMS may be broadly categorized into two types of infections, i.e., 1.electronic 

infections to e-knowledge and 2. Psychological infections to human knowledge. 

 Electronic Infections to E-Knowledge :-Threats caused to E-Knowledge may happen due to 

different electronic infections like worms, Trojan horses, bacteria and viruses. The ‗worm‘ is a 

program that invades a local work station and disables it . The ‗Trojan horse‘ is a program that 

performs an unwanted, usually malicious function. A bacteria is a program that replicates itself 

and feeds off the host system by preempting the RAM (Random Access Memory). 

 Psychological infections to human knowledge:-One cannot predict the wavelength of the 

mind and fluctuations caused to decision making by the influence of a human being‘s psychology. 

It is a fact that the psychology of a human being is influenced by several factor like motives, 

attitudes, aptitudes, desires and ambitions. 

E-Break Downs 

 Another threat is loss of data based during ‗Break down‘ of network. The cost of breakdowns in 

EKMS is going to grow manifold as in some of the recent crashes of America online and other 

networks. 
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Electronic Virus 

 The idea of the threat to E-Knowledge management being caused by a virus was born as early 

as the invention of computer system.  

E-Crimes 

 According to Australian federal police, ―cyber crimes (e-crimes) are a growing international 

problem with the exponential growth in internet use‖. The most recent survey conducted by 

Austrial business in 2000 revealed that 42% of companies are facing the problem of cyber crime. 

But they did not report it to police and most cyber crimes and went and reported. 

Piracy  

 One of the major concerns of EKMS is the piracy of certain basis transactions. It is feared that 

even if secrecy promised by use of password could be preserved, a third party could observe the 

information while in transit. 

 
Dimensions of Threat 

The following are some illustrative, but not exhaustive, threats to knowledge management : 

 Hanging of system or sudden shutdown, (either computer system or organization system due to 

improve handling of data, communication lags etc.) 

 Loss of stored data caused by human beings or computers. 

 Failure of booting or drive, damage to hard disk, leading to loss of electronic version of data. 

 Misuse of information communicated through internet, i.e., hacking. 

 Loss of information expected to be received through e-mail due to viruses attached to e-mails. 

 Wastage of time due to duplication of work, i.e., maintenance of hard copy and soft copy. 

 Wastage of money due to loss of data. 

 Problems of grapevine, brain drain and ego clash among employees. 

The Strategies 

  ‗A Stitch in time saves nine‘ policy is the need of the hour for effective and efficient EKMS. 

Every manager needs to have the awareness of e-viruses and psychological problems besides their 

prevention activities. Some strategies to safeguard e-knowledge are: 

 Loading of anyone of anti – virus softwareviz PCCILIN – 2000, Norton anti-virus 2000, scandisc, 

NDD, McAfee, etc., can safeguard the system from latest viruses. 

 Providing proper environment for computer room/lab and safe maintenance systems. 

 Testing of the required new software before installation and debugging, and  

 Maintaining proper power supply to the systems and the servers. 

The problems are as follows. 

1. What are the ways in which the learning capacity of the employee is increased using E- 

Knowledge Management? 

2. How areproblems solved using E – Knowledge Management techniques? 

3. What are modern innovative techniques using E – Knowledge Management? 

4. What are the various methods of decision – making using E – Knowledge Management? 

5. Who is an Ideal E – Knowledge leader? 

Sample Design 

 Non-random sampling method is adopted (i.e) the respondents to my study is not selected at 

random. The sample size selected is 30. 

Data Collection 

 Data can be divided into to (1) Primary data (2) Secondary data. 
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Method of Collecting Secondary Data 

 Secondary data for this study was taken from research articles published in magazines, books, 

periodicals, newspaper etc. 

Method of Collecting Primary Data 

 There are various method of collecting data such as interview method, questionnaire method, 

preparing schedules, observation method etc .The researcher used questionnaire method to collect 

the data. 

Analsis and Interpretation 

 The investigator used various statistical tools such as pie diagram, graphs etc to analyse the 

data. 

Limitation of the Study  

There are few limitations of the study 

1. Time available for the study is limited. 

2. Data available is not sufficient to cover all aspect. 

3. The area covered for the study is narrow. 

4. The very difficult thing is to meet the people concern and get the information. 

5. In many companies they are not willing to co-operate and provide the investigator with 

sufficient information. 

Analysis and Interpretation 

 Objective No.1 To find out and increase the learning capacity of the employees with the help 

of E – Knowledge Management. 

Table 1 Learning Capacity of the Employee 

S.No Learning Capacity of the Employee No.of Respondents Percentage 

1 Self-appraisal 15 15 

2 Recruiting, hiring and promoting talented people 18 18 

3 Mentoring and watching others 16 16 

4 Benchmarking and observing the practices of other leaders 12 12 

5 Having a mentor and or coach 15 15 

6 Accurate performance feedback 13 13 

7 Education programs, workshops and or seminar 9 9 

8 Reading relevant material 10 10 

 Total 100 100 

 
   Diagram 1 Learning Capacity of the Employee 

 

 From the above data it is 

clear that 18% of respondents say 

thatRecruiting, hiring and 

promoting talented people, 16% 

say that Mentoring and watching 

others and 15% say thatHaving a 

mentor and or coach would help 

the employees to increase the 

learning capacity. 
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Objective No. 2 to identify the ways of solving the problems using E – knowledge Management 

 

Table 2 Ways of Problem Solving 

S.No Ways of Problem Solving No.of Respondents Percentage 

1 Knowledge & Information Boardcasting 25 25 

2 Searching/Retrieving 27 27 

3 Knowledge Sharing (peer-to-peer presentation 22 22 

4 Teaching (hierarchical presentation 26 26 

 Total 100 100 

 

   Diagram 2 Ways of Problem Solving 

 From the data collected, 27% of 

the resdondents say that problems 

are solved by Searching/ Retrieving 

and 26% say by teaching25% say by 

Knowledge & Information 

Boardcasting. 

 
 

 

Objective No. 3 To inculcate modern innovative techniques using E – Knowledge Management 
 

Table 3 Modern Innovative Techniques 

 

 Diagram 3 Modern Innovative Techniques 

 From the data collected25% of the 

respondents say Organisation function as 

complex network webs, 22% say that 

Organisational network analysis (ONA) and 

21% say Network analysis that shows all 

the organization function as a whole and 

not as individual. 

 

 

OBJECTIVE No. 4 To analyse the various methods of decision – making usingE – Knowledge 

Management. 

Table 4 Methods of Decision – Making 

S.No Methods of Decision – Making No.of Respondents Percentage 

1 Decision Making Tree 26 26 

2 Decision Making Grid 32 32 

3 Team Decision Making 42 42 

 Total 100 100 

S.NO Modern Innovative Techniques No.of Respondents PercentSage 

1 Organisation function as complex network webs 25 25 

2 Work get done through individual networks 12 12 

3 Organisational network analysis (ONA) 22 22 

4 Network maps visualize network analysis 20 20 

5 Network analysis 21 21 

 Total 100 100 
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Diagram 4 Methods of decision – Making 

 

 From the data collected, 42% sayTeam Decision Making, 32% Decision Making Grid and 26% say 

Decision Making Tree are the method used in the process of decision making. 

 

Objective No. 5 To establish an Ideal E – Knowledge leader. 

         Table 5 Ideal E – Knowledge Leader 

S.No Ideal E – Knowledge Leader No.of Respondents Percentage 

1 Desire to learn 13 13 

2 An open and curious mind 07 07 

3 Humility 13 13 

4 Make their learning public 08 08 

5 Tolerate risk 12 12 

6 Walk the talk 22 22 

7 All the above 25 25 

 Total 100 100 

 

  Diagram 5 Ideal E – Knowledge Leader 

From the data 

collected, 25% of the 

respondents say that all 

the attitudes constitute 

an ideal E-Knowledge 

leader such as desire to 

learn, an open & 

curious mind , humility 

,make their learning 

public, tolerate risk and walk the talk.22% say that an ideal E – Knowledge leader should walk the 

talk.  

 

Findings 

The investigator has found the following 

 18% of the respondents say thatRecruiting, hiring and promoting talented people, 16% say that 

Mentoring and watching others and 15% say that Having a mentor and or coach would help the 

employees to increase the learning capacity. 

 27% of the resdondents say that problems are solved by Searching/ Retrieving and 26% say by 

teaching25% say by Knowledge & Information Boardcasting. 

 25% of the respondents say Organisation function as complex network webs, 22% say that 

Organisational network analysis (ONA) and 21% say Network analysis that shows all the 

organization function as a whole and not as individual. 
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 42% say Team Decision Making, 32% Decision Making Grid and 26% say Decision Making Tree are 

the method used in the process of decision making. 

  25% of the respondents say that all the attitudes constitute an ideal E-Knowledge leader such 

as desire to learn, an open & curious mind , humility ,make their learning public, tolerate risk 

and walk the talk.22% say that an ideal E – Knowledge leader should walk the talk.  

 

Conclusion and Recommendation 

 The key to successful Electronic Knowledge Management System (EKMS) is devising appropriate 

socio-technical systems in areas like communities of practice. This includes IT infrastructure and 

cultural issues like trust, sharing responsibility and care. The implementation of knowledge 

management approaches and strategies discussed in this paper can comprise all person-oriented, 

organizational, and technological instruments suitable to dynamically optimize the organization 

wise level of competencies. To successfully manage these challenges, KMS designers must take a 

holistic approach to designing inter- and intra-organizational "systems" with due consideration not 

only for the technological design, but also for the design of strategic sustainability of these 

systems.  
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Abstract 
 India is moving at a rapid pace towards Digital 
payments to become a cashless less society and to 
create knowledge economy. There is a tremendous 
interest among stack holders such as government, 
RBI (custodian of Indian banking system), 
academicians, Banks, Service Providers to explore 
the opportunities of moving towards a cashless 
economy. Mobile wallet is next big disruptive 
payment technology which is becoming quite 
popular in India that has been helping India in a 
great way to become cash less society. There are 
many leading players like PayTm, Mobikiwik, Airtel 
Money, Freecharge and Government enabled, UPI 

based BHIM App which are successfully acquiring the 
considerable user base. This study attempts to know 
how mobile wallet is instrumental in accomplishing 
the goals of cashless economy and the challenges it 
faces and barriers & obstacles while adopting 
technology. This study is conducted using secondary 
data, simple qualitative analysis methods using the 
Secondary data along with Tools and charts and 
trend graphs to understand the cashless payment 
systems.  
Keywords: Mobile Wallets, Cashless Payments, 
Digital Payments 

 
Introduction 

 Digital payment landscape in India is undergoing a massive transformation. Indian consumers 

have shown tremendous affinity towards digital technologies with growth rate for mobile phones, 

e-commerce adoption outstripping developed economics. Government of India ―Digital India‖ 

Initiative aimed at transforming India to a digitally empowered society and knowledge based 

economy is expected to further accelerate awareness, availability, and adoption of digital 

technologies. Major benefits of moving towards the cashless include greater financial inclusion, 

formalisation and integration of the economy, increasing the tax net and making payments and 

money transfers faster and simpler for citizens.  

 Mobile wallets are becoming popular and successful in implementing cashless mode of 

payments. Paytm is one of top most wallets that have been shown phenomenal success in terms of 

acquiring already, 150 million user. Mobile wallets are becoming more reliable options and 

replacement for physical wallet, where you don‘t need to carry your physical wallet or cash and 

you just carry smart-phone and pay as you go.  

 Niti Aayog, CEO, Amitabh Kant said that debit and credit cards as well as ATMs will be 

redundant in next three-four years and people will use their mobile phones for financial 

transactions. He further said that with India being a country where 72 per cent population is below 

32 years of age, it will have an advantage over other regions like the US and Europe in terms of 

demographic dividend and India is the only country in the world with billion biometrics and as 

many mobile phones and bank accounts and therefore, in future, it will be the only nation which 

will make a lot of disruptions1. 
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 For the month ending April 2017, number of transactions using Prepaid Payment Instruments – 

essentially Mobile Wallets and PPI Cards were 320 million and total value of transaction is 7442 

crores. grew by 22% as compared to February 2017, and 375% compared to March 2016, according to 

data from the Reserve Bank of India2 

 

Defnitions - Mobile Wallets  

 Mobile Payment is a transfer of funds in return for a good or service, where a mobile phone is 

involved in both the initiation and confirmation of the payment. M-payment is a crucial driver for 

the growth of the e-commerce industry and Mobile wallet in India. People can shop online; book 

movie tickets, rail or flight tickets; and pay their bills by making m-payment through their debit 

and credit cards. 

 Mobile wallet is the disrupting technology in the digital payments initiative which is playing 

crucial role in terms of moving towards cashless payments. Mobile wallets such as Paytm, Airtel 

Money, Oxygen wallet, Ola Money, Mobikwik etc. came as a boon during the month of November 

and December of 2016 when the entire India was struggling to get cash for daily expenses and was 

waiting outside banks for 4–5 hours to withdraw some money during demonetization. A mobile 

wallet is a virtual wallet, which can be created and managed using a mobile application installed 

on your smartphone. The word ―virtual‖ is used because instead of using your physical plastic card, 

such as Credit card/Debit card etc., to make purchases, the user can pay with smartphone, tablet, 

or smart watch. The users can preload a certain amount in that digital/virtual account created 

with the mobile wallet service provider using Credit Card/Debit Card/ Internet Banking, and spend 

it at various online and offline merchants listed with the mobile wallet service provider. Also 

consumers can pay various utility bills such as electricity bills, post-paid mobile bills using a mobile 

wallet. Broadly, Mobile wallets usually fall into one of 3 categories-Open, Semi-Closed and Closed. 

 Semi-Closed Wallets: Allow payments to partnering merchants and transfers to other users. 

These do not allow transfers to other bank accounts or cash withdrawals. (For example, Airtel 

Money, Paytm, and Mobikwik). This means that once the money is loaded it has to be spent on 

goods and services offered by merchants which have partnered with the service provider and 

cannot be withdrawn. Most mobile wallets in India fall into this category. 

 Open Wallets: Allow payments, transfers to other users, and other bank accounts and cash 

withdrawals (For example, Vodafone M-Pesa). These wallets can only be offered in partnership 

with a bank. 

 Closed Wallets: Money loaded can only be used on goods and services offered by the provider. 

(For example, Flipkart, Snapdeal). These types of wallets are popular with e-commerce companies 

for refunds, cancellations and gift cards and allow money spent by users to remain within the 

company's ecosystem. 

 

Importance of the Study 

 This Research paper focuses on impact of mobile wallet towards cashless system in India. India 

is predominantly cash society where majority of transactions are happening through the cash. The 

primary reasons are, 

 Major section India‘s population are still not familiar Mobile Payment systems or Digital 

payment systems or cards even though continuous focus being given by RBI and Government of 

India. 
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 Retail merchants in India prefer accepting the cash that forces the customers to pay by cash 

because merchants think that electronic payments take away their margin by means 

transaction fees. 

 Most importantly, cash payments allow people to keep such transactions off the books and 

evade the tax. 

 But India is now moving towards cashless society and Government of India has been pushing 

―Digital India Programme‖ which is the flagship programme of Government of India with a vision to 

transform India digitally empowered society and knowledge based economy. Main benefits of 

cashless policy is that it will increase employment, reduce cash related robbery thereby reducing 

risk of carrying cash. Consumer can benefit avoiding long queues, wasting time, smaller coins 

change issue, convenience of payment, hazel free payments and freedom of making payment any 

time and anywhere and mostly saving time and money in the process of cashless payments.  

 Cashless policy will also reduce cash related corruption and attract more foreign investors to 

the country because it brings in transparency and confidence in the investor. Cashless System 

helps to modernize the payment system and reduces the cost of banking service. Digital banking 

solutions will make the banking transaction to be easier by bringing services closer to its customers 

hence improving banking industry performance. Cashless payments system also created lot of 

opportunities for Fin-tech companies to start many start-ups in the financial domains and grown 

into leading players like PayTM, and Mobikiwik etc. 

 Among all the cashless payment modes, Mobile Wallet is the popular mobile payment system 

which is predominantly used by the consumers that helps to achieve the cashless society. Hence 

this study ―Impact of Mobile Wallets towards cashless payments system in India‖ is most relevant 

in the current context.  

 

Statement of Problem 

 Mobile wallet market in India is growing rapidly due to growing number of smart phone users 

coupled with attractive discount offers and raising disposable income. Mobile wallet market has 

observed huge traction due to Demonetization of INR 500 and INR 1000 currency notes by the 

government of India. In addition, Government‘s digital payment initiatives like Unified Payment 

Interface (UPI) have increased the mobile wallet market across the country. There are many 

leading mobile wallet companies in India like PayTm, Mobikiwik, Oxygen wallet, Airtel Money, SBI 

Buddy , Vodaphone m-pesa etc who offer various payment services like Money Transfers, 

Recharges, Utility Bills and Online Payment and Offline payments at the POS etc are using mobile 

wallets. Government has been pushing digital payments in a big way to create a cashless society 

and mobile wallet has been planned as the leading payment option for cashless mode of payments. 

The example is introduction of BHIM based on the Unified Payment Interface.  

 Even though mobile wallets are quite popular, still the adoption rate of mobile wallets is very 

less when compared with projection and usage of debit and credit cards. More over, the Debit and 

Credit cards are used mainly to with draw the cash only which is defeating the purpose of cashless 

payments. The mobile wallets adoption rate is low due to many problems. Mobile wallet is largely 

used by the Tech-Savvy users and urban users who have the bank accounts; it has not been 

penetrated much among un-banked population and rural people who do not have bank accounts. 

Mobile wallets are not interoperable or the money is transferable between the different wallet 

companies which makes to consumer to hesitate to keep the money in the wallet. Indian consumer 

always thinks of safe and security of cash, and also consumers are feeling in-secured to store all 
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the credit and debit card critical data in the wallet websites. In addition, the awareness of wallets 

and its usage and eagerness to use wallets are very less due to poor digital literacy rate, which is 

also one of main reason for lesser adoption.  

 Smart phone is a must for moving towards a cashless economy. Over 40% of the people of 

India‘s affordability to have smart phone is a real challenge to achieve this. On the one side 

government of India is making efforts to make cashless economy, on the other hand coming out 

with new currency is making a dent in achieving this goal. Hence this study is planned to study the 

impact of mobile wallets in implementing cashless payment system and identify the possible 

challenges that faces and opportunity that offers. This study basically solves following three 

questions. 

 

Research Questions 

 How does the mobile wallet impact cashless payment systems in India? 

 What are challenges and opportunities while using mobile wallets for cashless payment 

systems? 

 

Objectives of the Study 

 Based on the research questions, following objectives are derived to set the focus of the study: 

 To examine impact of the mobile wallets in the cashless payments  

 To study the challenges and opportunities of using mobile wallet. 

 

Review of Lietrature 

 Nina Mallet (2006)1 had attempted a study on ―consumer adoption of mobile payments using 

qualitative method‖ and empirical data was collected from 6 focused group sessions from 

interviewees who are from Helsinki Metropolitan area in Finland. His findings concluded that 

relative advantage of mobile payments is related to the specific benefits provided by the new 

mobile technology such as time and place independent payments, remote and ubiquitous access to 

payment services, avoiding queues, complementing cash payments. This study also found that in 

certain use situations like unexpected need of payment, time pressure and lack of cash or loose 

change, the advantage of mobile payments become more important .He also suggested many other 

determinants and factors such as compatibility. Complexity, costs, network extension, trust, and 

perceived security. Since Mobile wallet belongs to mobile payments category, this study concluded 

that above findings are applicable for mobile wallet adoption either partially or fully. 

 Dr.Hema Swetha Rathore et.al (2016)2 : This study explored the various factors that can 

affect consumer decision to adopt the digital wallet in online payment. This study conducted using 

ANOVA method. The study has found various factors such as usefulness, alternative choice for 

online payment, satisfied and security and safety are the major factors plays important role in 

using digital wallet. This study further suggested that promotional programme, more discounts and 

reward points could increase the mobile wallet popularity and adoption. This study concluded that 

digital wallet is quickly becoming mainstream mode of online payment. The shoppers are adopting 

mobile wallets at an incredible rapid phase, largely due to convenience and ease of use. Tech-savy 

shoppers are increasingly demanding seamless omni-channels, retails experiences and looking for 

solutions. This study concluded that online cashless payments yet to penetrate all the section of 

people which may happen in the coming years. 
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 Manpreet Kaur (2017)3: This study has examined the role of Demonetization and the role of 

Electronic Payment System. This study concluded that the cashless transaction system is reaching 

its growth day by day , as soon as the market become globalised and the growth of banking sector 

more and more the people moves from cash to cashless system. The cashless system is not only 

requirement but also a need of today society. All the online market basically depends on cashless 

transaction system. This study furthers found that the cashless transition is not only safer than the 

cash transaction but is less time consuming and not a trouble of carrying and trouble of wear and 

tear like paper money. It also helps in record of the all the transaction done. So, it is without 

doubt said that future transaction system is cashless transaction system. 

 Manjiri A., Dr. Prapti Deshmukh (2017)4: This study proposed cashless payment system that 

may remove all issues that generally arise in traditional cashless payment Systems. It has proposed 

to use biometric as a password instead of using a general password. For this purpose, fingerprint 

biometrics stored in UID database is used. It has also found out the issues in the Mobile wallets and 

UPI and cashless mode of transactions 

 

Impact of Mobile Wallet in the Cashless Payment System  

 India has many cashless payment options which is popular among the users and government of 

India is pushing the all the stack holders to use the cashless payment systems. Some of the popular 

cashless payments systems are. 

 United Payments Interface (UPI): UPI is simply a system which integrates multiple banking 

features into one app. The system was launched by the National Payments Corporation of India in 

April 2016 and allows anyone with a bank account to send and receive money from their smart-

phones either through any bank's UPI app. Users need to just need to select their bank account and 

setup a Virtual Payment Address (VPA) and an MPIN (Mobile Banking Personal Identification 

Number) which are the only two things required to make transactions. This makes the transactions 

done through UPI faster and safer. The cost of using UPI is minimal, cost a maximum of Rs. 0.50 

and the value of transfers is capped at Rs. 1 lakh per day. 

 Aadhaar Enabled Payment System (AEPS): This is developed for remote areas without access 

to banking infrastructure. This system allows people to use their Aadhaar numbers to access 

various banking services through a Business Correspondent or a 'Bank Mitra' (an authorized person 

who acts as an agent of the bank at places where it is not possible to open a branch of the bank). 

Once the 'Bank Mitra' is able to verify their identity, he/she can help people deposit and withdraw 

cash, as well as pay utility bills and transfer money using an internet-based interface provided by 

the bank 

 Mobile Wallets: Mobile wallets are essentially virtual wallets in which users can put in some 

money which can then be used to make online and offline transactions. For instance, one can 

simply pay for groceries through their cell phones at a grocery store that accepts payments made 

through mobile wallets as long as there is enough money pre-loaded into the wallet. Mobile wallets 

can also be used to recharge DTH plans, mobiles and pay utility bills as well as transfer money to 

friends and family. However, most wallets only allow people to transfer money to other users of 

the same service, partnering vendors and do not permit the withdrawal of cash.  

 National Electronic Fund Transfer (NEFT): This is a country- wide payment system that 

facilitates the transfer of funds from one entity to the other. Under this Scheme, individuals, firms 

and corporates can electronically transfer funds from any bank branch to any individual, firm or 
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corporate that has an account with any other bank within the country. NEFT payments are capped 

at Rs. 50,000 per-transaction. 

 Real Time Gross Settlement (RTGS): RTGS is meant to be used for high-value transactions 

with the minimum amount that can be transferred being set at Rs. 1 lakh. Transactions made 

through this are monitored by the Reserve Bank of India and cannot be reversed. Electronic 

Clearing System (ECS): This service facilitates the payment of utility bills in particular. 

 Mobile Banking: These banking services can be accessed by anyone as long as they have 

cellular data, a smart-phone and an app for the particular bank they have an account that they 

want to operate in. Different banks offer their own apps and offer various banking services through 

them 

 Banking Cards: Credit cards, debit cards and prepaid cards all fall under these categories. 

These can be used to either make payments online using a digital payment gateway (which is 

provided by the merchants) or at a physical store via a machine. To ensure security, banking cards 

generally provide a two-step verification process using PINS which can be created by users or 

passwords which can either be preset by users or single-use auto-generated passwords that are 

sent to a user's registered mobile number or email. Banking cards can also be used to access other 

pre-paid digital payments instruments like mobile wallets. Only vendors have to pay a small 

percentage of the amount they receive via a banking card as transaction charges. 

 

Mobile Wallet Impact on Cashless 

Payments 

 As per the TechSci Research report the 

Mobile wallet market is forecasted to 

reach USS 6.6 billion by 2020. Mobile 

wallet transaction is among the fastest 

growing paperless modes of payment or 

banking, and it is expected that the 

majority of transactions will go paperless 

in the next 10 years.  

 As per the above chart the mobile payments are growing at the rate 132% from 2016 to 2022 

and reach around 460 billion by the end of 2022 The mobile wallet market in India is projected to 

exhibit exponential growth during the forecast period, on account of rising smart-phone 

penetration rate, growing mobile internet user base, and increasing government support.  

 In addition, mobile wallet companies operating in India are also offering attractive deals and 

incentives to attract new users. In recent years, wallet companies have increasingly formed 

collaborations with service providers and financial institutions to offer a robust and seamless 

mobile wallet platform to the users.  

 Usage of mobile wallet is growing across various applications such as money or banking 

transactions, mobile recharge & bill payments, ticket bookings, utility applications (electricity 

bills, gas bills), Transportation, Online Purchases, and Retail purchases in the stores etc. In 

addition, approval of payment bank licences of major companies such as Paytm, Vodafone, 

Airtel, etc. is projected to drive growth in the innumber of banking transactions through mobile 

wallet over the next five years.  

 The primary reasons to use a mobile wallet are that they make the payment process faster and 

are considered by many to be safer. 
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Convenience: The biggest selling point for mobile wallets is convenience. Using a mobile wallet 

means that one does not have to deal with cash or punch in debit/credit card numbers, pins and 

passwords each time they need to pay for something. Additionally, transferring money to friends 

and family can be far easier with a mobile wallet which usually just requires their mobile number 

to complete the process 

Safety : The fact that one does not have to give out their bank account or credit/debit card 

details means that mobile wallets can often be a safer digital payments option. Users can also load 

small amounts of money which can significantly reduce the potential loss in case the mobile 

wallet's credentials and details are compromised. 

 

Challenges and Oppportnities of Using Mobile Wallet 

 There are many Cashless methods and payment techniques that are provided by various 

competing business models and driving adoption. Still India uses mainly the cash. Paper currency 

facilitates making transactions anonymous, helping agents to avoid laws, regulations and taxes.  

 The trend is that retail payments in India are still dominated by cash, with a mere 6-7% of 

transactions conducted electronically. The rest are in cash or cheque. Uber is primarily a cashless 

service elsewhere in the world, but more than 50% of Uber trips in India are paid for in cash. In the 

same way another leading cab company, OLA Cabs says that 50% revenue are received in cash and 

50% payment from digital money3. In India, merchants are forcing the choice of cash payments on 

customers because electronic payments eat into their margins just like everywhere else in the 

world. Some other reasons that stops using digitial payments are customers still find cash more 

convenient, access is an issue for individuals without bank accounts and fraudsters continue to find 

opportunities in electronic transactions.  

 Consumers who have tried using digital payments but have now shifted to other modes such as 

cash, card and online banking say the inconvenience of remembering log-in credentials, 

insufficient acceptance, possibility of a technical or human mistake during a transaction and 

frequently running out of balance are the top reasons for lapsing, according to the report by 

Google and BCG.  

 Hence, expanding merchant acceptance is critical to driving mass adoption of cashless 

payments by consumers. As of 30 September, the number of POS devices which accept debit and 

credit cards as modes of payments at merchant outlets was a mere 1.49 million, according to the 

Reserve Bank of India‘s (RBI‘s) monthly bulletin. Indians had nearly 730 million debit cards and 27 

million credit cards at September end. The Debit cards are mainly used for just withdrawing the 

cash from ATMs4.  

 Leading Mobile wallets providers such as Paytm, Mobikwik and Ola Money offer ease of 

transaction to customers are still in the starting phase of adoption as only around one-fifth of 

India‘s population has a smart phone where these services can be used. Government has launched 

UPI (Unified Payment Interface) based technology which helps to transfer the funds from any banks 

to any bank. UPI based BHIM is becoming more popular for transferring funds comparing with the 

mobile wallets because of user friendly and hazel free User Interface. But there are many UPI apps 

flooded in the market, developed by various Banks, which are difficult to operate, makes the 

consumer not to trust and also less user friendly apps stops the consumer adoptions. 

 Interoperability issues are causing friction between banks and mobile wallet service providers. 

On 16 January, for instance, Mint reported that ICICI Bank Ltd had blocked transactions on 

payments app PhonePe in at least the second such instance of a commercial bank trying to protect 
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its turf against non-bank mobile wallet and payment companies. A day later, PhonePe allege that 

ICICI was blocking transactions. On 4 January, CNBC-TV18 reported that SBI had blocked net-

banking transactions with e-wallet firms, although it allowed customers to top up their mobile 

wallets with debit and credit cards. At the time, SBI said the service was blocked because of 

security concerns5. This kind of issues makes the consumer not to trust the wallets and hence 

lesser adoption rates.  

 

Conclusion 

 Even though there are many technology platforms like mobile wallet, UPI in India which offers 

cashless mode of payment, still the adoption rates are very low. One of the major reason is the 

smartphone penetration is just 300 million users are using the smart phones for mobile payments 

out of 1 billion mobile subscriber bases, as per TRAI. Majority of consumers are using Debit cards 

to withdraw the Cash from ATMS. Mobile wallets consumers are concerned on the security to 

cashless payment and wallets are linked with bank accounts for top up of cash into wallets. 

According to cyber security observations while those who have been transacting online are fairly 

well-versed with the threats one can face while paying online, it‘s the first-time users or new 

adaptors that need to be educated on the risks they are exposed to. A mass awareness programs 

and many incentive schemes, many top-up centres, would motivate the users to use wallets. Many 

mobile wallets are not interoperable which causes friction among the Banks, Wallets companies 

and ultimately customers are unhappy to adopt. An open-access platform is required that would 

allow for interoperability for wallets operators, and diverse choice for customers. This will allow 

banks to have a wider acceptability of popular third-party prepaid cards and wallets, with minimal 

loading failure rates. Also it will inter-operate seamlessly with minimal friction across a multi-

sided base comprising wallets, banks and common merchants (same QR code for instance). Also 

banks will have to rework service level agreements with their PoS merchants and card networks to 

ensure a much higher reliability. Government should facilitate for creating uniform framework or 

guidelines to interoperate and integrate seamlessly between the various stack holders involved in 

the Digital platform. India is too large a country and it is long way to go, diverse in perceptions 

and culture, behaviours to have a one size-fits-all strategy for a cashless world. When we offer an 

open access platform which allows multi wallets will encourage more consumers move from cash 

to cashless economy. This will also allow bank to have wider acceptability of popular third party 

prepaid and wallet with minimal loading failures rates. It is suggested that bank may think to 

rework service level agreements with this POS merchant and card networks to ensure much 

reliability. A movement special effort is required to make a paradise from the cash to cashless 

economy through introducing more option in accepting multiple cards a special incentive zero 

service charges.  
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Abstract 
 Now a day‟s business organizations have started 
green initiative and introducing the process of 
reducing the impact of production, packaging, and 
use of natural resources. Green advertising is a 
communication tool used by the companies to create 
awareness of the products and brands. Green 
advertising tackles the issues related to 
environmentally safe production, distribution, 
consumption, disposal, etc. green advertising is 
educate the consumers to protect the environment 

by changing their habits of purchasing and using 
products. Green advertising helping to selling the 
products and also protect the both consumers and 
environment. This paper focused on the consumers 
purchasing attitude of the green products. This 
paper attempts to find out the impact green 
advertising 
Keywords:  Green advertising, Environment, 
Consumer, Green Products.  

 
Introduction  

 In recent years businesses and consumers faced the tremendous challenges to protect and 

preserve the natural resources and the environment. The environmental issues are like as global 

warming, depletion of natural resources, climate changes this may directly or indirectly affect the 

way one behaves, especially while making a purchase decision.  

 Advertising is an element from marketing communication mix can be defined as any paid form 

of non-personal presentation and promotion of ideas, goods or services by an identified sponsor 

(kotler and keller,2009,p.512) advertising is the process by which companies can introduce their 

products and services in front of consumer to gain their attention towards their products and to 

convey message easily. 

Green advertising has entered into the lexicon of modern language and the term refers to 

advertising that highlights the environmental benefits of a product or service. The aim of green 

advertising is to create awareness and tentative strong attitude towards brands and companies.  

Green advertising is a new way to attract consumers with the features of green communication 

for the sustainable development or sustainable communication as this will help in detailing those 

features which consumers are looking for and in demand. Green advertising helps in promotes 

those products and services that satisfy consumer‘s needs that are quality, affordability, and 

availability without having any effect on the environment. 

The achievement of advertisements is significantly dependent upon the advertiser‘s capability 

to motive action through consumers- exact messages. Therefore, consumer‘s connection to the 

environmental movement, the green advertising motivates and deters consumers making green 

purchasing. Environment friendly consumers are receptive to green ads irrespective of use of 

environmental claims on the basis of past actions and these ads create positive credibility and 
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attitudes. In order to make change in environment the consumer‘s perceived effectiveness is 

helpful in understanding customer‘s attitude and behavior towards green advertisements and its 

leads to environmental production. Also the customers who possess the a high level of involvement 

in green advertisements they perceive the ads as believable and truthful and advocates of 

environmental protection on one‘s beliefs that he or she can make a difference with his or her 

individual behavior 

 

Literature review 

 Roy hindol (2012) Indians have concern about their environment and intend to buy green 

product. In fact studies further suggest that Indians are among the greenest friendly countries. 

Indian customers are pragmatic and advertisers should include maximum information about the 

product while devising green advertising strategies. This paper will provide marketers a new 

insight to comprehend the market of India. It also endows the researchers with understanding of 

Indian customer‘s attitude toward green products. 

 Gandhi Ankit (2013) 20 Indian advertising industry has significantly developed as consumers 

concern over the impact of environmental degradation on their lives and interests which result in a 

significant sale of green products. This study aims to explore how green advertising affects 

consumers purchase intention of green products. This study findings divulge that consumer 

attitude toward green advertising significantly influences buyer purchase intention of green 

products. 

 Komal ahuja (2015) Green environmental and eco- marketing are part of the new advertising 

approaches which do not just focus, adjust or enhance existing advertising thinking and practice, 

but seek to challenge those approaches and provide a substantially different perspective. It is 

helping in not only selling the products but also with a protection cover both consumers and 

environment. For the purpose of the study there are certain factors that are studied affecting 

consumer attitude including credibility, consumers trust, viewers attitude, brand image, the media 

and green education. This paper attempts to discover the green advertising factors that affecting 

consumers purchase intension. The outcome of the paper is will help to develop a similar and more 

specific model of purchase intention of consumers. 

 Shilpi Pal, M.S.Khan 2015 this research paper focuses on the consumers purchase intention 

with regards to green advertising. The research emphasizes on the how green advertising affects 

the buying behavior of the consumers. It is help the green marketer to understand the consumer 

buying behaviour and motivating the consumer through the green advertising. This study has been 

revealed that advertising plays an important role in influencing the consumer in purchasing the 

green product. 

 

Objectives of the study 

 To investigate green advertising create the awareness of green products. 

 To identify factors influencing consumers attitude towards purchasing green products.  

 To investigate whether green advertising influence the purchasing decision of green products.  

 
Statement of the problem 

  The present study aims to analyzed green advertising based on environmental information and 
it will increases consumers interest on environment and create awareness in green products. 
Whether green advertising to display features of green products and consumer‘s responses to green 
advertising and who are willing to purchase green products. 
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Research methodology 

 The research based on the secondary data, which has been collected from number of sources 

like books, magazines, journals, periodicals, and publications, news papers and websites. This 

study based on descriptive and exploratory in nature. Various secondary sources studied to 

reaching the conclusion. 

 

Consumers‘ environmental concerns and awareness 

 Environmental concern is known as ―ecological concern‖, which refers to the degree of 

emotionally, the amount of specific factual knowledge, and the level of willingness as well as the 

extent of actual behavior on pollution – environmental issues (cosby, 1981) Consumers 

environmental concerns are related to the interest towards the environment and its problems 

related to the consumers and the surroundings. (forkink 2010; Luchs et al.2010) says that the 

consumers express environmental concerns based on product characteristics and truthfulness of 

environmental claims, information provided on the products and its benefits. Barr and Gilg (2006) 

found that committed individuals or mainstream environmentalists skewed and put forward a 

higher importance on a environmental issues where they developed a high level of concern and 

express a personal responsibility and moral obligation to play their role to help the environment. 

 

Why Green Advertising  

 Green advertising is the trend of new mass media. With the green advertisement people can 

easily get attracted towards green product or eco-friendly products which are the necessities of 

today‘s time where pollution and ozone depletion has taken place. Therefore, for the environment 

safety and healthier surroundings green advertisement is the initiation towards green media for 

the sustainable communication. 

 

Green Advertisement Model 

 
 Source: sciencedirect.com 

 

Green consumer and green products 

 The green consumer is generally defined as one who adopts environmentally friendly behavior 

and/or who purchase green products over the standard alternatives. Green consumers are more 

internally-controlled as they believe that an individual consumer can be effective in environmental 

protection should not be left to the government, business, environmentalists and scientists. Only 
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they consumers can play a part. They are also less dogmatic and more open-minded or tolerant 

toward new products and ideas. 

 

Know about Green Consumer  

 The consumer purchase behaviors have been direct impact of the environment. Particularly 

knowledge and awareness about green products play a vital role in enabling to the consumers to 

use them, but this awareness and knowledge do not exist, this restricting the usage of green 

products. Prior implementing green advertising strategy advertisers have to identify green 

consumer so that they can easily communicate with them through advertisement. Green 

consumers are those who prefer eco-friendly products, green products and concern more about the 

protection of environment along with the protection of health. Also, green consumers are those 

who prefer products which are not tested on animal‘s skin specially the cosmetic segments. This 

will help in positioning the brand image in front of consumers through green advertisement.  

 

Green Product and it Characteristics 

 The products those are manufactured through green technology and that caused no 

environmental hazards are called green products. Promotion of green technology and green 

products is necessary for conservation of natural resources and sustainable development. We can 

define green products by following measures: 

 Products those are originally grown, 

 Products those are recyclable, reusable and biodegradable, 

 Products with natural ingredients, 

 Products containing recycled contents, non-toxic chemical, 

 Products contents under approved chemical, 

 Products that do not harm or pollute the environment, 

 Products that will not be tested on animals, 

 Products that have eco-friendly packaging i.e. reusable, refillable containers etc. 

 

Green Product Attitudes 

 Product attitude is referred to as a subset of association between beliefs and values of 

consumer‘s behavior towards different types of green products in the business market. Product 

attitudes towards green products are usually affected the environmental as well as the individuals 

as main parameters, indirect affecting the purchase intentions of consumer‘s. This means that the 

brand positioning develops product attitudes that are likely to foster feature customers purchasing 

intentions. 

 

Consumer‘s Willingness to purchase green products 

 Consumer willingness to purchase green products has often been contributed to their self- 

labeled level of environmental enthusiasm. Leonidas et al,. (2011) has studied the relationship 

between consumer awareness of environmental issues and the effectiveness of advertising claims. 

Mitchell & Ramey (2011) suggested that consumer‘s willingness to purchase green might be rooted 

in their passion for the environment. They wrote that those who are considered ecological 

enthusiasts are more likely to purchase green products than others.  
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Conclusion 

 Green advertising has become a tool to protect the environment and natural resources. 
Companies adopt green advertising is help to easily capture the target consumer and maintain the 
long term relationship with them. The task of green advertisement is to display the features and 
increase the social responsibility of an organization promoting green lifestyle. Green advertising 
helps in spreading information and knowledge to the consumers who are unaware of the green 
products. Many companies who have started using the concepts of reduce, recycle, reuse this 
features attract the consumers to purchase green products and adopting green life style. 
Consumers are willing to purchase green products to make a healthy life. Consumers are having a 
positive attitude towards purchasing green products. 
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Abstract 
 ERP stands for Enterprise Resource Planning. 
ERP is a way to integrate the data and processes of 
an organization into one single system. Usually ERP 
Systems will have many components including 
hardware and software, in order to achieve 
integration, most ERP systems use a unified 
database to store data for various functions found 
throughout the organization. ERP is a company-wide 
computer software system used to manage and 
coordinate all the resources, information, and 
functions of a business from shared data stores. ERP 
implementation, as a change initiative, is a 
challenge facing any organization and requires 
strong support from top management and users. 
However, internal support is inadequate to 
overcome client deficiencies in the resources and 
abilities essential to ERP implementation, implying 
that the assistance of outside experts is inevitable. 
This study presents a conceptual framework to 
investigate how human inputs (top management, 
users, and external consultants) are linked to 
communication effectiveness and conflict resolution 
in the ERP consulting process, as well as the effects 
of these factors on the quality of the system 

implemented. Through a survey of 85 ERP 
implementation projects in Taiwanese 
manufacturers, the study demonstrates that 
competent consultants can facilitate communication 
and conflict resolution in the ERP consulting process 
and assist in improving ERP system quality. The 
findings indicate that top management support 
indirectly enhances ERP system quality through its 
positive effect on conflict resolution in the 
consulting process. The results also show that high 
user support enhances communication effectiveness; 
however, communication effectiveness does not 
influence conflict resolution and ERP system quality. 
The implications and the limitations of the study are 
discussed. . This paper focused on tools, Advantages 
and Disadvantages, Limitations, Applications, 
Benefits, Current situation, and Overview of ERP in 
MIS Development. 
Keywords: Tools of ERP in MIS Development, 
Advantages and Disadvantages of ERP Systems in MIS 
Development, Applications, Benefits of an ERP 
implementation, Current situation of ERP in MIS 
Development, Overview of Marketing Management 
Information System (MIS) in ERP. 

 

Introduction 

 Enterprise Resource Planning is an integration of business management modules and user 

friendly technology. ERP is a well managed centralized data storage house which acquires 

information from and supply information for complete computing solutions at universal level. In 

large business organization it's a diffcult task to manage various data at different servers. ERP 

helps to manage data under one common platform. ERP software solutions are essential for 

optimizing costing accuracy for the benefit of making decisions on day to day operations. A 

management information system (MIS) is a system that provides information needed to manage 

organizations effectively. An ERP system has a service-oriented architecture with modular 

hardware and software units or "services" that communicate on a local area network. The modular 

design allows a business to add or reconfigure modules (perhaps from different vendors) while 

preserving data integrity in one shared database that may be centralized or distributed. 

http://www.academictutorials.com/erp/erp-introduction.asp
http://en.wikipedia.org/wiki/System
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 The term ERP originally referred to how a large organization planned to use organizational 

wide resources. In the past, ERP systems were used in larger more industrial types of companies. 

However, the use of ERP has changed and is extremely comprehensive, today the term can refer to 

any type of company, no matter what industry it falls in. In fact, ERP systems are used in almost 

any type of organization - large or small. 

 

Tools of ERP in MIS Development 

 Purchase 

 Manufacturing 

 Inventory/Stores 

 Finance/Accounting 

 Production 

 Maintenance 

 Administration 

 

Advantages and Disadvantages of ERP Systems in MIS Development 

There are many advantages of implementing an EPR system in MIS Development. Some of them 

are listed here: 

 Improved customer service and satisfaction. 

 Improved productivity, speed and performance. 

 Enhanced tracking and forecasting.  

 Improved efficiency, performance and productivity levels.  

 Design engineering order tracking from acceptance through fulfillment.  

 The revenue cycle from invoice through cash receipt.  

 Managing interdependencies of complex Bill of Materials.  

 Tracking the 3-way match between Purchase orders, Inventory receipts, and costing.  

 The Accounting for all of these tasks, tracking the Revenue, Cost and Profit on a granular 

level. 

 
Disadvantages of ERP 

 Many problems organizations have with ERP systems are due to inadequate investment in 

ongoing training for involved personnel, including those implementing and testing changes, as well 

as a lack of corporate policy protecting the integrity of the data in the ERP systems. 

 

Limitations of ERP in MIS Development 

Limitations of ERP include: 

 Personnel turnover: 

 Companies can employ new managers lacking education in the company's ERP system, 

proposing changes in business practices that are out of synchronization with the best 

utilization of the company's selected ERP. 

 Customization of the ERP software is limited.  

 Some customization may involve changing of the ERP software structure which is usually 

not allowed. 

 Re-engineering of business processes to fit the "industry standard" prescribed by the ERP 

system may lead to a loss of competitive advantage. 

http://www.academictutorials.com/erp/erp-advantages.asp
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 ERP systems can be very expensive to install often ranging from 30,000 to 500,000,000 for 

multinational companies. 

 ERP vendors can charge sums of money for annual license renewal that is unrelated to the 

size of the company using the ERP or its profitability. 

 Technical support personnel often give replies to callers that are inappropriate for the 

caller's corporate structure. Computer security concerns arise, for example when telling a 

non-programmer how to change a database on the fly, at a company that requires an audit 

trail of changes so as to meet some regulatory standards. 

 ERPs are often seen as too rigid and too difficult to adapt to the specific workflow and 

business process of some companies—this is cited as one of the main causes of their 

failure. 

 Systems can be difficult to use. 

 Systems are too restrictive and do not allow much flexibility in implementation and usage. 

 The system can suffer from the "weakest link" problem—inefficiency in one department or 

at one of the partners may affect other participants. 

 Many of the integrated links need high accuracy in other applications to work effectively. 

A company can achieve minimum standards, and then over time "dirty data" will reduce 

the reliability of some applications. 

 Once a system is established, switching costs are very high for any one of the partners  

 The blurring of company boundaries can cause problems in accountability, lines of 

responsibility, and employee morale. 

 Resistance in sharing sensitive internal information between departments can reduce the 

effectiveness of the software. 

 There are frequent compatibility problems with the various legacy systems of the partners. 

 The system may be over-engineered relative to the actual needs of the customer. 

Applications 

 Enterprise systems 

 Enterprise systems, also known as enterprise resource planning (ERP) systems provide an 

organization with integrated software modules and a unified database which enable 

efficient planning, managing, and controlling of all core business processes across multiple 

locations. Modules of ERP systems may include finance, accounting, marketing, human 

resources, production, inventory management and distribution. 

 Supply Chain Management: 

 Supply Chain Management (SCM) systems enable more efficient management of the supply 

chain by integrating the links in a supply chain. This may include suppliers, manufacturer, 

wholesalers, retailers and final customers. 

 Customer Relationship Management  

 Customer Relationship Management (CRM) systems help businesses manage relationships 

with potential and current customers and business partners across marketing, sales, and 

service. 

 Knowledge Management System  

 Knowledge Management System (KMS) helps organizations facilitate the collection, 

recording, organization, retrieval, and dissemination of knowledge. This may include 

documents, accounting records, and unrecorded procedures, practices and skills. 
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Benefits of an ERP Implementation 

 The benefits of an ERP implementation, a number of considerations must be evaluated. These 

include considering: 

 both the current and future/growth business requirements  

 the appropriate trade-off between application software complexity and related user needs 

 an assessment of the "time-to-benefit" for key business processes in the organization's strategic 

plans; 

 the key metrics that indicate relative application software complexity and time to benefit, 

such as the historical ratio of consulting dollars to initial license fees the software version of 

the application being selected  

 the stability of the software vendor; 

 the ability of the organization to devote sufficient resources over time; 

 the involvement of key users in the planning process producing a specific, measurable, 

achievable, realistic, time-oriented project plan and budget; and 

 Selecting application software certified implementation consultants with relevant industry 

experience. 

 30% of those surveyed did not realize any sort of staff reductions after go-live 

 18% did not measure benefits after go-live 

 28% had some type of problem or operational stoppage after go-live 

 

Current situation of ERP in MIS Development 

The current situation of ERP 

 Over 42 per cent indicated that additional user training, better skilled people, and/or change 

management are required to fully leverage ERP; 

 32 per cent indicated that changing or standardizing processes, organizing differently, 

changing the work culture, or "adapting to the power of ERP" are necessary to leverage ERP; 

 32 per cent indicated that full implementation, better integration, or economies of scale are 

necessary. 

 
Overview of Marketing Management Information System (MIS) in ERP 

Inputs to Marketing MIS in ERP 

Development 

 Strategic plan and corporate policies 

 The TPS (Transaction Processing 

Systems) 

 External sources: 

 The competition 

 The market 

Inputs to the Human Resource MIS 

 Strategic plan or corporate policies 

 The TPS (Transaction Processing 

Systems): 

 Payroll data 

 Order processing data 
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 Personnel data 

 External sources 

 

Human Resource MIS Subsystems and Outputs 

 Human resource planning 

 Personnel selection and recruiting 

 Training and skills inventory 

 Scheduling and job placement 

 Wage and salary administration 

 
Conclusion 

 The success of the system is fully dependent on how the workers utilize it. This means they 

must be properly trained, and a number of companies have attempted to save money by reducing 

the cost of training. Even if a company has enough money to implement ERP, they may not be able 

to successfully use it if they do not have enough money to train their workers on the process of 

using it. One of the biggest problems with ERP is that it is hard to customize. Very few companies 

can effectively use ERP right out of the box. It must be modified to suit their needs, and this 

process can be both expensive and tedious. Even when a company does begin changing the system, 

they are limited in what they can do. 
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Abstract 

 Creativity is the idea to look at things from new 
perspectives, while ethics is a branch of moral 
philosophy that talks about vice, justice, truth and 
trust. The study aims to decode how advertisers 
working in the ad agency perceive the topics of 
creativity and advertising ethics. It looks to decode 
their personal techniques to balance their personal 
ethics and creativity level to that of the 
organization. The design of the study is qualitative 
and descriptive in nature. About 100 participants 
from varying levels in their advertising career have 
been surveyed. Their creativity has been tested by 
Torrance Test, while to analyse their ethical 

decision making skills Mumford‟s questionnaire is 
followed. Tools such as correlation, chi-square have 
been used to quantitatively analyse the data. The 
subjects have also been studied and understood 
through constant surveys, personal interactions and 
interviews. From this study, we can understand that 
ethics and creativity can be highly subjective and 
thus, advertising as an industry treads on their 
blurred lines. Different individuals treat the topics 
differently, but ultimately everyone agrees that a 
collaboration of creativity and ethics will help them 
withstand the industry and leave a legacy behind. 

 
Introduction 

 Advertisement is a form of communication medium to reach out to the masses in an attempt to 

inform, educate and persuade them to buy a particular product or ideals. The main objective of 

advertising is to commercially promote the goods and services in order to increase the sales. There 

are many number of means of advertising that includes television, newspapers, wall paintings, 

billboards, magazines, internet, by the word-of-mouth and in many other ways.  

 Advertising is an industry, where every advertiser needs a basic spark of creativity that can 

differentiate your voice from the noise of the crowd. Still, creativity always needs to be toned 

down according to the needs of the audience and clients. Creativity has always been needed in the 

field of advertising, but with the phenomenal rate at which the industry is growing, the need for 

creativity is raising drastically. Creative and innovative advertising strategies serve as major tools.  

 Creativity can be defined as the production of something original and valuable. Creativity 

involves coming up with new and fresh ideas or plans. It is characterized by the use of the 

imagination and expression. Some scholars view creativity as a natural gift while others view it as 

a talent that can be learnt and developed. However, creativity seems to be a combination of both. 

 Ethics on the other hand, is a branch of moral philosophy that talks about vice, justice, truth 

and trust. Advertising ethics is more concerned with issues of morality and moral conduct of 

marketing and advertising professionals to whom in this study we will address as the advertisers. 

 Ethics is the rules or standards governing the particular advertisement. Ethics is the 

requirement for deciding a means of action. With the proper standard and code the 

advertisements are properly categorised. The word ethics was given much importance during the 

early periods as the advertisements prepared were very short, informative, and brief with the 

information to be conveyed to the consumers. There was no need of unnecessary additions to the 

product to attract the consumers. The companies created attractive paper advertisements to 
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impress the consumers with the limited technology and resource available. The ethical value was 

high during these periods as the product was given more importance rather the materials used for 

the advertisement. 

 But slowly the agencies started using various modes of advertisements to reach the consumers. 

So to attract the consumers they started using catchy words, phrases in their advertisements. 

Famous personalities were also used by them as their brand ambassadors. Since the agencies 

started diverting themselves from informative advertisements to popularity the ethical value gets 

a slowdown. People are keen to see their favourite personality performing in the advertisements 

rather the knowing about the product or its features. They tend to buy the product since it was 

being endorsed by their favourites. Do the agencies always follow the ethical value while creating 

the advertisement films? The answer is no. Since there is no strong enforcement for censorship of 

the advertisements, the creation of advertisements doesn‘t follow the basic moral and ethical 

standard.  When it comes to advertising, the lines between what is ethical and unethical are really 

blurred to the extent that it lacks clarity. Thus, the advertisers should be really careful, in order 

to avoid dilemma to creating ethically moral advertisements. Deviations happen and at that time a 

thorough understanding of ethical law, provisions and censorship rules would help advertisers 

creating more sensitized content. Talking about creating ethically correct advertisement, the topic 

of creative liberty of advertisers and ethics and how it can effect interchangeably can also be 

looked upon. An advertisement which maybe creatively brilliant, may not be ethically accepted or 

even step too out of layman understanding of concepts that can lead to huge misinterpretation or 

even controversies.  

 In this study, we would cover how do advertisers manage the possible dilemma of advertising 

ethics and creativity in the quest of creating the most successful ad campaign ever? During the 

process, how do they manage their personal and professional ethics, along with letting their 

creativity shine the brightest that they can let to? 

 In this form of commercial creativity, how exactly can the advertiser be true to his ideals and 

basic advertising ethics? Not just that but when we want to explore more about truth in 

advertising, it is not stating false facts, but also not disclosing the entire truth or the facts of any 

matter. But how far should an advertisement go about to reveal and disclose all details about the 

product or service that they are advertising? 

 
Objectives 

 To identify how advertisers balance personal ethics and creativity. 

 To imply the need of balancing creativity and ethics and how it can help a campaign stand out 

distinctively. 

 To study the advertiser‘s attitude towards creativity and ethics in advertising industry.  

 To explore the distinction and awareness of advertisers about legal and moral ethics in 

Advertising. 

 To study the correlation between creativity of advertisers and their ethical decision making 

skills. 

 To analyse if advertisers appreciate the creative liberty available. 

 To ascertain the relationship between creativity and ethics in the field of advertising. 
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Need 

 Creativity and ethics are essential tools of survival for advertisers to withstand the industry 

and leave a legacy through their best works. There is a notion about the industry about the lack of 

ethical practices. This study aims to dig deeper beyond the common notion and see how 

advertisers find the grey areas of ethics, where even if it isn‘t legally unethical, they can be 

morally unethical. It is aimed to find the thin layers of creativity and ethics that the advertisers 

exhibit in the world of consumerism. Also, to understand how manipulation of emotions and human 

psychology can be used for a good cause, such a revolution or introducing new perspectives or 

challenging traditional stereotypes. The study is an attempt to encourage advertisers and general 

public to look at creativity and ethics from a new perspective, instead of the usual cynical 

attitude.  

 
Scope 

 The scope of the study is to identify the pressing need for creativity and ethics in advertising 

agencies and how advertisers balance creativity and ethics in their day to day life. The study was 

conducted for a period of 3 months observing the day to day activities of advertisers working at 

various advertising agencies in Chennai. Primary data was collected from advertisers who work in 

these agencies. Also, approached Ad Club, Chennai to get further input on the topic and connect 

with more advertisers and freelancers of the industry. Secondary data was collected from company 

manuals, textbooks, magazines and websites and other research papers on similar topics. The 

study gathered the information about the advertiser‘s perspective of creativity and advertising 

ethics. It is aimed to gauge the awareness levels of advertsing ethics and if or not are the 

advertisers really conscious of the ethical practices. The study aims to understand how advertisers 

balance creativity and ethics in their quest to create the best content ever. For this reason, 

interviews with senior advertisers working in the field were also conducted to get a better 

understanding of the subject. 

 

Research Methodology 

 Research methodology is a way of solving a research problem systematically. the procedure 

used, by the researchers on how they go about with their work of describing, explaining and 

predicting phenomenon is called methodology. It is necessary for the researcher to know not only 

the research methods but also the methodology. 

 

Type of Research  

 The type of research used for the study is descriptive study. 

 

Qualitative Research 

 Qualitative research is concerned with qualitative phenomenon involving quality. Some of the 

characteristics of qualitative research/method are:  

 It is non-numerical, descriptive, applies reasoning and uses words. 

 Its aim is to get the meaning, feeling and describe the situation.  

 Qualitative data cannot be graphed.  

 It is exploratory.  

 It investigates the why and how of decision making. 
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Data Collection Method 

Primary Data 

 The type of information collected or obtained directed from first-hand sources such as 

observation, surveys and experimentation is known as Primary data. Such data is not available 

anywhere else as it has not been published anywhere else and is derived from a new or original 

research study. This type of data is not subjected to processing or manipulation and is thus, often 

referred to as raw data. Questionnaires are prepared in order to collect the primary data. 

 The data was collected through questionnaire. This method is quite popular in case of big 

enquiries. A questionnaire consists of number of questions which involves both specific and general 

questions. Questionnaire was circulated to find the students current involvement towards the 

development of leadership. 

 

Interview 

 Interviews are more personal and probing. Questionnaires do not provide the freedom to ask 

follow-up questions to explore the answers of the respondents, but interviews do. An interview 

includes two persons - the researcher as the interviewer, and the respondent as the interviewee. 

There are several survey methods that utilize interviews. These are the personal or face-to-face 

interview, the phone interview, and more recently, the online interview.  

 

Secondary Data 

 The data or fact collected with the main objective to understanding the past status of a 

variable of the data collected already reported by some source to and use them towards the 

objective of their study is known as Secondary Data. Secondary Data usually refers to the data 

collected by someone other than the user or researcher. Usually, researchers opt to collect 

published data in journals, magazines and annual reports websites.  

 

Sample Unit 

 Sampling unit for the study were advertisers working in ad agencies and working as 

independent creators or freelancers. 

Sample Type: The types of sampling used in the study is convenience sampling. 

Sample Size: Sample size taken for the study is 100 advertisers and freelancers contacted through 

mutual contacts. 

 

Statistical Tools Used 

Percentage Method 

 Percentage method refers to a special kind of ratio. Percentage is used in comparison between 

two or more series and also to describe the relationship. Percentage reduces everything to a 

common base and thereby allowing meaningful comparison to be made. 

 The formula is given by, 

No.of respondents  = 100 

Percentage  = Total No. of Respondents 

 

Correlation 

 Correlation is a statistical tool measure that indicates the extent to which two or more 

variables relates together. A positive correlation indicates the extent to which those variables 

https://explorable.com/social-science-subjects
https://explorable.com/telephone-survey
https://explorable.com/online-surveys
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increase or decrease in parallel; a negative correlation indicates the extent to which one variable 

increases as the other decreases. 

 R = n ∑x y - (∑x) (∑y) 

 ……………………………. 

n√∑x^2-(∑x) ^2* n√∑y^2-(∑y) ^2 

Where n represents the number of pairs of data 

 

Chi Square Test 

 As a test of goodness of fit it enables us to see whether the assumed theoretical distribution fit 

to the observed data. It is a Statistical method for assessing the goodness of fit between a set of 

observed values and those expected theoretically. It is given by, 

X^2= (O-E) ^ 2/E, Where, O- observed frequency, E-expected frequency 

 Expected frequency= (RT) (CT) 

 …………. 

 N 

 
Torrence Test of Creativity 

 The highly reliable Torrance® Tests of Creative Thinking are the most widely used tests of 

their kind since testing only requires the examinee to reflect upon their life experiences. These 

tests invite examinees to draw and give a title to their drawings (pictures) or to write questions, 

reasons, consequences and different uses for objects (words). These instruments have been used 

for identification of the creatively gifted, especially in multicultural settings, and for special 

populations around the world.  

Verbal TTCT®: Thinking Creatively with Words 

 Appropriate for first graders through adults, the Verbal TTCT: Thinking Creatively with 

Words uses six word-based exercises to assess three mental characteristics: 

 fluency 

 flexibility  

 originality 

 These exercises provide opportunities to ask questions, to improve products, and to ―just 

suppose.‖ The Manual for Scoring and Interpreting Results provides an easy-to-use scoring method. 

The Verbal TTCT uses one set of grade-related norms for each of the grades which is age 

appropriate, including the adult level. 

Data Analysis and Interpretation 

Chi Square Test 

Objective: To verify whether there is a significant relationship between the gender and awareness 

levels of the advertisers. 

Null Hypothesis (h0) 

 There is a significant relationship between the gender and awareness levels od the advertisers. 

Alternate Hypothesis (h1) 

 There is a significant relationship between the gender and awareness levels of the advertisers. 

Awareness Level 
Gender 

Fully aware Partially Aware Not At All Aware Row Total 

Female 5 (6.00) (0.17) 45 (42.00) (0.21) 10(12.00) (0.32) 60 

Male 5 (4.00) (0.25) 25 (28.00) (0.32) 10(8.00) (0.50) 40 

Column Total 10 60 20 100 
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Inference 

 The chi square statistic is 1.7857. The p-value is .409484. The result is that it is not significant 

at p<.05. Thus, H 0 is rejected. There is no significant relationship between the gender and the 

awareness levels of the advertisers. 

 
Correlation Analysis 

Objective 

 To find whether most of the advertisers consider themselves creative 

 
Table No 2 Tables Showing the Correlation Analysis between  

 Advertisors Level of Creativity and their Belief 

 
Inference 

 Since the calculated value is positive, most of the advertisers 

consider themselves creative. 

∑XY=2100, ∑X^2=1375, ∑Y^2=3325 N=5 R= 0.9612 

 

 

 

Torrence Test 

 All the participants have been able to provide interesting uses of everyday objects. However, a 

lot of them were repeated and thus, redundant. Being in the industry, their ability to quick think is 

really high. From this test, it can be agreed that many of the advertisers are really as creative as 

they claim to be. 

 

Findings 

 From this we can see that 65% of the respondents are female and 30% of respondents are male, 

while 5% preferred not to say, out of 20 respondents. 

 From this we can see that out of 20 respondents, 50% of respondents always watch 

advertisements, 20% of the respondents often watch advertisements, 30% of the respondents 

sometimes watch advertisements. 

 From this we can see that 65% of the respondents are under age group 18-25 , 15% of 

respondents are under age group 26-35, 15% under the age group of 36-45 and 5% respondents 

are under the age group 46-55. 

 From this we can see that 45% of the respondents works for creative department, 15% of 

respondents are work for administration or management, 30% work for account management or 

client servicing and 10% respondents work for the creative services production department. 

 From this we can see that 40% of the respondents consider themselves highly creative, 35% of 

respondents consider themselves to be fairly creative, 20% respondents consider their creative 

levels to be average, while 5% consider their creative skills to be poor or below average levels. 

 From this we can see that 20% of the respondents strongly agree that advertisement does 

affect class and culture, 45% of respondents agree that advertisements affect class and 

culture, 30% respondents are neutral about the subject, while 5% respondents disagree that 

advertisements affect class and culture. 

 From this we can see that 55% of the respondents believe that there is creative liberty and 

they like that most about their job as an advertisers, 25% of respondents like their jobs for the 

X Y x*y X^2 Y^2 

5 0 0 25 0 

10 10 100 100 100 

15 20 300 225 400 

20 35 700 400 1225 

25 40 1000 625 1600 

100 100 2100 1375 3325 
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flexible timings options that it gives, 15% respondents like the pay of their jobs, while 5% like 

their job for it always them to manipulate consumers and encourage them to buy a product. 

They like that their job allows them to alter consumer perceptions. 

 About 55% of the sample believes that there is creative liberty in their job as an advertiser. 

 From this we can see that 45% of the respondents look forward to seeing their work published, 

30% of respondents like to complete work within deadlines, 20% respondents wish to execute 

their creative idea without any interruption and 5% respondents look forward to their power to 

hack into consumer behaviour and to alter it. 

 From this we can see that 70% of the respondents are aware of ASCI, 25% of respondents are 

unaware of ASCI, while 5% of respondents are not sure if or not they do know about ASCI. 

 From this we can see that 10% of the respondents are fully aware of the laws and regulations 

to control media, 70% of respondents partially aware of the laws and regulations to control 

media ,10% respondents are not at all aware of the laws and regulations to control media.  

 From this we can see that 50% of the respondents agreed that they sometimes do follow orders 

even if it is unethical, 30 % respondents don‘t follow orders if they appear unethical, 15% of 

the respondents never follow orders if they appear unethical and 5% respondents confessed 

that they have often followed orders, even if they appeared to be unethical. This shows how 

dangerous herd mentality and hesitancy to go against management or seniors can be to 

advertisers who wish to create sensitized content. 

 From this we can see that 50% of the respondents agreed that they can always control personal 

biases and conflict of interest, while 25% of respondents are agrees that they can sometimes 

control conflict of interest and personal biases and 25% respondents agreed that they can 

always control personal biases and conflict of interests. Advertising industry works as a 

collaborative team, thus it is important to advertisers to control biases. 

 From this we can see that only 25% of the respondents are aware of the written ethics of their 

advertisement agency, while 15% of respondents are totally not aware of their agency written 

policy and 25% respondents are not even aware if their agency does or does not have a written 

ethics policy. 

 From this we can see that 65% of the respondents are not sure if they are satisfied with the 

ethical behaviour of their executives, while 30% of respondents are quite satisfied with the 

ethical behaviour of their executives and 5% respondents are not at all satisfied with the 

ethical behaviour of their executives. 

 From this we can see that 45% of the respondents have always been able to say no to 

inappropriate requests, 25% of respondents could often turn down inappropriate requests, 10% 

respondents felt they could maybe say no to inappropriate requests, 15% respondents could 

sometimes turn down, while 5% respondents could never turn down inappropriate requests. 

 From this we can see that 30% of the respondents have always been able to balance their 

organizational and personal needs, 50% of respondents have often been able to balance their 

organizational and personal needs, while 20% of the respondents feel they can only sometimes 

balance their personal and organizational needs.  

 From this we can see that 65% of the respondents always respect copyrights law, 15% of 

respondents often respect copyrights law, while 20% of respondents sometimes respect 

copyrights laws. 

 From this we can see that 55% of the respondents are independent creators or have freelancing 

careers as their main or side income career options, 30% of respondents never freelance, while 
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15% of respondents sometimes freelance or take up projects as a part-time job. Freelancers 

are on rise with the growth of digital media which makes work to be easily created by being 

anywhere in the world. 

 From this we can see that 45% of the respondents watch advertisements through internet, 2% 

of respondents observe advertisement through newspaper, 45% respondents observe through 

television commercials. From this, we can see how new media has affected the viewership of 

advertisement and the way it is consumed even by advertisers themselves. 

 

Limatation 

 Creativity and ethics are subjective in nature. So, the results are open to different 
perspectives. 

 The experience level of the advertisers is varying in nature. As different advertisers are in 
different stages of their career and life, their perspectives may vary drastically. 

 The study is highly qualitative in nature and so, there could be human error in calculations. 

Misinterpretations and miscommunications can be highly possible.  

 The time period is limited to conduct a very detailed study and indulge in observation for 
longer periods. 

 The study is restricted to a selected population of freelancers and advertisers who hail mostly 

from Chennai. 

 
Conclusion 

 From this study, we can see that a lot of advertisers are aware of the ethical practices. 

Awareness is always the first step towards any big change. It is high time that advertisers and 

common man thinks differently about ethics and creativity. It is clear from the practice that ethics 

and creativity can co-exist. This study has shown how creative advertisers still believe in the value 

of ethics and try their level-best to implement ethical practises in all the works they create. 
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Abstract 

 Talent management is a term that emerged in 
the 1990's to incorporate developments in Human 
Resources Management which placed more of an 
emphasis on the management of human resources or 
talent. The term "Talent Management" means 
different things to different organizations. To some 
it is about the management of high-worth 
individuals or "the talented" whilst to others it is 
about how talent is managed generally - i.e. on the 
assumption that all people have talent which should 
be identified and liberated. It refers to the skills of 
attracting highly skilled workers, of integrating new 
workers, and developing and retaining current 
workers to meet current and future business 
objectives. Talent management is also known as 
HCM (Human Capital Management). 
 Talent management is a complex collection of 
connected HR processes that delivers a simple 
fundamental benefit for any organization. The issue 
with many companies today is that their 
organizations put tremendous effort into attracting 
employees to their company, but spend little time 
into retaining and developing talent. A talent 
management system must be worked into the 
business strategy and implemented in daily 
processes throughout the company as a whole. It 

cannot be left solely to the human resources 
department to attract and retain employees, but 
rather must be practiced at all levels of the 
organization. The business strategy must include 
responsibilities for line managers to develop the 
skills of their immediate subordinates. Divisions 
within the company should be openly sharing 
information with other departments in order for 
employees to gain knowledge of the overall 
organizational objectives. Companies that focus on 
developing their talent integrate plans and 
processes to track and manage their employee 
talent, including the following: 

 Sourcing, attracting, recruiting and on boarding 
qualified candidates with competitive 
backgrounds 

 Managing and defining competitive salaries 

 Training and Development opportunities 

 Performance Management processes 

 Retention programs 

 Promotion and Transitioning 
Keywords: Human Capital Management (HCM), 
Performance Management, Transition, Talent 
Review 

 

Talent Management 

 One of the major problems faced by many companies in today‘s fast paced market is how to 

grasp and retain labor that is of the best caliber. In the highly competitive business environment, 

the best talent quickly gets swept up by employers eager to strengthen the quality and efficacy of 

their workers. That‘s why it is important for a company to stay on track by utilizing the best talent 

management programs available. Indeed, a successful venture will place a high priority on the 

organization of labor pools and the effective regulation of human capital resources. Not only will 

the company pick up the right people to work for it, but also it will engender a sense of loyalty 

among its employees... 

 A conscious, deliberate approach undertaken to attract, develop and retain people with the 

aptitude and abilities to meet current and future organisational needs. Talent management 

involves individual and organisational development in response to a changing and complex 

operating environment. It includes the creation and maintenance of a supportive, people oriented 

organisation culture. 
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Current Application of Talent Management 

 Talent management is a complex collection of connected HR processes that delivers a simple 

fundamental benefit for any organization. During the agricultural age, the economy was based on 

land, a truly physical and very tangible asset. The industrial age followed with a manufacturing-

driven economy. Higher business performance was derived through the most effective use of 

factories and distribution networks. The knowledge age moved the basis of economic value to 

information assets through integrated communications and computer technology. Now the 

competitive battlefront is for the best people because they are the true creators of value. Talent 

management is the strategy.  

 

Why Talent Management? 

 Workforce cost is the largest category of spend for most organizations. Automation and 

analysis of your recruiting and hiring processes provides the immediate workforce visibility and 

insights you need to significantly improve your bottom line. Performance management provides the 

ongoing processes and practices to maintain a stellar workforce. Today, many organizations are 

struggling with storage tower of HR processes and technologies. The future of talent management 

is embodied in solutions designed from the ground up to provide business-centric functionality on a 

unified talent management platform. Since nearly all competitive business factors have become 

commoditized, talent is what ultimately drives business success and creates value. Leading 

organisations rely on solutions and services to assess, acquire, develop, and align talent with 

business objectives while significantly reducing process costs, improving quality of hire, reducing 

risk, and achieving higher levels of performance. 

 Though it may seem intuitive, it is worthwhile to articulate the fundamental significance of 

successful talent management practices: 

 The key enabler of any organization is talent. 

 The quality of the people is the last true competitive differentiator. 

 Talent drives performance. 

 Talent management requires strong executive support, along with systems and processes all 

directed towards having the right talent doing the right work at the right time. That‘s when talent 

truly drives higher business performance. 

 

Human Capital Management  

 Talent management is also known as HCM (Human Capital Management).Human capital refers 

to the stock of competences, knowledge and personality attributes embodied in the ability to 

perform labour so as to produce economic value. It is the attributes gained by a worker through 

education and experience. Many early economic theories refer to it simply as workforce, one of 

three factors of production, and consider it to be a homogeneous and easily interchangeable. 

Other conceptions of this labour dispense with these assumptions. 

 HCM boosts the organisations performance by improving: 

 Human Resources—Optimize the entire recruit-to-retire process.  

 Benefits Administration—Manage any assortment of benefit plans without compromising 
security. 

 Flexible Spending Accounts—Offer flexible, easily managed benefits programs.  

 Compensation—Set sensible, competitive pay policies.  

 Payroll—Automate the entire payroll and tax process. 
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 Talent management is the implementation of integrated strategies or systems designed to 

improve processes for recruiting, developing and retaining people with the required skills and 

aptitude to meet current and future organizational needs. Talent management is performance 

management, incentive compensation, or talent acquisition. Our modern service and knowledge 

economies in the talent age require a broad and holistic view. A high performance business 

depends on a wide range of talent. Analyst research has proven that organizations using talent 

management strategies and solutions exhibit higher performance than their direct competitors and 

the market in general. From Fortune 100 global enterprise recruiting and performance 

management to small and medium business eRecruiting, leading companies invest in talent 

management to select the best person for each job because they know success is powered by the 

total talent quality of their workforce. Talent management requires strong executive support, 

along with systems and processes all directed towards having the right talent doing the right work 

at the right time. That‘s when talent truly drives higher business performance. 

 

Importance of Talent Management 

 Talent Management (TM) brings together a number of important human resources (HR) and 

management initiatives. Organisations that formally decide to "manage their talent" undertake a 

strategic analysis of their current HR processes. This is to ensure that a co-coordinated, 

performance oriented approach is adopted. Quite often, organisations adopting a TM approach will 

focus on co-coordinating and integrating: 

 Recruitment - ensuring the right people are attracted to the organisation. 

 Retention - developing and implementing practices that reward and support employees. 

 Employee development - ensuring continuous informal and formal learning and development. 

 Leadership and "high potential employee" development - specific development programs for 

existing and future leaders. 

 Performance management - specific processes that nurture and support performance, 

including feedback/measurement. 

 Workforce planning - planning for business and general changes, including the older workforce 

and current/future skills shortages. 

 Culture - development of a positive, progressive and high performance "way of operating". 

 Promotion and Transitioning – development in responsibilities and challenges 

 

Performance Management 

 Performance Management is the systematic process by which an agency involves its employees, 

as individuals and members of a group, in improving organizational effectiveness in the 

accomplishment of agency mission and goals. 

Employee Performance Management includes: 

 Planning work and setting expectations, continually 

monitoring performance, Developing the capacity to perform, 

periodically rating performance in a summary fashion, and 

Rewarding good performance. 

 In effective organizations, managers and employees have a 

practice of good performance management naturally all their 

lives, executing each key component process well. Goals are set 

and work is planned routinely. Progress toward those goals is measured and employees get 
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feedback. High standards are set, but care is also taken to develop the skills needed to reach 

them. Formal and informal rewards are used to recognize the behavior and results that accomplish 

the mission. All five component processes working together and supporting each other achieve 

natural, effective performance management. 

 
Promotion and Transitioning  

 Some people are fortunate enough to be promoted and put into a higher level position. When 

this change involves the supervision of other workers, it can be a difficult transition. Companies 

need to grow talent internally and insure smooth management transitions. And the reality is that 

some industries are disproportionally affected by talent shortages (such as healthcare)and may 

have no other choice than to promote an employee who is truly not ready to handle the position. 

 Leadership transitions occur when leaders‘ responsibilities, skills and priorities change, as a 

result of promotion from one level to the next. These transitions represent major changes in 

orientation of what people believe is important, how they allocate their time and what aspects of 

the job they draw satisfaction from. They require some degree of personal transformation if the 

leader is to fully achieve at his or her new level. 

 
Role of Transisiton 

 Office politics plays a big part in the transition anxiety cocktail. It ranks top at first and mid-

level leadership, with almost half of first level leaders and one-third at level two saying that they 

have been unable to address this challenge effectively. While senior level leaders rate politics as 

the fourth most difficult challenge it remains the toughest to overcome and is most often cited as 

that which they are least able to effectively address. 

 Those surveyed also face major challenges in establishing a new network appropriate to their 

level, with senior leaders rating this as their primary challenge and one third of first and mid-level 

leaders reporting that they have not been able to overcome this effectively.  

 All leaders rate the ability to adjust to getting work done through other as being in their top 3 

most difficult, and one fifth of first levels and senior leaders claim that they still struggle to 

master this. It seems that the top performers (whom we typically promote) are most likely to 

struggle with relinquishing ‗doing‘ and trusting others to do equally well. 

 

Retention 

7 Tips for Retaining Top Talent Without Hurting New Manager, Employees and the Company  

1. Develop a succession plan for the company. This means get committed to a process or 

structure of internal management and talent development.  

2. Identify individuals within the organization who have the potential to move into leadership 

positions. Not all high potential candidates initially present an outgoing and aggressive 

demeanor  

3. Provide the identified individuals with opportunities to take on additional projects to 

demonstrate their skills as well as their ability to learn and grow. 

4. Provide new managers with an internal mentor and an external coach to insure support during 

the transition process. This support should be for at least six months to one year. This process 

is referred to as: ―Transition Integration‖.  

5. All the new managers should be given a personality and job performance assessment. This is a 

valuable tool in identifying emerging leader attributes and potential risk areas.  
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6. All candidates should be provided with self-assessment tools and learning opportunities. This 

can be done both within the organization in the form of added responsibilities and through 

outside learning opportunities such as conferences and executive education programs, 

professional memberships.  

7. The new manager's progress should be monitored (through the supervisor and mentoring and 

coaching support) and the succession plan to be reviewed each year. The success of the 

current program and the individuals in the program should be evaluated. Improve where 

necessary and identify and support new leadership candidates. 

 

Talent Management - Strengths and Weaknesses 

 Apart from achieving the intended goal of boosting employee competency and reducing the 

turnover of skilled personnel, HR talent management helps organizations boost their revenue and 

product quality, improve customer satisfaction, and improve process efficiency. Effective 

utilization of talent and focusing on retaining skilled employees helps to cut costs. 

Two major risks associated with a talent management program are: 

 The possibility of the skilled employee leaving the organization for greener pastures after the 

organization puts in the hard work of developing the employee's talent. 

 Risk of discontent and demotivation among employees overlooked for various talent 

management programs. 

 The success of HR talent management initiatives depend on support at all levels within the 

organization, and a culture of openness to share information and knowledge. The responsibility for 

talent management of skilled employees is not with the human resource department, but rather 

with managers and supervisors. 

 
Talent Review 

 To develop a clear talent management strategy and to increase awareness of available talent 

and successors, all organizations should conduct regular Talent Review meetings to be prepared 

for a variety of business changes, such as mergers, company growth, or a decrease in talent needs. 

In the same way that all companies have regular meetings and reports regarding their financial 

status and budgetary needs, the Talent Review meeting is designed to review the current talent 

status and future successor needs in the organization. 

 The Talent Review meeting is an important part of the overall talent management process; it 

is designed to review the performance and career potential of employees, to discuss possible 

vacancy risks of current employees, to identify successors and top talent in the organization, and 

to create development action plans to prepare employees for future roles in the organization. 

"This is what talent management is all about — gathering information about talent, analyzing their 

career interests and organizational business needs, identifying top talent and successes, and 

developing these individuals to reduce the risk of losing the best people and experiencing 

extensive leadership gaps when turnover occurs 
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Abstract 
 The present study is an attempt to ascertain 
the influence of Motivation on Buying Behaviour 
among Credit Card users. Sample of 538 Credit Card 
users were chosen randomly in Chennai. From the 
literatures, it is identified motivation as one of the 
important factor influencing buying behaviour. A 
self-administered questionnaire to measure the 
level of Motivation was developed by the 
investigator and subsequently distributed to the 

Credit Card users. Student‟s “t” test and ANOVA was 
used to measure the impact of age, gender, marital 
status, sector and income of credit card users. The 
study concluded that motivation constituting 
perceptions, mental, emotional or rational 
predisposition of thoughts contributed significantly 
towards buying behaviour among Credit Card users. 
Keywords: Motivation, Buying Behaviour, Credit 
Card, Consumers. 

 

Introduction 

 Innovation in fact has become a continuous process in banking. With dramatic changes in 

policies, the banks apart from meeting the demands of the economy are optimizing their efforts to 

fulfil their requirements, ambitions, aspirations and expectations of the community. Nothing has 

revolutionized monetary transactions in the present day more than credit cards. This avenue of 

credit generation has vastly grown in its scope from what it was originally to be. For millions of 

people credit card has become an alternate instrument of monetary transactions, replacing hard 

currency.  Credit card was not a thing of common man in previous days, because of the notion 

that, it is the part of elite group or high income group. But the growing consumerism broke all the 

notions and credit card has become an indispensable means to make any transactions, be it 

shopping or using in crisis (Philip Kotler, 1983). Motivation is acts as a driving force within 

individuals that impels them to action. Motivation is the activation of goal-oriented behaviour. 

Motivation may be intrinsic or extrinsic. The term is generally used for humans but, theoretically, 

it can also be used to describe the causes for animal behaviour as well. Motivation is defined as 

how the consumers get instigated towards buying behaviour when they make purchase through 

credit card. Several studies have shown that credit card influence buying behaviour and it‘s been 

suggested that people are conditioned to spend more with credit cards (Feinberg, 1996). According 

to various theories, motivation may be rooted in the basic need to minimize physical pain and 

maximize pleasure, or it may include specific needs such as eating and resting, or a desired 

object, hobby, goal, state of being, or it may be attributed to less-apparent reasons such as 

altruism, morality, or avoiding mortality. 

 

Review of Literature 

 Ratika Rastogi et al., 2012, examined the purchase motivators in order to find out the factors 

influencing brand preference and buying behaviour of rural consumers. The study concluded that 

buying behaviour of rural consumers especially in buying consumer durables (TV, washing machine, 

and refrigerator) is influenced by income of the household, quality and price of the product. 
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Praveen Madipati et al., (2012) studied the effect of credit card usage on impulse buying 

behaviour. The study showed significant relationship between the variables and regression analysis 

explained the amount of variation in impulsive behaviour and so, the study concluded that credit 

card usage increases the impulse buying behaviour. Abu Bashar et al., (2012) studied the 

association and relationship between demographic factors and impulse buying behaviour. It is 

concluded that income and age than any other factor like education or gender, are more likely to 

display impulsive buying behaviour.  

 

Objective of the Study 

 To find out the influence of motivation on buying behavior of credit card users 

 

Hypothsis 

 There will be no significant difference among credit card users with respect to age, gender, 

marital status, sector and income in motivation. 

 

Methodology 

Sample of the Study 

 Purposive sampling with a sample of 538 credit card users using Standard Chartered, CITI bank, 

HDFC, ICICI and SBI banks were studied to measure the levels of Motivation. A mediating variable 

helps to conceptualise and explain the influence of independent variables on the dependent 

variable. In this study the purpose of analysing moderating effects is to investigate, whether there 

exists any difference in the usage pattern of credit card users based on age group 18 - 30 years 

(n=217), 31 – 45 years (n=289), 46 – 60 years (n=32); male (n=304), female (n=234); unmarried 

(n=256), married (n=282); Private (n=191) Public (n=170) Business (n=177); Income less than Rs. 

25000 (n=102), Rs. 25000 – Rs.50,000 (n=95), Rs. 50,000 – Rs.75,000 (n=191), above Rs. 75,000 

(n=150) 

 

Tools 

 The investigation used a structured and undisguised questionnaire. The instrument was 

designed to procure adequate and relevant information for a systematic and scientific inference to 

conclude on the objectives of the research. Six statements were used to study the level of 

motivation. A score of 6 – 12 indicates low motivation and a score of 13 – 30 indicates high 

motivation. Items are scored on a 5-point scale, (5= strongly disagree, 4= disagree, 3= neutral, 2= 

agree and 1 = strongly agree).  

 
Operational Definition 

 Motivation can be defined as the driving force within credit card users that impels them to 

action. It is further categorized into high and low motivation. High motivation refers to the driving 

force within credit card users that impels them to utilise the credit cards with self-fulfilment, 

satisfaction, gratification and sense of accomplishment. Low motivation refers to weak driving 

force within credit card users that impels them to utilise the credit cards with low self-fulfilment, 

dissatisfaction, poor gratification and low level of accomplishment. 

 

Data Collection 

 The Investigator obtained permission from all the Credit Card users who were chosen for the 

study. The purpose of the study was explained to the subjects, consent was taken assuring 
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confidentiality. Rapport was maintained with Credit Card users during the process. Duration of 

data collection was lasted for about six months. 

 
Statistical Tools 

 Researcher has adopted the following statistical techniques to test the hypotheses in order to 

study the buying behaviour of credit card users. 

 
Student‘s t- Test 

 ―t‖ – test is considered as an appropriate test for judging the significance of a sample mean or 

for judging the significance of difference between the means of two samples. Here, the researcher 

has used t – test to test the significance between two independent groups. 

 

One way Analysis of Variance (ANOVA) 

 ANOVA is used in the context of analysis of variance for judging the significance of more than 

two sample means at one and the same time. Here the researcher has used ANOVA to test the 

significance between more than two independent groups. 

 

Bonferroni Post hoc Test 

 The Bonferroni test is a post hoc test which is used to determine the significant differences 

between group means in an analysis of variance setting. The test is very conservative when a large 

number of group means are being compared. 

 

    Results 

Discussion on Motivation 

 From the above table it can be 

inferred that credit card users 

belonging to the age group 18 – 30 

years have high motivation 

compared to credit card users 

belonging to the age group of 31 – 

60 years. This shows, lesser the age 

higher the motivation of credit card 

users. (Bellenger, et al., 1978) 

found that there exists relationship 

between age and impulsive buying. 

Impulsive buying tends to increase the early adulthood and gradually declines thereafter. Young 

credit card users may have varied skills, variations in interest, companionship, high knowledge, 

informative and creative. They are more orientated towards brand requirements, brand choice, 

choice for quality due to their rising income. Products and services are accessed due to easy 

availability of credit, raising accessibility of debts, less self-control, financial freedom due to the 

growing economy in the present days. Impulsive buying behaviour is leveraged, due to their 

uncontrollable emotional reactions, or peer group influence. Moreover young credit card users 

possess high exploration and manipulation skills thereby enhancing the need for sensory 

stimulation. Therefore younger generation buy the products or services based on their needs, want 

and desire thereby reducing their tension while buying products or services. Moreover, the young 
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person‘s self-image, self-esteem and self-concept are accomplished by achieving the power and 

prestige through purchasing products and services through credit cards. 

 Male credit card users seem to have comparatively higher motivation than female credit card 

users. (Abu Bashar, et al., 2012) stated men and women relate the material possession, while 

men‘s preference is for leisure and finance. The reasons for the respective preference were that 

women value their possessions for ―emotional and relationship‖ reasons. Men on the other hand 

value their possessions for ―functional instrument‖ reasons. The reasons for this may be that, men 

usually are found to be independent, desire oriented, with lots of fantasises, experience more 

leisure, maintain individuality, all due to their high purchasing power. Men are also characterised 

in being impersonal, detached, head ruling, opportunistic, with high self-esteem, enabling them to 

be as brand users with brand loyalty, due to their information processing, experiential observation 

and rational reasoning. The ambitious nature of men, capability maintenance, judgemental 

nature, desire orientation, along with financial independence poses them as users of products and 

services with high consumer involvement. 

 The findings reveal that married credit card users have higher motivation in buying products 

and services compared to unmarried credit card users. (Cliff Robb, 2009) found that married 

individuals were noted as carrying larger log balances compared with single individuals. The causal 

factors may be attributed to the marital status of credit card users, in relation to their family 

orientation, role clarity, cultural values and beliefs, marital lifestyle patterns, identity seeking and 

spouse orientation. Married credit card users due to financial deficits may involve in more 

marketing activities, want satisfying behaviours with product and service orientation in order to 

establish profitability. As married individuals, there would be growing demands and they tend to 

be cooperative buyers, and quality cautious based on their income propensity.  

 Credit card users working in private sectors have higher motivation compared to credit card 

users working in public and business sectors. This may be attributed to the determinants like, high 

achievement motivation, desire to satisfy higher order needs, growth orientation, qualitative 

performance that may exist among credit card users. Private sector employee‘s, profile reveal 

that they normally take calculative risk, strive for recognition, expect appreciation and 

accomplishment. Their leadership qualities, high expectations, cordial relations in the private 

sectors, opportunities, experience and exposure with added pay packages, incentives, good 

working conditions, transform them into organisational challengers. Thus the empowered private 

sector credit card users tend to be more focused, quality conscious and highly motivated in their 

usage pattern while purchasing goods. 

 Credit card users belonging to low group earning less than Rs.25,000 tend to have less 

motivation compared to the credit card users earning above Rs.25000, 25,000 – 50,000, 50,000 – 

75,000 and above Rs.75,000. (Shyamala devi, 2011) disposable personal income represents 

potential purchasing power that a buyer has. The results reveal that as income increases, the level 

of motivation also increases in buying goods and utilising services using credit cards. Credit card 

users with low income may tend to have restricted buying behaviour due to their poor earnings, 

financial commitments, and economic conditions. Their annual income may not make both ends 

meet. And thus, their spending power reduces. The resultant behaviour due to low income is 

reflected in their repaying capacity, poor negotiation and economic slowdown. On the other hand, 

high income credit card users may be prone to high financial independence, vulnerable to habitual 

buying behaviour, characterised by experiential luxury seeking, increased brand awareness, high 

investments, expanding their expenditure patterns based on their buying efficiency.  
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Conclusion 

 The researcher commissioned quantitative and qualitative research to explore the influence of 

Motivation on Buying behaviour of credit card users. The inference of the study is that credit card 

users belonging to the age group 18 – 30 years, male, married, working in private sector, earning 

above Rs.75,000 have high motivation while using credit cards.  

 

Suggestions 

1. Motivation of Add-on card holders can be studied broadly, so that the implications would help 

the banks and credit card users a lot.  

2. Credit cards of other banks can be studied. 

3. Compulsive and impulsive Buying behaviour of primary card holders may be explored. 

4. Credit card users in rural and semi urban areas can be researched. 

5. Family income of Credit card users can be studied.  

 

Implications 

1. Young adults in the age group 18-30 years are prone to spend more using credit cards. 

2. Men feel empowered while using Credit card users. 

3. Importance is given to self-regard and self-confidence while using credit cards. 

4. Online shopping networks enables credit card users to expand their ordering options and 

shopping capabilities effectively.  

5. The high income group spend more amount of their income on costly goods and trendy 

products, than fast moving consumer products. 
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Abstract 

 Online shopping is having very bright future in 
India. The online selling enabling the sale of 
products or service to consumers. Online shopping 
has been shown to provide more satisfaction to 
modern consumers seeking convenience and speed. 
Online shopping there are some hassles and 
problems like fraud and security concerns, lack of 
personal approach and have to wait for delivery 
etc., the sample for this study is online buyer 
behaviour in Salem City The sample size of the 

study is totally 137 respondents of online buyers in 
Salem City. Convenience sampling techniques was 
used for this study. The present study has brought 
some novel contributions towards the knowledge of 
online shopping and found the reasons for the shift 
in buying behavior from the traditional shopping to 
online shopping among Indian consumers. 
Keywords: Online Shopping, E-Commerce, Buying 
Behavior, Web Browser  

 

Introduction 

 Internet as means of communication with consumers, the field of E-commerce, online buying 

has experienced a rapid growth in the recent years. The cost of internet usage is also getting 

lower, with good competition among the providers. This will increase the usage as it goes more on 

wireless internet. Indians are proving every time that they can beat the world when it comes to 

figures of online shopping. Due to high growth of internet, online shopping is becoming most 

interesting and popular activities for the consumers. Online shopping is providing a variety of 

products for consumers and is increasing the sales challenges for e-commerce players. Most 

probably, the experience will be highly enjoyed. Payment process, privacy, convenience, save 

time, delivery time and consumer service are very important reason for shop online. 

 

Statement of the Problem 

 The online shopping expected growth rate is 39.5 percent in 2015 in India. And compounded 

annual growth rate 63% to reach 54,304 crore expected in 2016 in India. Online shopping revenue 

in India is estimated to be $ 38 million by 2015. In India, online shoppers will increase by more 

than three times by 2015, jumping from 14.5 million in 2011 to 41.8 millions in 2015. With 

increasing internet literacy, the prospect of online marketing is increasing in India. The consumer 

indulging in online shopping considers many factors. If companies analyze the factors affecting 

consumer behaviour towards online shopping and the relationship between this factor and the type 

of online buyer, then they can devise effective marketing strategies to convert potential 

customers into active ones, while retaining existing online customers. Hence an attempt is made 

to know the factors influencing online behavior. There are billions of people committed in online, 

and each of them is potential online consumer for a company and providing online services and 

goods. Now a day, there are rapid and fast developments in information technologies industry in 
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India. Online shopping is based on individual to individual perceptions. Online shopping there are 

some hassles and problems like fraud and security concerns, lack of personal approach and have to 

wait for delivery etc., 

 
Objective of the Study  

1. To know the online buying behaviour in general.  

2. To identify the factor influencing online buying behaviour.  

3. To know the problems and satisfaction level of online buying behavior. 

 

Research Methodology  

 The study mainly based on primary and secondary data. Sample size selected for the study is 

137 respondents in the Salem city. Samples are drawn on Convenience sampling technique. The 

data were collected through questionnaire for the time period 2014-2015.while analyzing data 

simple percentages, chi-square and ANOVA. 

 

Review of Literature  

 Amaro and Duarte (2015) grounded in the Theory of Reasoned Action, the Theory of Planned 

Behavior, the Technology Acceptance Model and on the Innovation Diffusions Theory, this study 

proposed and empirically tests an integrated model to explored which factors affect intentions to 

purchase travel online. Partial Least Squares Structural Equation Modeling was conducted to assess 

the hypotheses. The empirical results, obtained in a sample of 1732 Internet users, indicate that 

intentions to purchase travel online are mostly determined by attitude, compatibility and 

perceived risk. The theoretical contributions of this study and the practical implications are 

discussed and future research directions are detailed. 

 Chen (2015) proposed to identify the benefit–risk paradigm, and tested the moderating effects 

of trust propensity and gender in relationship to the impacts of perceived benefits and risks on 

user online behavior. Results showed that gender moderated the impact of perceived benefit on 

one‗s intention to purchase. Trust propensity was found to moderate the relationship between 

perceived risk and overall satisfaction. In addition, we found that the interaction of trust 

propensity the most benefit oriented consumer group. Implications for both research and practice 

are discussed. 

 

Analysis and Interpretation of Data 

Which Mode of Payment do you Prefer Wise Classification of the Respondents 

 The above table examined that, 15.3% of the 

respondents are prefer to use credit card, 8.0% of the 

respondents are prefer to use debit card, 59.1% of the 

respondents are prefer to use Cash on Delivery, 7.3% 

of the respondents are prefer to use mobile banking, 

8.8% of the respondents are prefer to use net banking, 

and 1.5% of the respondents are prefer to use fund 

transfer for online shopping. Hence, the majority of 

the respondents give payment for cash on delivery. 

Sources: Primary Data 

 

 

Which Mode of  
Payment do you 

refer 
Frequency  (%) 

Credit Card 21 15.3 

Debit Card 11 8.0 

Cash on Delivery 81 59.1 

Mobile Banking 10 7.3 

Net Banking 12 8.8 

Fund Transfer 2 1.5 

Total 137 100 



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

113 | P a g e  Shanlax International Journal of Management 

 

Agreement Level on Infuencing Factors towards Online Buying Behaviour 

T-Test N Mean 
Std. 

Deviation 

Std. Error 

Mean 
T Sig.(2- 

Privacy 137 3.9051 .98431 .08410 10.763 .000 

Security and Trust 137 3.8248 1.02826 .08785 9.389 .000 

Saving Time 137 4.0146 .93922 .08024 12.644 .000 

Easy of Use 137 3.9781 1.01798 .08697 11.246 .000 

Convenience 137 3.8978 1.00940 .08624 10.411 .000 

Company Reputation 137 3.7664 .99456 .08497 9.020 .000 

Price 137 3.6861 .96064 .08207 8.360 .000 

Promotion and Advertisement 137 3.6788 .94662 .08088 8.394 .000 

Product Quality 137 3.6861 1.01280 .08653 7.929 .000 

Free Delivery Charge 137 3.7518 .93762 .08011 9.385 .000 

Product 137 3.6204 1.05113 .08980 6.909 .000 

Promotion 137 3.6569 .99586 .08508 7.721 .000 

Price 137 3.6861 .96064 .08207 8.360 .000 

Delivery Method 137 3.7153 1.11770 .09549 7.491 .000 

Return Policy 137 3.6496 1.00434 .08581 7.571 .000 

Customer Service 137 3.6204 1.03704 .08860 7.003 .000 

Guarantee and Warrantee of 

Goods 
137 3.7591 .96654 .08258 9.193 .000 

Personal Internet 137 3.8759 .95829 .08187 10.699 .000 

Access 137 3.8467 .99181 .08474 9.992 .000 

Download Time 137 3.8175 1.00892 .08620 9.484 .000 

Representativeness of Picture 

and Color 
137 3.8467 .98437 .08410 10.068 .000 

Web Trust 137 3.7372 1.04509 .08929 8.257 .000 

Privacy of Information 137 3.6569 1.13395 .09688 6.781 .000 

Saving Time 137 3.8905 1.08247 .09248 9.629 .000 

Less Effort 137 3.8540 1.06785 .09123 9.361 .000 

Shopping at Any Time 137 3.8759 .95058 .08121 10.785 .000 

Perception of Safety 137 3.8248 .89851 .07676 10.745 .000 

Prices of Product 137 3.8102 .93567 .07994 10.135 .000 

Trust in Online Retailer 137 3.6277 .93939 .08026 7.822 .000 

Full Information about Goods and 

Services 
137 3.8248 .91473 .07815 10.554 .000 

After Sales and 

Service 
137 3.7518 .91379 .07807 9.630 .000 

 In case of influence factors of online buying behavior related to P- values are (.000) privacy, 

Security and Trust, Saving Time, Ease of Use , Convenience, Company reputation, Promotion and 

Advertisement , product quality , free delivery charge, product, promotion, price, delivery 

method, return policy, customer service, guarantee and warrantee of goods, personal internet, 

access, download time, representativeness of picture and color, web trust, privacy of information, 

saving time, less effort, shopping at any time, perception of safety, price of product, trust in 
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online retailer, and after sales and service these all the values are influencing factors in not 

significant. 

 
Conclusion  

 Online shopping is the process of buying goods and services from merchants over the Internet. 

The people are buying the product in a new world prefer online. Because, they save time and 

money. People are most preferred product of online purchase are books, tickets and clothing 

remains the least preferred choice of online shoppers. Among the payment options, Payment on 

delivery through cash is the safest choice of payment, while credit card are next preferred choice, 

online bank transfer is least preference choice. Online shoppers seek for clear information about 

product and service, time saving, convenience, security and delivery on time are all important 

factor for online shopping. The offers with punch lines ―Attractive offers‖ do not attract online 

shoppers. Most of the consumers who have experienced online shopping are very satisfied. The 

researcher concluded that saving time is most influence factor about online purchase. And now a 

day online purchaser day by day increase in the world. Because, they influence to technology 
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Abstract 
 Training is a learning experience, in that it 
seeks a relatively permanent change in an individual 
which will improve his or her ability to perform on 
the job. We typically say training can change the 
skill, knowledge, attitude and social behavior. It 
means changing what employees know, how they 
work, their attitude towards their work or their 
interaction with their co-workers or their 
supervisors. The source of data is collected from 
employees of Automobile Sector. The sample size is 
230 and time constraint is the major problem of this 
study. The tool used for analysis and interpretation 

is Correlation &Linear Regression Analysis. Both 
open ended and close ended questions are used in 
this questionnaire. To study on practices of training 
offered to the employees and to provide suggestions 
regarding the improvement. Data constitute the 
foundation at statistical analyze and interpretation, 
the first important step in the project work is to 
obtain data collection by the primary method. The 
research findings proves that there is relationship 
between innovation &value creation. 
Keywords: Knowledge, Attitude, Social Behavior, 
Productivity, Training practices 

 

Introduction 

 Training assists in enhancing the efficiency and effectiveness of a person at work by improving 

and updating his professional knowledge, skill relevant to his work, cultivating appropriate 

behaviour and attitude towards work and people. Also the training program involves considerable 

investment in terms of time, money and efforts. Thus it becomes necessary to study the training 

practices. The study was conducted based on Selective auto component companies of Chennai 

city. The sample survey based on structured questionnaire was conducted among the junior 

executives, operators and apprentice trainees who have undergone the training programme. 

Training is an important process because employees need to learn new knowledge and skills. 

―Action learning is a powerful form of training for organizational change because it develops 

management skills while discovering ways to improve the organization‖.Training can provide 

employees with knowledge and skills to perform more effectively, preparing them to meet the 

inevitable changes that occur in their jobs. However, training is only an ―opportunity‖ for learning.  

 

Review of Literature 

 Kuldeep Sing (2000) study examined the relationship between training and organizational 

performance which shows that Indian organizations are still not convinced of the fact that 

investments in human resources can result in higher performance.  

 Wagner S (2000) in his study stated employee development programs are experiencing higher 

employees satisfaction with lower turnover rates although salary and benefits play a role in 
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recruiting and retaining employees, people are also looking for opportunities to learn new things, 

the challenge of new responsibilities, and the prospect of personal and professional growth. 

All training interventions should be carefully planned, designed, and evaluated in support of 

organizational goals and objectives. Several authors suggest that most organizational training and 

development initiative that has occurred in the last decade have been strategic because they have 

emphasized knowledge management, continuous learning and development programmes to help 

organizations increase their ability to detect change, adapt and anticipate trends (Kraiger and 

Ford 2006); (Sessa and London 2006) 

 Leigh, Watkins, Plat and Kaufmann (2000) 14 reviewed various NA models and differentiated 

on the outcomes addressed to societal, organizational and individual as well as small group efforts, 

activities, and resources. 

 Nelson, Whitener and Philcox (1995) model, which draws on Ostroff and Ford‘s (1989) content 

level application matrix, focuses on process and inputs at the organizational small group and 

individual levels. Moreover, Kaubman‘s (1972, 1992, 1998) organizational elements model 

addresses linkage between societal, organizational, small group and individual results as well as 

organizational Performance. 

 

Research Gap 

 The study looks at variables such as Leadership, Innovation, Change Management, 

Technological adaptation, Value Creation, Managing peer relationship, sustainability, Productivity 

to identify the areas of training to be concentrated. Once the training areas are identified, 

objectives will be determined which is to be accomplished through various training programmes. 

For the purpose of study, data collected through questionnaire from the respondents of selective 

Auto componentfirms focusing on Chennai region. 

 
Research Framework 

Objectives of the Study 

1. To study training and development 

practices & its impact towards 

PerformanceImprovement (Correlation 

Analysis) 

2. To suggest measures for the training 

to be effective for their performance 

Improvement (Regression Analysis) 

 
 

Hypothesis Testing 

1. Ho: There is no relationship between innovation &value creation 

Ha: There is relationship between innovation &value creation 

2. Ho: Change Management is not significantly dependent onsustainability  

Ha: Change Management is significantly dependent on sustainability  

 
Scope of the Study 

 This study could be conducted to understand the relationship between the money spent on 

training an employee and the money saved on through an increase in employee‘s efficiency. This 

could throw light on whether training programmes are good for the company. This study could be 

 

Training & Development 

Practices 

1. Leadership 

2. Innovation 

3. Change Management 

4. Technological 

Adaptability 

Analysis on 

Knowledge, Skills and 

Abilities of 

Employee’s 

Performance Improvement 

1. Value Creation 

2. Peer Relationship 

Management 

3. Sustainability 

4. Productivity 



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

117 | P a g e  Shanlax International Journal of Management 

 

conducted on training programmes at different levels of the employee hierarchy. It would be 

interesting to note if the company pay the same level of focus in developing low-level employees 

as it does in developing upper-management.  

 
Limitations of the Study 

 The local factors such as training facilities and quality of the trainers play a big role in the 

determining employee‘s perception of the training programmes.The results are only based on  

230 employees selected in a random manner. For an Automobile sector, it may not be indicative of 

the overall perception of the training programmes.Given that the study was conducted over a short 

period of time, it is impossible to surface all the aspects of training programmes. 

 

Research Methodology 

Geographical Area: The study has been conducted in Automobile firms, Chennai. 

Type of Research: Descriptive Research Design 

Sampling Procedure: Stratified Random Sampling  

 

Data Collection Method: 

Two techniques were used for collecting data, namely 

 Primary data collection – Questionnaire 

 Secondary data collection - Secondary Data was collected from the publications, internets, 

journals, books and company records. 

Target Respondents 

 Target respondents consist of employees of Selective Automobilefirms in Chennai city.  

Sample Size: The sample size taken for the study is 230 

Tools Used For Analysis: 

 Correlation Analysis 

 Linear Regression Analysis 

Data Analysis & Interpretation: 

 

Table 1 Analysis of opinion of respondents regardingTraining and development Practices 

&Performance Improvementusing Correlation Analysis 

Correlations 

Parameters Correlation among Factors TP_Innovation PI_Value Creation 

TP_Innovation 

Pearson Correlation 1 .306** 

Sig. (2-tailed)  .000 

N 230 230 

PI_Value Creation 

Pearson Correlation .306** 1 

Sig. (2-tailed) .000  

N 230 230 

**. Correlation is significant at the 0.01 level (2-tailed) 

 

Inference 

 From the analysis, it is inferred that the correlation coefficient between Innovation 

&Value Creation is 0.306 which indicates 30.6 %positive relationship between Innovation 
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&Value Creation& is significant at 1 % LOS. Since P value is less than 0.01, H0 is rejected at 

1% LOS, there exist relationship between Innovation &Value Creation. 

 
Table 2 Analysis of Opinion of Employee‘s regarding Change Management &  

Sustainability Using Linear Regression Analysis: 

Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 PI_ Sustainability . Enter 

a. Dependent Variable: TP_ Change Management 

b. All requested variables entered. 

 

Model Summaryb 

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

1 .146a .021 .017 1.107 

a. Predictors: (Constant), PI_ Sustainability 

b. Dependent Variable: TP_ Change Management 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 6.122 1 6.122 4.999 .026b 

Residual 279.200 228 1.225   

Total 285.322 229    

a. Dependent Variable: TP_ChangeManagement 

b. Predictors: (Constant), PI_Sustainability 

 

Coefficientsa 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 
(Constant) 3.194 .266  12.019 .000 

PI_Sustainability .146 .065 .146 2.236 .026 

a. Dependent Variable: TP_ Change Management 

 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 3.34 3.93 3.77 .163 230 

Residual -2.340 1.513 .000 1.104 230 

Std. Predicted Value -2.599 .981 .000 1.000 230 

Std. Residual -2.115 1.368 .000 .998 230 

a. Dependent Variable: TP_ Change Management 

 

Inference 

 From the analysis, it is inferred that sig. value is less than 0.05, which means (dependent 

variable) i.e., Change Management is significantly dependent on (independent variables) 

Sustainability at 95% of confidence level. Dependent Variable & Independent Variables are 

represented using Histogram & Normal P – P Plot of Regression Standardized Residual.  
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Histogram & Normal P – P Plot Regression Standardized Residual: 

 
 

Findings & Suggestions 

 Training should also focus on improving the innovation & leadership skills of the employees. In 

this study, some people did not feel that their leadership skills have improved after attending the 

training programme. In today‘s service oriented society, it is important for employees to have 

strong leadership skills which would help in betterment of firm‘s value creation. 

Individual attention may be provided to the trainees in order to encourage their participation and 

make them perform better at their job. Employee‘s feedback should be regularly obtained in order 

to understand the effectiveness of the training areas. It is important to understand why these 

employees are not satisfied with the training offered and what can be done to satisfy these 

employees. 

 

Conclusions 

 Training helps employees to get used with new roles and responsibilities usually after 

promotion. When an employee gets promoted from one level to next level, the skills required to 

do his/her job changes and training programmes are essential in equipping the employee with the 

new skills. Training is way for the company to showcase to its employees that it cares for 

employees‘ self-development. The main objective of training is to improve the productivity of the 

company‘s employees which in turn will improve the company‘s profitability. Through training 

practices, the employees‘ skill levels are upgraded which will make the employees more 

productive. Most times, employees better understand the kind of training programme that would 

help them.  
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Abstract 

 Competency Mapping is the process of 
identifying key competencies for an organization 
and/or a job and incorporating those competencies 
throughout the various processes (i.e. job 
evaluation, training, recruitment) of the 
organization. It generally examines two areas 
namely emotional quotient (EQ), and strengths of 
the individual in areas like team structure, 
leadership, and decision-making. Large 
organizations frequently employ some form of 

competency mapping to understand how to most 
effectively employ the competencies of workers. 
Competency mapping can also be done for contract 
or freelance workers, or for those seeking 
employment to emphasize the specific skills which 
would make them valuable to a potential employer. 
These kinds of skills can be determined, when one is 
ready to do the work. 
Keywords: Competency mapping, competencies, 
performance, emotional intelligence 

 

Briefly on Competency 

 An underlying characteristic of an individual which is causally related to criterion -related 

effective or superior performance Competency is the ability of an individual to do a job properly. 

A competency is a set of defined behaviors that provide a structured guide enabling the 

identification, evaluation and development of the behaviors in individual employees. 

 
Components of Competency 

 Competencies:  

 Motive 

 Trait:  

Self-concept:  

 Knowledge:  

 Cognitive or behavioral skills 

 
Noteworthy Definitions of Competency Mapping: 

 According to Unido (2002): ―A Competency is a set of skills, related knowledge and attributes 
that allow an individual to successfully perform a task or an activity within a specific function 
or job‖. 

 According to Rankin (2002): ―Competencies are definition of skills and behaviors that 
organizations expect their staff to practice in work‖. 

 According to Mansfield (1997): ―Underlying characteristics of a person that results in effective 

a superior performance‖. 

Why Competency Mapping? 

 Competency mapping tailored to an organization is necessary to train, define and retain talent 

in a company. As a result of competency mapping, all the HR processes like talent induction, 

appraisals and training yield much better results. 

 

http://en.wikipedia.org/wiki/Employment
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Methods adopted for Competency Mapping  

 Assessment Center  

 Critical Incidents Technique  

 Interview Techniques 

 Questionnaires E. Psychometric Test 

 

Objectives of the Study 

 To understand the concept of competency mapping in today‘s business environment and its 

relevance  

 To identify the level of job competencies and mapping them in heavy industries 

 To find out current competency level of employees in heavy industries 

 To evaluate the current level of knowledge, skills and abilities possessed by  

employees through mapping methods 

Benefits of Competency Approach: 

 Increased Productivity 

 Improved work performance. 

 Training that is focused on organizational objectives. 

 Employee knows up front what is expected of them. 

 Employees are empowered to become partners in their own performance development 

Research Methodology: 

Research Design: Descriptive Type 

 Collection of Data: Both primary and secondary data has been collected from the study. The 

primary data was collected for the study was through questionnaires, interviews and observation. 

The secondary data refer to the information gathered by the researcher from the sources already 

existing. Secondary data was through website, books 

 Sample Size: The total number of respondents considered for this study was 110 

Tools used for Data Collection 

 The data collected are classified, analyzed and calculated. The statistical tools are applied for 

the analysis of the data. The tools used are Percentage analysis, Chi – square test, Anova, Cluster 

Analysis and Competency gap. 

Data Analysis and Intrepretation: 

CHI-Square test 

H0 = There is no significant relationship between Age group of respondents and Assertiveness of the 

employees in competency mapping (Null Hypothesis) 

H1 = There is the significant relationship between Age group of respondents and Assertiveness of 

the employees in competency mapping (Alternative Hypothesis) 

Age group of respondents * Assertiveness of the employees Cross tabulation 

  Assertiveness of the employees 

Total 
  

Strongly 
Agree 

Agree 
Neither Agree nor 

Disagree 

Age group of 
respondents 

Below 25 
years 

8 2 2 12 

25-35 46 16 8 70 

36-45 20 0 0 20 

46-55 4 4 0 8 

Total 78 22 10 110 
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Interpretation 

 Since the calculated value is more than .05 the Null Hypothesis is rejected and hence 

Alternative hypothesis is accepted. H1 = There is the significant relationship between Age group of 

respondents and Assertiveness of the employees in competency mapping (Alternative Hypothesis) 

 
    Cluster Membership 

Case 2 Clusters 

Assertiveness of the employees 1 

Integrity of the employees 1 

Self-efficiency of the employees 1 

High emotional stamina of the employees 1 

Basic facts of the employees 1 

Quality consciousness of the employees 1 

Organizational awareness of the employees 1 

Presentation skill of the employees 1 

Problem solving skill of the employees 1 

Concern for excellence of the employees 1 

Listening skill of the employees 1 

Precision in communication of the employees 1 

Persuasiveness of the employees 1 

Sensitivity of the employees 1 

New possibilities to take the organization to a higher realm 1 

Optimistic of the employees 1 

Inspires and motivates others with enlightened insights 1 

Assembles strong team 1 

Empowers and trains people 2 

Provides rewards, feedback and recognition 2 

Aligns with company values 1 

Assertiveness of the employees 1 

Integrity of the employees 1 

Self-efficiency of the employees 1 

High emotional stamina of the employees 1 

Basic facts of the employees 1 

Quality consciousness of the employees 1 

Organizational awareness of the employees 1 

Presentation skill of the employees 1 

Problem solving skill of the employees 1 

Concern for excellence of the employees 1 

Listening skill of the employees 1 

Precision in communication of the employees 1 

Persuasiveness of the employees 1 

Sensitivity of the employees 1 

New possibilities to take the organization to a higher realm 1 

Optimistic of the employees 1 
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Inspires and motivates others with enlightened insights 1 

Assembles strong team 1 

Empowers and trains people 2 

Provides rewards, feedback and recognition 2 

Aligns with company values 1 

Rewards with right behaviors 2 

 

Interpretation 

 The Factors are Clustered in two groups and most of the factors fall into the same category of 

Personal Competencies and that is considered as Cluster 1 whereas the remaining three factors 

namely Empowerment and Training people , Providing rewards feedback and recognition and 

Rewards with right behavior are Cluster 2 which are termed as ‗Motivational factors‘.  

 
Competency Gaps 

Factors 
Standard  

Weight 

Calculated  

Weight 

Competency  

Gap 
Rank 

Assertiveness 550 508 42 20 

Integrity 550 512 38 21 

Self - efficiency 550 470 80 6 

High – emotion 550 472 78 9 

Basic facts 550 512 38 21 

Quality conscious 550 482 68 12 

Organisational awareness 550 494 56 17 

Presentation skill 550 478 72 11 

Problem solving 550 500 50 18 

Concern for excellence 550 466 84 5 

Listening skill 550 506 44 19 

Precision in communication 550 454 96 2 

Persuasiveness 550 470 80 6 

Sensitivity 550 474 76 10 

New possibilities 550 490 60 16 

Optimistic 550 482 68 12 

Inspiration and motivation 550 482 68 12 

Assembles strong team 550 470 80 6 

Empowerment 550 460 90 3 

Rewards and recognition 550 448 102 1 

Company ethics 550 486 64 15 

Rewards with right behavior 550 462 88 4 

 

Interpretation 

 There is more Competency Gap in Rewards and Recognition and the areas of Communication, 

Rewards with right behavior, Empowerment follows with more Competency Gaps. 
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    Competency Gaps 

Summary and Findings of the 

Study 

 It is found that (70.9%) of 

the respondents strongly agree 

that they have assertiveness, 

whereas (20.0%) of the 

respondents agree that are 

assertive enough, (9.1%) of the 

respondents have no opinion 

on their assertiveness. 

 The study shows that 

(16.4%) of the respondents 

strongly agree that they have 

integrity, whereas (74.5%) of 

the respondents agree that are integrity enough, (9.1%) of the respondents have no opinion on 

their integrity. 

 It is found that (41.8%) of the respondents strongly agree that they have Self-efficiency, 

whereas (43.6%) of the respondents agree that are Self-efficiency enough, (12.7%) of the 

respondents have no opinion on their Self-efficiency, (1.8%) of the respondents says that they 

are disagree. 

 The study shows that (36.4%) of the respondents strongly agree that they have High emotional 

stamina, whereas (49.1%) of the respondents agree that they are High emotional stamina 

enough, (10.9%) of the respondents have no opinion on their High emotional stamina, (1.8%) of 

the respondents says that they are disagree, (1.8%) of the respondents says that they are 

strongly disagree. 

 It is found that (69.1%) of the respondents strongly agree that they have Basic facts, (27.3%) of 

the respondents agree that are Basic facts enough, (3.6%) of the respondents have no opinion 

on their Basic facts. 

 The study shows that (43.6%) of the respondents strongly agree that they have Quality 

consciousness, whereas (47.3%) of the respondents agree that are Quality consciousness 

enough, (9.1%) of the respondents have no opinion on their Quality consciousness. 

 It is found that (56.4%) of the respondents strongly agree that they have Organizational 

awareness, whereas (36.4%) of the respondents agree that are Organizational awareness 

enough, (7.3%) of the respondents have no opinion on their Organizational awareness. 

 The study shows that (50.9%) of the respondents strongly agree that they have Presentation 

skill, (32.7%) of the respondents agree that are Presentation skill enough, (16.4%) of the 

respondents have no opinion on their Presentation skill. 

 It is found that (30.9%) of the respondents strongly agree that they have Analytical and 

problem solving skill, whereas (61.8%) of the respondents agree that are Analytical and 

problem solving skill enough, (7.3%) of the respondents have no opinion on their Analytical and 

problem solving skill. 

 The study shows that (43.6%) of the respondents strongly agree that they have Concern for 

excellence, whereas (36.4%) of the respondents agree that are Concern for excellence enough, 

(20.0%) of the respondents have no opinion on their Concern for excellence. 
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 It is found that (63.6%) of the respondents strongly agree that they have Listening skills, 

whereas (32.7%) of the respondents agree that are Listening skills enough, (3.6%) of the 

respondents have no opinion on their Listening skills. 

 The study shows that (29.1%) of the respondents strongly agree that they have Precision in 

communication, whereas (60.0%) of the respondents agree that are Precision in communication 

enough, (10.9%) of the respondents have no opinion on their Precision in communication. 

 It is found that (40.0%) of the respondents strongly agree that they have Persuasiveness, 

whereas (43.6%) of the respondents agree that are Persuasiveness enough, (16.4%) of the 

respondents have no opinion on their Persuasiveness. 

 The study shows that (36.4%) of the respondents strongly agree that they have Sensitivity, 

(47.3%) of the respondents agree that are Sensitivity enough, (16.4%) of the respondents have 

no opinion on their Sensitivity.  

 It is found that (58.2%) of the respondents strongly agree that they have new possibilities to 

take the organization to a higher realm, whereas (30.9%) of the respondents agree that are 

new possibilities to take the organization to a higher realm enough, (9.1%) of the respondents 

have no opinion on their new possibilities to take the organization to a higher realm, (1.8%) of 

the respondents says that they are disagree. 

 The study shows that (47.3%) of the respondents strongly agree that they have Optimistic, 

whereas (43.6%) of the respondents agree that are Optimistic enough, (9.1%) of the 

respondents have no opinion on their Optimistic. 

 It is found that (32.7%) of the respondents strongly agree that they have inspires and motivates 

others with enlightened insights, whereas (52.7%) of the respondents agree that are inspires 

and motivates others with enlightened insights enough, (14.5%) of the respondents have no 

opinion on their inspires and motivates others with enlightened insights. 

 The study shows that (50.9%) of the respondents strongly agree that they have Assembles 

strong team in the organization, whereas (29.1%) of the respondents agree that are Assembles 

strong team in the organization enough, (16.4%) of the respondents have no opinion on their 

Assembles strong team in the organization, (3.6%) of the respondents says that they are 

disagree.  

 It is found that (34.5%) of the respondents strongly agree that they have Empowers and trains 

people, whereas (43.6%) of the respondents agree that are Empowers and trains people 

enough, (18.2%) of the respondents have no opinion on their Empowers and trains people, 

(3.6%) of the respondents says that they are disagree. 

 The study shows that (36.4%) of the respondents strongly agree that they have Rewards, 

feedback and recognition, whereas (36.4%) of the respondents agree that are Rewards, 

feedback and recognition enough, (25.5%) of the respondents have no opinion on their 

Rewards, feedback and recognition, (1.8%) of the respondents says that they are disagree. 

 It is found that (54.5%) of the respondents strongly agree that they have Aligns with company 

values, whereas (32.7%) of the respondents agree that are Aligns with company values enough, 

(12.7%) of the respondents have no opinion on their Aligns with company values. 

 The study shows that (41.8%) of the respondents strongly agree that they have Rewards with 

right behaviors, whereas (36.4%) of the respondents agree that are Rewards with right 

behaviors enough, (21.8%) of the respondents have no opinion on their Rewards with right 

behaviors. 
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 There is relationship between the Age group of respondents and Assertiveness of the 

employees in competency level. 

 There is relationship between the Gender of respondents and Self – efficiency of the 

employees in Competency mapping. 

 There is a relationship between age group of the employees and organizational awareness of 

the employees in their competency level 

 There is a relationship between gender of the employees and self- efficiency of the employees 

in their competency level. 

 

Suggestions 

 The researcher has clustered the competencies on employees in Heavy Engineering Industry 

The researcher has put forth a list of personal competencies for various job profiles in the 

production among the top level employees. From the research it is found that the employees are 

not satisfied with rewards and recognition providing to the employees. The researcher suggests 

that employees will work with more effort if rewards and recognition increases. It is proved 

through ANOVA test that there is a significant difference in Self-efficiency based on Gender. Hence 

competency can be improved by framing different training modules based on gender to improve 

self-efficiency. 

 

Conclusion 

 The result and finding of this study clearly exemplifies that an in-depth analysis has been 

conducted and all the objective of the research work have been accomplished .It is found that the 

workmen are vastly experienced with a high degree of competency in all aspects of production and 

design irrespective of their age and educational background. Also the overall competency level of 

the workmen at the shop floor is improving further. The industry has been taking various steps as 

to improve the competency level of the workmen and to maintain an appreciable inventory of 

skill. 
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―EITHER RUN THE DAY ELSE THE DAY MAY RUN YOU‖ 

Abstract 

 Good nation is built with good society, culture 
and with good teacher or preacher. Each human 
being has the capability to run their life 
successfully, but no one has the sense of having a 
control of Time, unless and until they are taught or 
punished. This article throws light on the concept of 
how a teacher practice the concept of time 

management to his/ her students, so that future 
citizens can get exposure for the same. This study 
was conducted with a sample of 52 from teaching 
community. To derive conclusion simple statistical 
tools are used for the analysis. 
Keywords: Time, Planning, Prioritize, Stress

 
Introduction 

Lost Time is Never Found Again 

 Experience teaches a person the value of everything which he learnt, but the value of a 

teacher is only on teaching the values of life. A student who comes late to College / School, a 

student who submits their assignment late, a student who doesn‘t attend the exam because of late 

coming, should be counselled instead of punishing them directly. Punishment can be given by 

anyone who is unknown also, but only a teacher can guide the person to change their path from 

wrong direction to the right one.  

 Now a day‘s people have a time control 24* 7 in their hands, in the form of Mobile. But when it 

comes for the application of the time, they tend to give lesser preference to it. Human beings 

don‘t know the value of the things unless and until they lose. To the know the value of time we 

should ask 

 To realize the value of ONE YEAR, ask a student who failed a grade. 

 To realize the value of ONE MONTH, ask a mother who gave birth to a premature baby. 

 To realize the value of ONE WEEK, ask the editor of a weekly newspaper. 

 To realize the value of ONE HOUR, ask the lovers who are waiting to meet. 

 To realize the value of ONE MINUTE, ask a person who missed the train. 

 To realize the value of ONE SECOND, ask a person who just avoided an accident. 

 To realize the value of ONE MILLISECOND, ask the person who won a silver medal in the 

Olympics. 

 

Review of Literature 

 Executive function and self-regulation skills are the mental processes that enable us to plan, 

focus attention, remember instructions, and juggle multiple tasks successfully. Just as an air 
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traffic control system at a busy airport safely manages the arrivals and departures of many aircraft 

on multiple runways, the brain needs this skill set to filter distractions, prioritize tasks, set and 

achieve goals, and control impulses.2 

 Time management skills are essential for nursing students‘ success, and development of 

clinical competence. This cross-sectional study was carried out on 441 nursing students in three 

medical universities in Tehran. Random stratified sampling was done to select the samples. Most 

participants had a moderate level of time Management skills (49%), State Anxiety (58%), Trait 

Anxiety (60%) and Academic Motivation (58%). Regarding the findings, it seems that it is necessary 

to plan for improving time management skills in order to enhance academic motivation and reduce 

anxiety rates among nursing students.3 

 If you follow the above advice, it is important to go over with your students how to manage 

their time. Some kids will be overwhelmed with trying to divide and conquer a big project so 

practice setting goals in the classroom so it‘s more manageable for them at night.4 

 On the basis of this study, if we are to give some concrete suggestions, it is essential that 

activities for teaching time management techniques and lessening research anxiety should take 

more place in every stage of education institutions, especially as part of developmental and 

preventive counselling studies of high schools‘ counselling services; once it is discovered that 

students have regret about time usage and they need professional support to be able to use time 

actively, it is necessary to carry out catch-up-work and activities forthe students so that they can 

use their time more actively and be more planned henceforth.5 

 5 tips for Time Management are – Start a To– Do list, Know your limits, Bring your work Along, 

Schedule Everything and Don‘t Procrastinate. 6 

 
Research Methodology 

 The Sample taken for this research is 60. The sample population is taken from School Teachers 

– 30 and College Lecturers – 30. Out of these 60 samples 8 were rejected due to incomplete 

information. The result in conducted with a questionnaire. The tools which are used for this 

research are Percentage, Chart Method, Diagrammatical Representation (Open Ended Question), 

Mean Rank and Chi – Square. 

 

Analysis 

Basic Reason for Lack of Time Management among Students 

S.No Time Management Mean Rank Chi – Square Value Df Table Value 

1 Lethargic 3.67    

2 Irresponsible 3.41    

3 Less Planning 2.94 113.62 3 8.3482 

4 Work Pressure 2.74    

5 Immature 2.22    

 

How to Handle Time Management 

S.No. Attributes Respondents (%) 

1 Proper Planning 42 

2 Prioritize 15 

3 Stress Management 2 

4 Support From Elders 15 
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5 Proper Rest 15 

6 Reduce Concentration on Time Pass 10 

7 Confusion less Execution of Work 1 

  

   Time Management Balancing    Time and Personal 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Conclusion 

 From the Analysis it is clear that due to lack or planning all execution of work will be disturbed 

leading to lack of Time Management. Once they are set with what they are going to do irrespective 

of age and caliber. In other words, once goal is set, we have to prioritize and then go for perfect 

planning by eliminating distraction and have a control on how you spend your time. Then the next 

step will definitely reach you to Success in a smooth road. 
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 KNOW YOUR GOALS 

PRIORITIZE 

PLAN AHEAD 

ELIMINATE 

DISTRACTION  

WATCH WHAT YOU 

SPEND 
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Abstract 

 Currency, a legal tender used by all the 
countries in the world in different names as dollar, 
yen, Yuan, Rupee etc with different relative values. 
Advancement in technology has given rise to Digital 
currencies which works with the help of Internet and 
computers. One such, Digital currency is BITCOIN; 
first decentralized crypto currency was invented by 
an unknown person Satoshi Nakamoto. Cryptography, 
lets the information to be kept secret is the 
pseudonymous process behind the development of 
crypto currencies. Block chain, a network of 
communication nodes accomplishes the task without 
the assistance of any central authority brings 
popularity for the crypto currencies, globally. The 
other important crypto currencies other than bitcoin 

are Etherum, Litecoin, Ripple, Bitcoin cash etc. The 
high volatility nature of the crypto‟s, alarm the 
investors in trading, though major crypto currencies 
like bitcoin cash, Etherum etc have high market 
capitalization. Despite of the Government of India 
warnings about crypto currencies as ponzi schemes, 
Investors are found of profit booking through 
trading. The end of crypto currencies cannot be 
anticipated though they do not have value on asset-
based securities. Astonishingly, on the other side, 
crypto currencies are ruling the world by pooling 
huge number of investors in to its trading platform.  
Keywords: Currency, Bitcoin, Crypto currencies, 
cash etc.  

 
Introduction  

 Currency, a legal tender used by all the countries in the world in different names as dollar, 

yen, Yuan, Rupee etc. with different relative values. Advancement in technology has given rise to 

Digital currencies which works with the help of Internet and computers. One such, Digital currency 

is BITCOIN; first decentralized crypto currency was invented by an unknown person Satoshi 

Nakamoto known to be very popular in the crowd of investments. Block chain, a magical 

technology which makes the crypto currencies to work behind. The birth of currency, several years 

behind is losing its physical and tangible identity as because of the emergence of technically 

supported digital currencies. Recent demonetization move of removing high value currency notes 

such as Rs 1000 and Rs 500 from the economy, in exchange for new Rs 500 and Rs2000 currency 

notes ,by Reserve Bank of India backed by Modi government has paved the way for digitalization of 

the currencies. After this change, financial inclusion was been effectively made with the support 

of the people. Crypto‘s started to be very prevalent during the attack of Ransomware, a malware 

in which a payment to be done in Bitcoins, is demanded before the ransomed data is decrypted 

and returned back to the victim. The crypto currencies are gaining attractiveness in recent days, 

Globally. 

Evolution of Currencies 

 A barter system is an old method of exchange. Barter system has been used for centuries 

before money was invented. People exchanged services and goods for other services and goods in 

return. Next, the gold standard is a monetary system where a country's currency or paper 

money has a value directly linked to gold. With the gold standard, countries agreed to convert 

paper money in to a fixed amount of gold. In Gold standard system, money value was underpinned 

by physical gold. Bretton Woods system in 1944 with 44 nations replaced the gold standard with 

https://en.wikipedia.org/wiki/Satoshi_Nakamoto
https://en.wikipedia.org/wiki/Satoshi_Nakamoto
https://en.wikipedia.org/wiki/Satoshi_Nakamoto
https://www.investopedia.com/terms/p/paper_money.asp
https://www.investopedia.com/terms/p/paper_money.asp
https://www.investopedia.com/terms/p/paper_money.asp
https://www.investopedia.com/terms/g/goldstandard.asp
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the fixed rate exchange system. As US was holding majority of the gold reserves, dollar was been 

announced as the global currency and this Bretton Woods conference gave birth to IMF and world 

Bank to monitor the exchange rates. While the dollar had struggled most of the 1960s, Bretton 

Woods system came to an end by 1971 and by March, 1973 the major currencies began to float 

each other and floating exchange rate system started to rise, where the exchange rate is 

determined in foreign exchange markets depending on the demand and supply, it fluctuates. 

Currently, crypto currencies are emerging as globally accepted currencies where no exchange rate 

is applicable; henceforth still most of the countries are refusing to accept crypto currencies as 

legal tender. 

Cryptocurrency  

 Bitcoin, called ―digital gold one of the hot trading currency. Bitcoins are alternative to 

conventional currencies purchased through exchanges. The other alternative coins to Bitcoins are 

Etherum, Ripple, Bitcoin cash, Litecoin, NEM, IOTA, Cardano, EOS, and Tron etc. Bitcoin is at 

trendsetter by its market capitalization. These virtual currencies are mined by people across the 

world by solving algorithmic equations. There are no regulatory oversights for buying goods or 

services across the globe. These Bitcoins are said to be used in financing illegal activities and 

terrorist activities. Initial Coin offering similar to IPO, in which investors purchase shares. In an ICO 

campaign, a percentage of the cryptocurrency is sold to the investors of the project in exchange 

for legal tender or other cryptocurrencies, but usually for Bitcoin. Cryptocurrencies are born in 

Hardfork. A hard fork is when a single cryptocurrency splits in two. It occurs when a 

cryptocurrency exists code is changed, resulting in both an old and new version. There occurs a 

radical change in the protocol through hardfork. Bitcoin cash and Bitcoin Gold was born out of 

Hardfork. 

Blockchain Technology 

 Block chain, a disruptive innovation is a leading software platform for digital assets. This Block 

chain is a digital ledger of economic transactions that can be programmed to record not only 

financial transactions but virtually everything which has value. It cannot be controlled by any 

single entity, unlike banks, insurance companies, government have centralized databases. Block 

chain is transparent and cannot be controlled by anyone. 

Block chain are built from 3 technologies: 

1. private key cryptography –provides powerful authentication 

2. p2p network – reduces corruption or failure 

3. Block chain protocol 

 The authentication and authorization are vital to digital transactions that results of blockchain 

technology. The process of Blockchain is the information are stored in Blocks where it is difficult 

to change. Each block contains data, hash of block, and hash of the previous block. Hash is 

compared to a finger print which is always unique. The first block is called Genesis block. 

Computers can calculate thousands of hash per second .In p2p network everyone are allowed to 

join. Block is sent to all nodes in the network to check if the data is tampered. Mining is the 

process to validate the transactions and store it in the global ledger called Blockchain. A block is 

mined every 10 minutes. Miners compete to solve a difficult mathematical problem based on a 

cryptographic hash algorithm. The solution found is called the Proof-of-work .Miners receive a 

reward when they solve the complex mathematical problem in the form of new bitcoins or 

transaction fees. 

Cryptocurrency Exchanges 

 Crypto currency exchanges are businesses that allow customers to trade crypto 

currencies or digital currencies for other assets, such as fiat money, or different digital currencies. 

https://www.investopedia.com/terms/l/legal-tender.asp
https://www.investopedia.com/terms/b/bitcoin.asp
https://en.wikipedia.org/wiki/Digital_currency
https://en.wikipedia.org/wiki/Fiat_money
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In India, Crypto currency exchanges are not governed by either SEBI or RBI. The most trusted 

Cryptocurrency exchanges in India are zebpay, coinsecure, unocoin etc. As zebpay is app based, 

investor prefers this exchange to be user friendly. In India, Crypto currency exchanges are not 

governed by either SEBI or RBI. 

Future of Cryptocurrencies 

 Bitcoin has witnessed 

a great fall in its value in 

past few days, dropping 

below $6000 for the first 

time since the mid of 

November. Many U.S 

banks have turned down 

their cryptocurrency 

transactions on their 

credit cards. China, 

which was previously 

trying to minimize the 

cryptocurrency transactions, has now blocked crypto exchanges. Similar steps are being taken by 

other countries like Nigeria, Taiwan, Bangladesh and more. Indian Finance minister Arun Jaitley 

told the Parliament that the government doesn‘t crypto-currencies a legal tender and will take 

steps to eliminate its use in illegitimate financial activities and various payment systems. 

However, the government will be exploring the potential uses of Blockchain technology for 

ushering in the digital economy. Cryptocurrencies like Bitcoin are not banned in India yet. The 

government is just keeping a check on the illegal activities that happen via BTC or other 

cryptocurrencies. So the future of Bitcoin and Blockchain technology is still alive in India. In 

Budget address 2018, Finance Minister Arun Jaitley said the government will do everything in 

its power to clamp down on the use of Bitcoin and other cryptocurrencies in India. The 

finance ministry has in the past called cryptocurrency a Ponzi scheme, and the  RBI has 

cautioned Indians to not engage in the trading frenzy as it lacks legitimacy and is unsafe for 

investors.  

Conclusion 

 India is not the only country in world that‘s shied away from cryptocurrency. 2017 may 

have been the year crypto was riding the bull, but that bull could now be slaughtered in its 

tracks. China was making plans to crack down harder on virtual coins, and Bitcoin has long-

since been banned in the likes of Russia, Taiwan, and Bolivia. Of course, local cryptocurrency 

exchanges will continue to remain hopeful, at least until some sort of official plan is put into 

place by the government. It had been recently reported that Rs 1 lakh invested in Bitcoin a 

month ago of Jan, 2018 is now worth Rs 62,000. This is due to the volatility in prices of Bitcoin. 

Investment in cryptocurrency is not banned and Indian users can continue investing in it as they 

did it earlier. However, Indians need to be cautious while they start thinking of investment in 

blockchain currencies. 
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Abstract 

 This study was undertaken in India with a 
sample of 350 participants from print media. Data 
was gathered by questionnaire and evaluated using 
AMOS (Analysis of Moment Structure) to validate the 
conceptual framework. The findings reveal that the 
HR practices have a significant impact on job 
performance which significantly and strongly impacts 
on job satisfaction, which ultimately significantly 
and moderately impacts on behavioral intention. 

Hence, the model structure was verified and reflects 
that attention should be given to formulating and 
implementing effective HR practices as they have 
the potential to positively impact on job 
performance, job satisfaction and behavioral 
intention. 
Keywords: behavioral intention, impact, job 
performance, job satisfaction, HR practices, 
manpower planning. 

 

Introduction 

 Nowadays Human Resource Management (HRM) plays an instrumental role in competitive world 

and effective human resource practices are fundamental to ensuring organizational performance. 

Researchers have deduced that HRM practices may be utilized to create a brand picture (Bowes[8], 

2008; Miles [33]&Mangold [33], 2004) similar to the 'Business of Choice' philosophy which was aimed at 

bringing about positive organizational outcomes such as employee satisfaction. Shen[41](2005) 

discovered that an adequately functioning HRM framework has the potential to contribute to the 

corporate methodology for change and the execution thereof and cautions that the HRM 

framework must be accurately matched with its inner as well as outer environment, and purported 

the 'best-fit methodology' whilst taking cognizance of the limitations of HRM practices. Robbins [37] 

(1991) emphasizes the pivotal role that an organization‘s human asset strategies and practices play 

in molding employees‘ conduct and mind-set. Collins and van Druten[15] (2003) presented a 

convincing confirmation for the fundamental connection among HRM practices and organizational 

performance. Specialists contend that the adequacy of human asset hones, especially employee 

choice methodology, performance research, compensation and career advancement have an 

immediate bearing on organizational productivity and performance.  

 The study aims: To evaluate the HRM practices on job performance amongst employees in 

print media with special reference to TamilNadu, India. 

 To evaluate the impact of job performance on job satisfaction of employees in print media. 

 To assess the impact of job satisfaction on behavioral intention of employees  

 

Overview of the Proposed Conceptual Model 

 The path diagram of the research model (See Figure 1) displays the proposed impact of the 

HRM dimensions on employees‘ behavioral intentions in print media, which also facilitates job 

performance and job satisfaction.  
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Figure 1 Overview of the proposed conceptual model 

 
 
Literature Review and Hypotheses of the Study  

HRM Practices and Job Performance 

 H1to H6: HRM practices significantly impact on job performance. 

 Manpower Planning entails inculcating the accurate number of people, the appropriate kind of 

group at the exact place, exact time, and doing the appropriate things in order to accomplish the 

organizational objectives. Manpower planning plays a vital role in the arena of 

industrialization.Koubek[29] (2007) manpower planning helps to attain the objectives of 

organization by forecasting the development, fixing the targets and realizing the arrangements of 

current as well as future business tasks with the available manpower.  

 Macbeath et.al [32](2006) recruitment as the strategy that aims to draw a suitable group of 

candidates, among which is the individual being chosen for the specific occupation to compete for 

the existing opportunities. Smith[42] (1994) emphasized the significance of the choice process by 

stating that it not only enhances the job fit and employee‘s fit but also enhances the ‗personality 

fit‘ and ‗organization fit‘. Bohlander, Snell and Sherman[7] (2001) stated that it is vital for 

supervisors to comprehend the destinations, approaches and dimensions utilized for choice. In that 

way, they can be exceedingly included in the process from the earliest starting point. This is 

imperative as it will enable them to have sufficient data as they contribute to determining the 

final choice. Britton, Chadwick, Walker [9](1999) Carsonet al.[11] andPhillips [11] (1999) assessed the 

components that have the potential to affect employee fulfillment and concluded that the 

employee pay framework is a key element. Likewise, Williams and Dreher [45] (1992) deduced that 

remuneration is the key variable impacting on worker fascination plus maintenance and it is a core 

aspect of the enrollment practice. However, Highhouse[24]et al. (1999) observed that salary is not 

solely important in retaining workers in an organization. Minimum salary will enforce the 

specialists to leave the organization yet the high salary keeps the employees in the organization. 

Eventually, the specialists remain in the organization because of work environment, colleagues‘ 

conduct and management support which encourages the employee‘s continued affiliation with the 

organization.  

 Training and Development, an integral aspect of ability management, is a vital HRM dimension 

in any organization. Chiaburu and Teklab[13] (2005) training is the arranged mediation encircled for 

the purpose of upgrading the critical aspects of an individual's job execution. Karia and Hasmiabu 

Hassan Asaari [28] (2006) found that training and instruction significantly affects organizational 
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Figure 1 therefore, depicts the oblique impact of the HR practices on behavioral 

intention via job performance and job satisfaction 
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duty, job inclusion and job fulfillment. Campbelland Kuncel[10](2001) training is one of the human 

capital development intercessions that is most habitually experienced. Cheng and Ho[12] (2001) 

discussed the substance of training and its prevalence on job performance; they found that 

employees being concerned over their own productivity and the knowledge and skills to endure the 

stormy work environment, top management focused on validating workers‘ performance and 

propelling their careers through effective training and development.  

 De Waal[17] (2007) revealed that evaluation and prize criteria are identified as key goals of the 

organization; it implies that these human asset apparatuses directly bolster the accomplishment of 

the organizational system. Pratheepkanth[35] (2011) alleges that the performance of the employees 

is directly influenced by satisfaction which is controlled by the reward system of the organization.  

 Mullins [34] (1999) described the HR practice of performance appraisal as an extended judgment 

on the behavior and attainment of the staff. Employees should identify what is expected, and the 

measuring yard by which their performance and the outcomes will be evaluated. The formalized 

and methodical appraisal method assists the consistent measurement of the individual‘s 

performance, growth potential &developmental needs. 

 Significantly, the future performance of the staff can be improved by an efficient appraisal 

scheme. The performance appraisal scheme can be a basis for planned career progression and 

review of financial rewards. Gomez-Mejia, Balkin and Cardy [21](2004) acknowledged that the 

performance appraisal system can be used for the purpose of rewarding employees, promotion and 

termination as outcomes of an employee‘s work.  

 
Job Performance and Job Satisfaction 

 There are inconclusive results on the performance-satisfaction relationship with some 

researchers maintaining that job satisfaction precedes job performance whilst other researchers 

believe the converse. There are however, numerous theories that advocate that behavior 

influences attitudes (Bem[4], 1972; Deci[17], 1971; Festinger[19], 1957).  

 H7: Job performance at work positively impacts on job satisfaction.  

 
Job Performance 

 Schulerand Macmillan [39] (1984) efficiently administrating the human resources of an 

organization leads to employee motivation and an enlarged ability to captivate and absorb 

qualified employees. This kind of motivation helps to achieve greater gainfulness, lower 

production costs, reduced employee turnover, high product quality and, more swift 

acknowledgment and execution of corporate methodology. These reliably prompt higher 

profitability. Hafiza, Shah, Jamsheed and Zaman[22] (2011) believe that an employee‘s 

performance is influenced by worker and employer relationships, working conditions, training and 

development, professional stability and the organizations overall procedures and policies for 

remunerating the worker.  

 

Job satisfaction 

 Job satisfaction is an optimistic result of employee‘s job experience (Bashayreh [3], 2009).Job 

satisfaction is a management philosophy which is essential to manage the organization and 

improve the overall performance of an organization (Putman [36], 2002).Lawler and Porter [30] (1967) 

explained that the performance of the employee leads to work fulfillment through the distribution 

of extrinsic and intrinsic rewards. Locke[31] (1970) expressed that job satisfaction as a result of the 

individual‘s performance, but the satisfaction was seen as an element of goal-directed behavior 
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and value attainment. Judge, Thoreson, Bono and Patton [27] (2001) concluded that the association 

with job performance and job satisfaction is noteworthy and positive. 

 

Job Satisfaction and Behavioral Intention 

 H8: There is a significant impact of job satisfaction on employee‟s behavioral intention.  

Ajzen[1] (2002) viewed an individual‘s willingness to execute a given behavior as an immediate 

antecedent of behavior. The premise that job satisfaction leads to behavioral outcomes is 

grounded on the notion that attitudes lead to behavior (Fishbein&Ajzen[20],1975; Eagly&Chaiken[18], 

1993). Judge [27] et al. (2001) concluded that the employee‘s perspective of the occupation must 

be correlated with the behaviors on the job and fundamentally, the execution of the job or job 

performance. Individuals endeavor to work and continue in those companies that offer a great and 

constructive workplace that enhance their self-esteem. Capable workers of such organizations 

simultaneously drive their organization to forge ahead towards greater success.  

 

Methodology  

Participants 

 For the purpose of this article, journalists who are in print media within TamilNadu were 

elected as a target population. Random sampling is used for the selection of editors, writers, 

reporters, photo journalists, designers and marketing executives in TamilNadu, India. The sample 

size of 350 was determined by using Sekaran and Bougie‘s[40] (2010) sample size table. The 350 

respondents comprised of 202 participants from Newspapers, 94from Magazines and 54 from 

Weekly periodicals and the data was collected using questionnaires. 

Development of Measures: 

 A questionnaire was used to address the problem statement. All the questions in the 

questionnaire were scored using 7-point scale ranging from extremely disagree (1) to extremely 

agree (7). The CFA was used to establish goodness fit and this was verified in the CFA loadings. The 

reliability of the questionnaire was evaluated using Cronbach‘s Coefficient Alpha and reflects a 

very high level of inter-item consistency (See Tables 1 and 2). 

Table 1 The Survey Instrument— Exogenous Constructs 

Items 
Item-construct loading 

Standardize t statistic 
Cronbach‘s Alpha CFA loadings 

HRM dimensions      

Manpower planning  0.86 16.25 0.906 0.824 

Recruitment & Selection 0.76 11.06 0.892 0.972 

Training & Development 0.90 18.01 0.859 0.620 

Compensation & Benefits 0.93 19.11 0.878 0.915 

Performance Appraisal 0.92 18.72 0.924 0.668 

Promotion & Reward  0.90 18.01 0.906 0.842 

Table 1 explains Exogenous constructs which means Independent Variables 

 

Table 2 The Survey Instrument— Endogenous constructs 

Items 
Item-construct loading 
Standardized t statistic 

Cronbach‘s 
Alpha 

CFA 
loadings 

Job Performance   0.755 0.864 

Long working hours affects my job performance 0.12 25.87   

High stress level in my job leads to poor job 
performance 

0.11 17.15   
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Adequate leisure activities enhances my 
performance at work place 

0.09 12.99   

The deadlines to be met within a short span of 
time leads to poor job performance 

0.10 27.84   

Lack of motivation from the organization affects 
my job performance  

0.12 27.25   

Self motivation is also important for better job 
performance 

0.07 14.15   

Domineering leadership style affects my 
performance at work place 

0.12 27.36   

When working with male colleagues my 
performance level goes down due to gender 
inequality practice in my organization.  

0.21 37.13   

Job Satisfaction     

General working condition   0.872 0.894 

Pay & promotional potential   0.743 0.850 

Work relationships   0.751 0.924 

Behavioral Intention     

Loyalty   0.854 0.743 

Job Demands   0.741 0.617 

External Sources   0.789 0.525 

Table 2 explains Endogenous constructs which means Dependent Variables 

 

Overall model evaluation 

 Bentler and Bonnet [6](1980) for a good model fit Root Mean Square Error of Approximation 

(RMSEA) should be less than 0.08, Bentler [5](1990) suggested that Comparative Fit Index (CFI) 

should be greater than 0.9.Joreskog and Sorbom[26] (1988) proposed that Goodness of Fit Index 

(GFI) should be above 0.9 and adjusted good-of-fit Index (AGFI) should be above 0.8. Wheaton [44] 

(1987) and Hair et al.[23](1998) proposed that chi-square should be <5 in order to be acceptable. 

Normed Fit Index (NFI) =0.97 is acceptable by the standards suggested by Tucker and Lewis 
[43](1973) and standardized root mean residual (SRMS) is 0.029 <0.1acceptable as well (Hu and 

Bentler[25], 1999) (See Table 3). 

Table 3 Goodness of fit Statistics 

Options 
Chi square/ 

DF 
GFI AGFI NFI CFI RMSEA SRMR 

Values 4.363 0.957 0.851 0.970 0.977 0.078 0.029 

Suggested  
values  

2-5 Nearer to 1 Nearer to 1 Nearer to 1 Nearer to 1 Less than 0.08 Less than 0.05 

Table 3 deliberates the acceptance level for a good model fit. 

 

Results and Discussion 

 In the measurement model, values 

appearing on the edge of the boxes are 

revealing the results of the study and the 

arrows represent the correlations. In this 

proposed model, employees‘ behavioral 

intention in print media was analyzed by 

using HRM practices and mediating 

variables, namely, job performance and job 

satisfaction (See Figure 2). Where e1, e2 

and e3 are disturbance error terms and 

endogenous variable. 

Figure 2 Path analysis and Hypothesis testing 
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 AMOS text output revealed the Maximum Likelihood Estimation (MLE) of structural paths. 

Critical ratio is a significance test in structural equation modeling which is affected by the division 

of parameter estimate by its standard error. The significant value of parameter estimate is p≤0.05 

and the significant value of critical ratio is >1.96.The probability is to get a critical ratio for 

reliability dimension as large as 52.031 in absolute value, which is less than 0.001.The regression 

weight represents the degree of association between constructs and manifesting variables (See 

Table 5).  

Table 4 Empirical results of the proposed model 

Structural paths Hypothesis 
Expected 

Sign 
Estimate 

Critical 
Ratio 

P 
Output of 
Hypothesis 

Job 
Performance  

<--- Manpower 
planning 

H1 + 0.358  
9.82 

0.000** Significant 
(p < 0.01) 

Job 
Performance  

<--- Recruitment & 
Selection 

H2 + 0.098  
2.495 

0.013* Significant 
(p < 0.05) 

Job 
Performance  

<--- Training & 
Development 

H3 + 0.172  
4.895 

0.000** Significant 
(p < 0.01) 

Job 
Performance  

<--- Compensation 
& Benefits 

H4 + 0.216  
4.865 

0.000** Significant 
(p < 0.01) 

Job 
Performance  

<--- Promotion & 
Reward 

H5 + 0.253  
7.044 

0.000** Significant 
(p < 0.01) 

Job 
Performance  

<--- Performance 
appraisal  

H6 + 0.109  
4.296 

0.000** Significant 
(p < 0.01) 

Job 
Satisfaction 

<--- Job 
Performance  

H7 + 0.957  
52.031 

0.000** Significant 
(p < 0.01) 

Behavioral 
Intention 

<--- Job 
Satisfaction 

H8 + 0.476 8.535 0.000** Significant 
(p < 0.01) 

 Table 4 concludes the hypothesis of the study which considers critical ratio (for reliability 

dimensions) and regression weight (the degree of association between constructs and manifesting 

variables). Figure 2 reflects that the HRM practices [manpower planning (0.358, p < 0.01), 

recruitment and selection (0.098, p < 0.05), training and development (0.172, p < 0.01), 

compensation and benefits (0.216, p < 0.01), performance appraisal and career advancement 

(0.253, p < 0.01), promotion and reward (0.109, p < 0.01)] significantly impact on job performance 

respectively. Hence, hypotheses 1 to 6 may be accepted. Similar findings and views on the 

prevalence of these HR practices on job performance were expressed by several researchers in the 

field (Al_Qudah, Osman &Al_Qudah[2], 2014;Cheng & Ho[12]., 2001; Chiaburu&Taklab[13], 2005; 

Collins and van Druten[15], 2003; De Waal[16], 2007; Hafiza[22] et al., 2011; Karia & Asaari[28], 2006; 

Sattar, Ahmad & Hassan[38], 2015). Furthermore, Figure 2 displays that job performance has a 

significant and strong impact on the job satisfaction of employees (0.957, p < 0.01) at the 1% level 

of significance. Therefore, hypothesis 7 may be accepted. Similar findings and views were 

reflected with Schuler and Macmillan [39](1984), Lawler and Porter [30] (1967), Locke [31](1970), 

Judge[27] et al. (2001) and Christen, Iyer and Soberman[14] (2005). Finally, job satisfaction 

significantly and moderately impacts on the behavioral intention (0.476, p < 0.01) of employees at 

the 1% level of significance. Hence, hypothesis 8 may be accepted. The empirical results of the 

proposed model revealed that HRM practices have a noteworthy impact on job performance, job 

satisfaction and the behavioral intention of employees (Table 4, Figure 2). 

Recommendations and Conclusion 
 The conceptual model illustrating the impact of HR practices on behavioral intention whilst 
taking cognizance of the mediating effects of job performance and job satisfaction has been 
verified and confirmed. The implication is that organizations striving to enhance job satisfaction 
and job performance should make every effort to ensure the effective formulation and 
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implementation of proper HR practices. Regular feedback must also be obtained from employees 
to determine whether the HR practices as implemented continue to motivate them and drive their 
willingness to perform. In addition, job performance impacts positively on job satisfaction, it is 
important to constantly motivate and adopt strategies to retain talented employees. 
Organizational forums should be instituted with the mandate to review HR practices in order to 
ensure that they continue to be relevant, competitive and stimulating to employees to engage 
positively and optimally in the organizational context. Furthermore, HR practices should manage 
the human resources holistically and be integrated and effectively complement each other, for 
example, reward systems should be commensurate with effort and goal accomplishment.  
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Introduction 

 Entrepreneurship plays a significant role in economic development of a country. It is gaining 

importance as a field of research as it is realized worldwide that entrepreneurship can stimulate 

development. Numerous researches indicate that it is important to nurture the entrepreneurial 

spirit among individuals and promote entrepreneurship. It is known fact that women constitute 

almost half of India‘s population but they constitute a very negligible proportion of the total 

entrepreneurs. This study explores the status and challenges faced by women entrepreneurs.  

 

Entrepreneurship 

 The word entrepreneur originates from the French word, entreprendre, which means "to 

undertake." The definition of an entrepreneur has evolved in last three centuries, from someone 

who bears risk by buying at a low price and selling at a higher price; to the creation of new 

enterprises of which the entrepreneur is the founder. ―Entrepreneurs‖ are people who create and 

grow enterprises. ―Entrepreneurship‖ is the process through which entrepreneurs create and grow 

enterprises. The term ‗entrepreneur‘ was first coined by the French economist Richard Cantillon in 

the seventeenth century (Cantillon, 1755).He defined entrepreneur as ‗an agent who buys means 

of production at certain prices in order to combine them into a product that he is going to sell at 

prices that are uncertain at the moment at which he commits himself to cost‘. Hisrich and Peters 

(2007) defined an entrepreneur as ‗one who brings resources, labour, materials, and other assets 

into combinations that make their value greater than before, and also, one who introduces 

changes, innovations, and a new order‘.  

 
Women Entrepreneurship Development 

 Women entrepreneurs may be defined as women or group of women who initiate, organize and 

operate a business enterprise (Gupta 2000). Women entrepreneurs are those women who take the 

lead and organise the business or industry and provide employment to others. The Definition given 

by Govt. of India about women entrepreneurship is,‖ An enterprise owned and controlled by 

women and having a minimum financial interest of 51% of the capital & giving at least 51 % of the 

employment generated in the enterprise to Women‖. Women entrepreneurship in economic 

development of any nation has been documented for its significant contribution. The increased 

role of women in economic development has spurred the government in developing policies on 

women development.  

 Tambunan , (2009), in a study focused on women entrepreneurs in small and medium 

enterprises found that in Asian developing countries the representation of women entrepreneurs 

was relatively low due to factors like low level of education, lack of capital and cultural or 

religious constraints. Most of the women entrepreneurs were from the category of forced 
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entrepreneurs seeking better family income. Singh, 2008, studied the issues and challenges faced 

by women entrepreneurs. The obstacles in the growth of women entrepreneurship are mainly lack 

of interaction with successful entrepreneurs, social non acceptance, family responsibility, gender 

discrimination, absence of networking, low priority given by bankers to provide loan to women 

entrepreneurs. The study suggests promoting micro enterprises, unlocking institutional frame 

work, synergy among women related ministry of the Government of India. 

 One of the key factors in determining the success of development is the status and position of 

women in the society. This means that women have to be encouraged to be a part of the 

development process of any country and their role should not be ignored. The task before any 

government, therefore, should be that of moving steadily and firmly in the direction of economic 

development by involving women. Women entrepreneurs are increasingly considered important for 

economic development. An economy‘s entrepreneurial capacity is based on individuals with the 

ability and motivation to start businesses, and may be strengthened by positive societal 

perceptions about entrepreneurship. Entrepreneurship benefits from participation by all groups in 

society, including women (Global Entrepreneurship Monitor (GEM) report 2013). Although the 

importance of women entrepreneurs is recognized the actual number of women entrepreneurs is 

not very encouraging. According to Reynolds et al. (2002) men are about twice as likely to be 

involved in entrepreneurial activity as women and Minniti et al. (2005) show that in all countries 

participating in the Global Entrepreneurship Monitor (GEM) in 2004 men are more active in 

entrepreneurship than women. The GEM India report (2002) while reporting the demographic 

profile of entrepreneurs in India suggests that about two-thirds of them are men and one-third 

women. The report further compares framework conditions in India and the global average and 

rates facilitation of women entrepreneurs in India as below the average. 

Advantages of Women Entrepreneurship  

 Participation of women in running their own business will lead to the following benefits: 

• Economic empowerment 

• Improved standard of living 

• Self confidence 

• Enhance awareness 

• Sense of achievement 

• Increased social interaction 

• Engaged in political activities 

• Improvement in leadership qualities 

• Involvement in solving problems related to women and community 

• Decision making capacity in family and community 

 Economic empowerment of women through entrepreneurship led to the empowerment of 

women in many factors such as socio-economic opportunity, property rights, political 

representation, social equality, personal right, family development, market development, 

community development and at last the nation development. 

Problems of Women Entrepreneurs in India  

 According to Gupta and Srinivas (2000) Women in India are facing many problems to get ahead 

their life in business. The main problems faced by the women entrepreneurs are: 

1. Shortage of Finance: Women and small entrepreneurs suffer from inadequate financial 

resources and working capital. Entrepreneurs usually require financial assistance of some kind 
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to launch their ventures - be it a formal bank loan or money from a savings account. Women in 

developing nations have little access to funds. 

2. Shortage of raw material: Women find it difficult to procure raw material and necessary 

inputs. The prices of many raw materials are quite high. 

3. Low Mobility: The biggest problem faced by women entrepreneurs is mobility or travelling 

from one place to another. 

4. Family responsibilities: Women's family obligations also bar them from becoming successful 

entrepreneurs in both developed and developing nations. Indian women give more emphasis 

to family ties and relationships. Married women have to make a fine balance between 

business and home.  

5. Lack of knowledge: of availability of the raw materials and low-level negotiation and 

bargaining skills are the factors, which affect women entrepreneur's business adventures. 

6. Low ability to bear risk: Low-level risk taking attitude is another factor affecting women folk 

decision to get into business. Low-level education provides low-level self-confidence and self-

reliance to the women folk to engage in business, which is continuous risk taking and strategic 

cession making profession.  

7. Low need for Achievement: Need for achievement, independence and autonomy are 

prerequisites for success in entrepreneurship .But achievement motivation of the women folk 

are found less compared to male members.  

8. Lack of education: Knowledge of latest technological changes, know how, and education level 

of the person are significant factor that affect business. The literacy rate of women in India is 

found at low level compared to male population. They are ignorant of new technologies or 

unskilled in their use, and often unable to do research and gain the necessary training (UNIDO, 

1995b, p.1).  

 

Government Initiatives 

 Women have a pivotal role to play as far as economic development of country is concerned. 

The Government has recognized the importance of women by adopting various schemes and 

programs for the development of women entrepreneurship. At present, the Government of India 

has over 27 schemes for women empowerment operated by different departments and ministries. 

Some of these are: 

 Training of Rural Youth for Self-Employment (TRYSEM) 

 Prime Minister‗s Rojgar Yojana (PMRY) 

 Entrepreneurial Development Programme (EDPs) 

 Management Development Progammes (MDP) 

 Integrated Rural Development Programme (IRDP) 

 Khadi And Village Industries Commission (KVIC) 

 Women‗s Development Corporations (WDCs) 

 Marketing of Non-Farm Products of Rural Women (MAHIMA) 

 Assistance to Rural Women in Non-Farm Development (ARWIND) schemes 

 Trade Related Entrepreneurship Assistance and Development (TREAD) 

 Working Women‗s Forum 

 Indira Mahila Yojana 

 Indira Mahila Kendra 

 Mahila Samiti Yojana 
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 Mahila Vikas Nidhi 

 Rashtriya Mahila Kosh 

 SIDBI‗s Mahila Udyam Nidhi 

 Mahila Vikas Nidhi 

 SBI‗s Stree Shakti Scheme 

 NGO‗s Credit Schemes 

 Micro & Small Enterprises Cluster Development Programmes (MSE-CDP). 

 National Banks for Agriculture and Rural Development‗s Schemes 

 Rajiv Gandhi Mahila Vikas Pariyojana (RGMVP) 

 Priyadarshini Project- A programme for Rural Women 

 NABARD- KFW-SEWA Bank project 

 

Research Design 

Objectives of the study 

1. To study about women entrepreneurship development in Tamil Nadu 

2. To determine the constraints on entrepreneurship development for women 

3. To analyze the impact of gender on entrepreneurship development. 

a) Research type: The research type is descriptive as it is conducted to find the facts. It is a 

description of the state of affairs as it exists at present. 

b) Sampling Method: Convenience sampling method has been used because the selection of units 

from the population has been done based on easy availability or accessibility. The Survey has 

been conducted among entrepreneurs in Tamilnadu.  

c) Sample Size: The sample size is 80 women entrepreneurs in Tamilnadu. 

d) Data Collection: Primary data was collected from the women entrepreneurs. A questionnaire 

was prepared to gather data from the sample population. Secondary data was collected from 

Books, Websites, etc. All this helped in authenticating the kind of information obtained from 

the primary sources and thus helped to get a very objective view of the study. 

Findings 

 Majority of the respondents are literates. 

 Majority of the respondents are married and are from joint families. 

 Most of the respondents have received help from parents, friends or relatives to start their 

business. 

 Most of the respondents view lack of financial resource as the major constraint on an 

entrepreneurial venture. The next major constraint is the lack of family support. 

 Most of the respondents disagree that there is a greater advantage for men in the field of 

entrepreneurship. However, the number of respondents who strongly agree is only marginally 

lesser than the majority. Only very few respondents have strongly disagreed.  

 Most of the respondents feel that both men & women can equally perform well as 

entrepreneurs. 

 Most of the respondents are not technically trained and consider that technical skills are very 

important to become an entrepreneur. 

 Most of the respondents who receive financial help to run their business are receiving from 

banks. A considerable number of respondents receive financial help from the cooperative 

societies. 
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 Most of the respondents are unable to receive the benefits provided by the government within 

a reasonable period of time. 

 Most of the respondents strongly agree that entrepreneurship is a more challenging career for 

women than men.  

 Most of the respondents feel that society does not provide an equal platform for both men & 

women in entrepreneurship development.  

  
 Suggestions and Recommendations 

 It is learnt from the study that majority of the respondents are not technically trained. 

However, the entrepreneurs feel that technical skill is very important to become an 

entrepreneur. Necessary steps to make the technical and vocational trainings to be more 

accessible can be considered.  

 To improve women entrepreneurship the government may increase the privileges and 

preferences for women during policy formulation.  

 It is learnt from this study that majority of women feel that entrepreneurship as a career 

affects one‘s family life. The government can popularize entrepreneurship as a career with 

flexible work arrangements.  

 The awareness about the various measures taken to promote entrepreneurship and train 

women in entrepreneurial activities which increase effectiveness and provide a reasonable 

income can be initiated. 

 Entrepreneurial traits and skills to meet changing trends and challenging global and local 

markets may be imparted as training which will make women entrepreneurs competent enough 

to sustain and be successful in business.  

 Entrepreneur‘s network must be encouraged. Women entrepreneur networks are major sources 

of knowledge about women‘s entrepreneurship and they are increasingly recognized as a 

valuable tool for its development and promotion. 

 

Conclusion 

 Entrepreneurship is one of the inevitable factors for economic development. To promote 

women entrepreneurs who would take to entrepreneurship as a career in utmost earnestness and 

sincerity is to ensure over all development. Entrepreneurship development will not be complete 

and inclusive without the development of women entrepreneurs. Women entrepreneurs face many 

obstacles which have to be overcome in order to give them access to the same opportunities as 

men. Women form a significant part of the population and have great capacity and potential to 

contribute towards overall economic development of any nation. Therefore, programs and policies 

need to be customized keeping in mind the challenges women entrepreneurs face. This will enable 

to encourage entrepreneurship as well as implement strategies which can help support 

entrepreneurial culture. Creating and highlighting the various initiatives to promote 

entrepreneurship among women will help remove certain challenges women entrepreneurs face. 

By empowering women through entrepreneurship development and taking necessary actions to 

remove the constraints they face will lead to overall inclusive development of the country.  
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Abstract 

 Enterprise resource planning (ERP) solution is a 
suite of applications that manages core business 
processes, such as sales, purchasing, accounting, 
human resource, customer support, CRM and 
inventory. It is an integrated system as opposed to 
individual software designed specific to a business 
process. The Enterprise Resource Planning (ERP) 
solutions are part of the ITes industry sector that is 
currently in the growth as the IT industry is reaching 
a stagnant growth which in turn is creating an area 

of growth for the IT enabled Services Sector (ITes). 
This study would enable to find out various 
information pertaining to the usage of this software 
service across different industries. It would also 
through light on whether these companies have 
benefitted from its usage and whether they are 
willing to invest more in such software solutions in 
the future.  
Keywords: ERP, Integrated System, ITes 

 
Introduction 

What is Enterprise Resource Planning (ERP)? 

 Enterprise resource planning (ERP) is a process by which a company manages and integrates 

the important parts of its business. An ERP management information system integrates areas such 

as planning, purchasing, inventory, sales, marketing, finance and human resources. The ERP 

software functions like a central nervous system for a business. It collects information about the 

activity and state of different divisions of the body corporate and makes this information available 

to other parts where it can be used productively. Information on the ERP is added in real time by 

users. Any authorized user with a valid password and access to the network can access the system 

any time. ERP resembles the human central nervous system. Its capacity transcends the collective 

ability of the individual parts to form what is known as consciousness. It helps a corporation 

become more self-aware by linking information about production, finance, distribution and human 

resources. ERP connects different technologies used by each individual part of a business, 

eliminating duplicate and incompatible technology that is costly to the corporation. This involves 

integrating accounts payable, stock-control systems, order-monitoring systems and customer 

databases into one system. The first ERP system to be developed was SAP, a software firm that 

was established in 1972 by three software engineers based in Mannheim, Germany. SAP's goal was 

to link different parts of a business by sharing information gathered from those parts to help the 

company operate more efficiently. 

 

Characteristics of ERP 

ERP systems typically include the following characteristics: 

 An integrated system 

 Operates in (or near) real time 

 A common database that supports all the applications 

 A consistent look and feel across modules 

https://www.investopedia.com/terms/r/real_time.asp
http://www.economist.com/node/13167341
https://www.investopedia.com/terms/h/humanresources.asp


Vol.5      Special Issue 4   March 2018            ISSN: 2321 - 4643 

 

 

149 | P a g e  Shanlax International Journal of Management 

 

 Installation of the system with elaborate application/data integration by the Information 

Technology (IT) department, provided the implementation is not done in small steps. 

 

Uses of ERP across different functions 

Benefits of Using ERP 

• ERP can improve quality and efficiency of the 

business. By keeping a company's internal business 

processes running smoothly, ERP can lead to better 

outputs that may benefit the company, such as in 

customer service and manufacturing. 

• ERP supports upper level management by 

providing information for decision making. 

• ERP creates a more agile company that adapts 

better to change. It also makes a company more 

flexible and less rigidly structured so organization 

components operate more cohesively, enhancing the 

business—internally and externally. 

• ERP can improve data security. A common 

control system, such as the kind offered by ERP systems, allows organizations the ability to 

more easily ensure key company data is not compromised. 

• ERP provides increased opportunities for collaboration. Data takes many forms in the modern 

enterprise. Documents, files, forms, audio and video, emails. Often, each data medium has its 

own mechanism for allowing collaboration. ERP provides a collaborative platform that lets 

employees spend more time collaborating on content rather than mastering the learning curve 

of communicating in various formats across distributed systems.  

 

Disadvantages of ERP Usage  

 Customization can be problematic. Compared to the best-of-breed approach, ERP can be seen 

as meeting an organization‘s lowest common denominator needs, forcing the organization to 

find workarounds to meet unique demands.  

 Re-engineering business processes to fit the ERP system may damage competitiveness or divert 

focus from other critical activities. 

 ERP can cost more than less integrated or less comprehensive solutions. 

 High ERP switching costs can increase the ERP vendor's negotiating power, which can increase 

support, maintenance, and upgrade expenses. 

 Overcoming resistance to sharing sensitive information between departments can divert 

management attention. 

 Integration of truly independent businesses can create unnecessary dependencies. 

 Extensive training requirements take resources from daily operations. 

 Harmonization of ERP systems can be a mammoth task (especially for big companies) and 

requires a lot of time, planning, and money. 

 

Objectives of the Study 

 To understand industry wise usage of ERP software. 

 To understand the budgets set by IT department for usage of ERP resources. 

https://en.wikipedia.org/wiki/Collaboration
https://en.wikipedia.org/wiki/Email
https://en.wikipedia.org/wiki/Business_process_re-engineering
https://en.wikipedia.org/wiki/Switching_cost
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 To find the level of effectiveness of usage of ERP software across various industries. 

 To understand the companies plan with regard to the level of usage of such ERP resources in 

future.  

 

Research Methodology 

Need for the Study 

 This study helps in understanding the level of ERP resources that are used by various 

companies across the state of TamilNadu in integrating the various key components of the 

company‘s resources. The study also gives an overview of the budget set for ERP spending. The 

study has also aimed to understand if usage of ERP resources has been effective and reached the 

desired company objective. This study would help in briefly understanding the current and future 

ERP market for ERP software.  

 

Research Design 

Descriptive Research Design 

 Descriptive research is undertaken in order to ascertain and describe the characteristics 

(demographic characteristics such as age, sex, location, occupation, income etc) of the variables 

of interest in situations. In this research, descriptive study focuses on determining the 

characteristics of the companies in terms of the industry to which them belong to and their 

relative usage and interest in ERP.  

Research Instrument 

 The research was administered using a structured questionnaire with closed ended questions.  

Data Collection Method 

 Primary data are those which are collected freshly for the first time and thus happens to be 

original in character. For this research study, primary data was collected from companies using a 

structure questionnaire.  

 
Sampling 

Sampling Technique 

 Convenience sampling is a specific type of non-probability sampling method that relies on data 

collected from population members who are conveniently available to participate in the research 

study.  

Sample Size  

 For the purpose of the study the sample size selected is 60 companies across the state of 

Tamilnadu. 

 

Limitations of the Study 

The present study has the following limitations: 

1. The responses for the study have been solicited from few ERP users. The expectations and 

experience of the may vary from those of the rest ERP users in India. 

2. The present study is based on primary data collected from the internal stakeholders of the 

firms; therefore it is based on the personal responses given by the respondent, which may be 

biased. 

3. Convenient sampling method is used for data collection and therefore the results cannot be 

generalised 
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Findings of the Study 

 The highest users of ERP solutions are in the consumer goods section which is followed by food 

and beverages industry, manufacturing and retail.  

 40% of the companies fall into the Rs.25-50 lakhs spending budget for the IT followed by 30% 

companies whose IT spend is less than Rs.25 lakhs. Only 20% of the companies spend between 

Rs.50 lakhs to 1 crore and only 10% of them spend above Rs.1 crore. 

 Investment in ERP solutions has been highly effective for majority of the companies and only a 

meagre 10% of companies have not found ERP effective. 

 80% of the companies outsource the training activities for ERP software solutions while 10% 

give internal training to their staffs and the balance are not active in training.  

 40% of the companies use more than 10 ERP solutions in their companies, while 30% use less 

than 5 ERP solutions.  

 60% of the companies are planning on expanding their ERP resources within the next 6 months 

while 25% companies are looking to expand their software services in the next 1 to 2 years. 

About 5% of the companies are not likely to indulge in any expansion plans relating to ERP 

solutions.  

 

Conclusion 

 The results of this research on the usage of ERP resources across industries in the state of 

Tamilnadu shows that the companies having been using ERP solutions and have found it to be 

effective. The companies are also willing to invest more on ERP solutions in the near future as 

well. So it would be advisable for the ERP service providers to understand better the organizations 

interested in adopting new ERP resources as also the intricate details of the companies to 

effectively develop tailor made ERP solutions.  
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Abstract 
 The term „Retailer Study‟ refers to the sales 
forecasting and brokerage services for retailers and 
their developers. The term “Edible Oil” refers to the 
Cooking oil is purified fat of plant origin, which is 
usually liquid at room temperature (saturated oils 
such as coconut and palm are more solid at room 
temperature than other oils). Some of the many 
different kinds of edible vegetable oils include: olive 
oil, palm oil, soybean oil, canola oil, pumpkin seed 
oil, corn oil, sunflower oil, safflower oil, peanut oil, 
grape seed oil, sesame oil, and rice bran oil. Many 
other kinds of vegetable oils are also used for 

cooking. The study is conducted keeping in mind to 
know the cold pressed oil market penetration, to 
find the trend in edible oil retail market and to 
know retailers. The objective of the study is to find 
the perception about various factors with regards to 
oil retailing. This study also tries to suggest area of 
improvement from the view point of marketing. To 
find the level of retail penetration cold pressed oil 
in TamilNadu. This study relied on the response from 
oil retailers. The Samples (retailers) were selected 
from TamilNadu. 
Key words: Cold Pressed Oil, Branding, Customers 
etc.

 

Introduction 

 The term ‗Retailer Study‘ refers to the sales forecasting and brokerage services for retailers 

and their developers. The term ―Edible Oil‖ refers to the Cooking oil is purified fat of plant origin, 

which is usually liquid at room temperature (saturated oils such as coconut and palm are more 

solid at room temperature than other oils). Some of the many different kinds of edible vegetable 

oils include: olive oil, palm oil, soybean oil, canola oil, pumpkin seed oil, corn oil, sunflower oil, 

safflower oil, peanut oil, grape seed oil, sesame oil, and rice bran oil. Many other kinds of 

vegetable oils are also used for cooking. The study is conducted keeping in mind to know the cold 

pressed oil market penetration, to find the trend in edible oil retail market and to know retailers 

 

Objectives and Scope of the Study 

• The perception about various factors with regards to oil retailing. 

• This study also tries to suggest area of improvement from the view point of marketing. 

• To find the level of retail penetration cold pressed oil in TamilNadu 

• To find the pattern of sales of different oil brand at retail level. 

• To test the difference in opinion on the factors influence customers in selecting a quality and 

packing. 

 

Research Methodology and Design 

Research Design 

 This study relied on the response from oil retailers. Samples were met face to face to get the 

required data. The research approach used is survey method. The survey was conducted through 

personal interview, where the respondents were met in person. 
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Research instrument  

 The instrument used for data collection was a questionnaire. The questionnaire prepared was 

structured, with open and close ended question. 

 
Sampling Procedures 

 The Samples (retailers) were selected from TamilNadu. The Sample size for this study was 300 

respondents and sampling method followed in this research was non-probability convenience 

sampling. For data analysis the researcher made used the following tools. a. Percentage Method  

b. Weighted average method c.Rank Correlation 

d. Cross Tabulation  

 

Questionnaire Design 

 The structured questionnaires that were framed and designed consist of close ended, open 

ended, rating and raking questions. Related operations that are performed with the purpose of 

summarizing the collected data and organizing them in such a manner that they answer the 

research questions. 

 

Table 1 Type of Edible Oil Retailing Shops 

Inference  

 55% of the respondents to the survey were Provision 

Store Retailers. 21% of the respondents were retailing 

through Departmental Store. In the remaining 25%, 15% 

of the respondents were Oil Store Retailers and 9% of 

the respondents were Supermarket Retailers. 

 

Table 2 Types of Brands & Their Ranking 
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1 SVS 24 8 70 23 100 33 44 15 20 7 18 6 8 3 16 5 

2 Sundrop 28 9 44 15 62 21 38 13 40 13 12 4 66 22 10 3 

3 Gold Winner 68 24 124 41 40 13 22 7 16 5 10 3 14 5 6 2 

4 VVS 22 7 26 9 32 11 60 19 124 42 12 4 16 5 8 3 

5 Suffola 42 17 18 6 16 5 44 15 38 13 62 21 40 13 30 10 

6 Idhayam 18 6 8 3 20 7 34 11 30 10 70 23 96 32 24 8 

7 Sunola 48 16 6 2 14 5 44 15 22 7 50 17 30 10 86 29 

8 Cold pressed 

oil 

40 13 4 1 16 5 14 5 10 3 66 22 30 10 120 40 

   300  300  300  300  300  300  300  300  

 Inference: 24 % of respondents feel, Gold Winner has been the most edible oil brand in the 

market. 
 

 

 

S.No. 
Type of  

Retailing Shops 
No. of  

Respondents 

1 Oil Store 46 

2 Provision Store 164 

3 Departmental Store 64 

4 Supermarket 26 

  300 
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Table 3 Factors of Selecting the Brands & Their Ranking 

S.No. Factors 
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1 Health 90 31 80 28 60 20 14 5 16 5 40 13 

2 Price 42 14 52 17 70 23 56 19 36 12 44 15 

3 Quality 28 9 34 11 90 31 58 19 50 17 40 13 

4 Packing 70 23 64 21 10 3 38 13 60 20 58 19 

5 Advertisement 60 20 46 15 42 14 48 16 88 29 16 5 

6 Available bottels 10 3 24 8 28 9 86 28 50 17 102 35 

    300  300  300  300  300  300  

Inference: 31 % of respondents feel, Health is the most preferable factor for selecting the brand.  

 Table 4 Retailers of Cold Pressed Oil 

Inference  

 89% of the retailers are currently dealing with 

Cold Pressed Oil, 11% of the retailers are not 

dealing with Cold Pressed Oil.  

 

Table 5 Average Weekly Sales of Cold Pressed Oil 

Inference  

 60% of the retailers have said that 1 litre 

Cold pressed Oil packs is high in weekly sales. 

Followed by 1 litre, 2 litre and 5 litre packs.  

 

 

Statistical Tests 

Rank Correlation 

 To test the difference in opinion on the factors influence customers in selecting a Quality and 

Packing.  

S.No. 

 
Ranks 
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1 R1 
Health 

1 
90 

2 
80 

3 
60 
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14 
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16 

4 
40 

300 

2 R2 
Price 

5 
42 

3 
52 

1 
70 

2 
56 

6 
36 

4 
44 

300 

3 R3 
Quality 

6 
28 

5 
34 

1 
90 

2 
58 

3 
50 

4 
40 

300 

4 R4 
Packing 

1 
70 

2 
64 

6 
10 

5 
38 

3 
60 

4 
58 

300 

5 R5 
Advertisement 

2 
60 

4 
46 

5 
42 

3 
48 

1 
88 

6 
16 

300 

6 R6 
Available Bottels 

6 
10 

5 
24 

4 
28 

2 
86 

3 
50 

1 
102 

300 

Total 300 300 300 300 300 300  

 

S.No. 
Retailers dealing with 

cold pressed oil 
No. of 

Respondents 

1 Yes 137 

2 No 163 

 Total 300 

S.No. 
Average weekly sales of 

Cold pressed Oil 
No. of  

Respondents 

1 1 litre 244 

2 2 litres 34 

3 5 litres 22 

 Total 300 
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Rank Correlation between Health and Packing 

 Null Hypothesis (H0): There is no correlation between the factor of health and packing with 

customer selecting of branding. 

 Alternative Hypothesis (H1): There is a correlation between the factor of health and packing 

with customer selection of branding. 

   6  d2 

r = 1 -  
   n(n2 – 1) 
R1 = Rank given to Health 
R4 = Rank given to Packing 

r = Spearman‘s Rank Correlation  
n = No. of Observation 

d = Deviations 

 

Decision 

 For n=6 the table value of Spearman‘s Rank Correlation efficient 6% level of significant is 

0.9000.The computed value of coefficient is 0.6 H0 is accepted . 

 

Inference 

 Hence there is no correlation between the factors of Health and Packing towards the customer 

selection of branding .This implies that Quality do not have any bearing packing. 

 

Rank Correlation 

 To test the difference between the factors towards the COLD PRESSED OIL and SUNALO. 

Ranks 
 

Brands 

Rank 
1 

Rank 
2 

Rank  
3 

Rank  
4 

Rank  
5 

Rank  
6 

Rank  
7 

Rank  
8 

Total 

R1 SVS 4 
24 

2 
70 

1 
100 

3 
44 

5 
20 

6 
18 

8 
8 

7 
16 

300 

R2 Sundrop 6 
28 

3 
44 

2 
62 

5 
38 

4 
40 

7 
12 

1 
66 

8 
10 

300 

R3 Gold Winner 2 
68 

1 
124 

3 
40 

4 
22 

5 
16 

7 
10 

6 
14 

8 
6 

300 

R4 VVS 5 
22 

4 
26 

3 
32 

2 
60 

1 
124 

7 
12 

6 
16 

8 
8 

300 

R5 Saffola 2 
52 

7 
18 

8 
16 

3 
44 

5 
38 

1 
62 

4 
40 

6 
30 

300 

R6 Idhayam 7 
18 

8 
8 

6 
20 

3 
34 

4 
30 

2 
70 

1 
96 

5 
24 

300 

R7 Sunola 3 
48 

8 
6 

7 
14 

4 
44 

6 
22 

2 
50 

1 
30 

5 
86 

300 

R8 Cold pressed oil 3 
40 

8 
4 

5 
16 

6 
14 

7 
10 

2 
66 

4 
30 

1 
120 

300 

Total 300 300 300 300 300 300 300 300  

 

Rank Correlation between Cold pressed oil & Sunola 

 Null Hypothesis (Ho): There is no correlation between the factors of sunola and Cold pressed 

oil according to their sales.  

 Alternative Hypothesis (H1): There is a correlation between the factors of cold pressed oil and 

sunshudh brands according to their sales. 

 

 

R1 R4 R1-R4=d d2 

1 1 0 0 

2 2 0 0 

3 6 -3 9 

6 5 1 1 

5 3 2 4 

4 4 0 0 

   ∑ d2 = 14 
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         6  d2   

 r = 1 -   r=0.88 
         n(n2 – 1)   

 R7 = Rank given to Sunola 

 R8 = Rank given to Cold pressed oil 

 r = Spearman‘s Rank Correlation  

 n = No. of Observation 

 d = Deviation 

 

 

Decision 

 For n=8 the table value of Spearman‘s Rank Correlation efficient 8% level of significant is 

0.9000.The computed value of coefficient is 0.8 H0 is accepted . 

 

Inference 

 Hence there is no correlation between the factors of SUNOLA and COLD PRESSED OIL towards 

the branding according to their sales. 

 

Cross Tabulation  

To test the Type of Retailers and Frequently Moving Packages 

Decision 

 According to the cross tabulation 

across type of retailer and frequently 

moving packages, in provisional store 

1 Liters Packages is the fastest 

moving pack. The least moving 

package in the market is 5 liters at super market. 

 
Kolmogorov Simrnov D-Test 

 Null Hypothesis (Ho) : There is no significant difference between the satisfaction level towards 

the pay received and their experience. 

 Alternative Hypothesis (H1): There is a significant difference between the satisfaction level 

towards the pay received and their experience. 

Calculated value = 0.0550 

Table value at 5% level of 

significance  = 1.36 / n 

   = 1.36 / 300 

             = 0.0785 
Decision 

 Calculated value is less than the table value, which significally proves that the null hypothesis 

(n0) is accepted and alternative hypothesis (n1) is rejected. 

 
Inference 

 There is no significant difference between the factors and the period they have been dealing 

with cold pressed oil this implies that the level towards the factors and the period doesn‘t have 

any impact. 

R7 R8 R7-R8=d d2 

3 3 0 0 

8 8 0 0 

7 5 2 4 

4 6 -2 4 

6 7 -1 1 

2 2 0 0 

5 4 1 1 

1 1 0 0 

   d2 = 10 

Type of Retailers 1 Liters 2 liters 5 Liters Total 

Oil Store 60 14 6 80 

Provision Store 134 10 18 162 

Departmental Store 22 8 2 32 

Super Markets 24 2 0 26 

Total 240 34 26 300 

O CF F(O) E CF F(E) F(O) - F(E)  

3.89 3.89 0.3886 3.34 3.34 0.3336 0.0550 D(max) 

3.21 7.10 0.7092 3.34 6.68 0.6673 0.0419  

2.91 10.01 1 3.34 10.01 1 0  
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Findings 

• 55% of the respondents were Provision Store Retailers. 

• Only13% of the respondents say Cold pressed oil has been the most edible oil brand in the 

market. 

• 24 % of respondents feel, Gold Winner has been the most edible oil brand in the market. 

• 31 % of respondents feel, Health is the most preferable factor for selecting the brand. 

• 89% of the retailers are currently dealing with Cold Pressed oil. 

• 84% of the retailers are dealing with Cold Pressed oil for more than 1year. 

• 56% of retailers feel that the fastest moving pack in Cold pressed oil is 1 Litre package. 

• 60% of the retailers have said that 1 litre cold pressed oil packs is high in weekly sales. 

• 52% of the respondents say that, the reason for not dealing with Cold pressed oil is the 

Manufacturer yet to approach.  

 
Suggestions and Recommendations 

• Focus towards the Super market retail shop to be increased. 

• The Manufacturer should concentrate more on packaging of the product. 

• Advertising support through displays could be given to retailers. 

• Profit margin to retailers must be increased. 

• Profit margin to retailers must be increased. 

• Approach by the manufacturer has to be initiated more in the market 

• Health and Quality was felt well by the retailers. It can be improved or maintained at the 

same level.  

 

Conclusion 

 ―Survival of the fittest‖ is one line to describe today‘s business environment .even market 

leaders, is not aware of the going trends in the market, at one stage would go down. In retailer‘s 

perspective, consumers are satisfied with Cold pressed oil price and quality. The Market is now in 

growth stage. In midst of cut-throat competition the manufacturer still maintains its market 

position and Quality. But still the manufacturer prosperous to increase their market they have to 

concentrate on their package, margin, advertisement and they should make the product 

availability in wide ran 

 

References 

1. AVN Murthy and M. N. Sudhir, (2016). Marketing Scenario of Edible Oil in India 

(Marketing Strength of Edible Oil in Andhra Pradesh), International Journal of Business 

and General Management, Vol. 5, No. 1. 

2. Thiyagraj V. (2015). Current Trends In Consumer Preferences of Edible Coconut Oil 

And Sunflower Oil Brands – A New Look In Tirrupur City, Global General For Research Analysis, 

Vol. 4, No. 5. 

3. W. K. Sarwade, (2011). Brand Preferences and Consumption Pattern of Edible Oil in 

Maharashtra), International Conference on Economics and Finance Research,Vol. 4. 

4. Gaur & KA Waheed ( Dr.)‖ (2002) Study of buying behaviour of branded edible oils ―,Indian 

Journal of Marketing, volume xxxii, No. 7,July, p-48  

  



International Conference on Emerging Trends in Management ICETM 2018 
 

 

158 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

 
THE ROLE OF HEALTH CARE IN TODAY'S ECONOMY - A REVIEW 

 

 
 

Dr. T. Selvankumar 

Head, PG & Research Department of Biotechnology  

Mahendra Arts and Science College (Autonomous), Kalippatti, Namakkal, Tamil Nadu, India 

 

Abstract 

 There‟s a well-understood correlation that as 
the economy of a country improves, so the health of 
its citizens improves. What may be less obvious is 
that the opposite is also true – improving the health 
of a nation‟s citizens can directly result in economic 
growth, because there will be more people able to 
conduct effective activities in the workforce. 
 Health presents a challenge for all nations; in a 
study by the Pew Research Center, a median of 85% 
of respondents believe it was a problem in their 
country. Effective public health systems are 
essential for providing care for the sick, and for 

instituting measures that promote wellness and 
prevent disease. Tobacco, for instance, is one of the 
greatest scourges we face. In working to combat 
diseases such as lung cancer and heart disease, we 
have to fight the causes; there‟s a clear need for 
educational campaigns and other mechanisms to 
discourage people from smoking in the first place. If 
the plan to improve health in a nation is to simply 
build a few more hospitals, that won‟t solve the 
problem. 
Keywords: Health, Public health, education, 
hospitals. etc. 

 

Introduction 

Health Care 

 As a first approximation, health care is often divided into two categories; preventative and 

curative. Whilst undoubtedly overlapping in some respects, there are pure cases. For example 

taking an aspirin for a headache is a purely curative type of treatment whilst a purely preventative 

treatment is something like a vaccine. Both of these can be set in the context of a demand for 

health. Curative medicine contributes directly to one's health state and hence can be seen as 

being motivated by the demand for health. On the other hand, preventative medicine is protection 

against future possible illnesses. By purchasing it, one affects the probability of becoming ill in the 

future and hence it is the future demand for health from which a demand for preventative 

medicine is derived. 

 In the purest case, a demand for curative health care arises when an agent wishes to demand 

more health immediately. Most often this arises in the face of a 'shock' to one's health state, i.e. if 

it is diminished for some reason (for example by contracting an illness). A central constraint faced 

by an agent in obtaining more health is the health technology described in the previous section. 

After one's health state has fallen there are two possible effects to be accounted for. First, it may 

not be technologically possible to restore one's health to previous levels since the required 

technological means are unavailable. This arises for example if one has a limb amputated. 

However, in many instances one's day to day functioning might be restored despite certain injuries 

having been experienced. Hence, whilst one's state of health is in a strict sense irreversible it does 

not follow that one's functionings are permanently impaired. Second, even if this were not the 

case, the individual concerned may not choose to gain utility via an increase in health but rather 

chooses to substitute towards other goods and services because of the change in relative prices. 

In many health care systems, the role of tastes is muted by the fact that insurance schemes are in 

force. These alter the price of health care to the consumer and in some cases provide health care 
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free of charge. We postpone full consideration of insurance and its impact upon the demand for 

health care until later in the paper. Whilst possibly diluting the role of tastes, it would be a 

mistake to think that it filters them out of the picture entirely. Even if health care itself is 

provided free of charge, the concomitant costs in consuming it might be substantial. For example, 

time off work and spent queuing may be substantial, or there may be travel costs involved in 

visiting a health facility. Furthermore, consumers have different degrees of aversion to submitting 

themselves for medical treatments. Hence, even if direct costs of purchasing health care are met 

by a third party, tastes may still play an important role in determining an agent's course of action 

in the face of ill-health. 

 A third essential determinant of a consumer's reaction to an illness is his or her informatioa 

better informed people may be inclined to treat them 

 

Economics 

 Economics as a discipline exists because resources are scarce and the wants of human beings 

are such that the resources available now or for any foreseeable time are insuffi cient to meet all 

our wants. Because resources are scarce, choices are involved in both production and 

consumption. If we use resources to produce hospitals then fewer resources are available to 

produce other desirable goods such as public health clinics. If we use more of our income through 

purchasing health insurance then we have less income to purchase education. The production and 

consumption processes then come together to ensure that we produce the ‗right level‘ of both 

hospitals and clinics so that we do not produce an excess number of hospitals and leave unmet 

wants for clinics. In other words, we want the quantity supplied to match the quantity demanded. 

The importance of scarcity is refl ected in the following quote Choices involve trade-offs. More 

hospitals means fewer clinics. More holidays means fewer cars or clothes. The opportunity cost 

(also known as the economic cost) of any good (including service) is the satisfaction or benefi t 

forgone in not being able to use the resources involved to obtain some other good which is also 

desirable and provides satisfaction. 

 In setting economic objectives, most health care systems will want to pursue both effi ciency 

and equity. Efficiency is a general term used to describe the relationship between inputs and 

outputs; which in turn can be valued respectively in terms of costs and benefi ts. Efficiency is 

concerned with maximizing benefits with the resources available, or minimizing costs for a given 

level of benefit. In health care, benefi ts may be interpreted as health gains, although health 

services produce a range of benefi ts including less tangible things like information and 

reassurance. There are a number of different types of efficiency. Here is a short list summarizing 

them. 

 Technical efficiency: where a given output is produced with the least inputs (i.e. minimizing 

wastage). Also known as operational efficiency; Economic efficiency: where a given output is 

produced at least cost. Also known as productive efficiency; Allocative efficiency: where the 

pattern of output matches the pattern of demand; Pareto efficiency: the point at which no one can 

gain without someone else being made worse off. 

 Every level of a health system faces questions about efficiency. For example, there are several 

ways in which hospitals might seek to improve the efficiency of their operations including: 

length of stay could be reduced; staff productivity could be increased; equipment could be fully 

utilized and maintained regularly; over-prescribing of drugs could be avoided; drug ordering and 

storage could be managed properly to avoid wastage and pilfering; nurses could replace doctors 
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when appropriate; low-cost equipment could replace staff when appropriate; day surgery could 

replace inpatient stays. 

 
Markets and Monopoly 

 A market is simply a structure that allows buyers and sellers to exchange a good, service or 

piece of information. However, when we talk about ‗using‘ markets or refer to market economies 

we generally mean those in which the price of goods and services is determined in a free system, 

through supply and demand, rather than being set externally (be it by a monopoly supplier or the 

government). The ‗freer‘ a market is and the more ‗perfect‘ competition is, the more exchanges 

between buyers and sellers happen voluntarily, at a price agreed by both, as opposed to by force, 

by virtue of prices being fixed by an external party, or through a lack of alternative options. Take 

the following as an example. An office worker, in going out for lunch in London, chooses to buy a 

cheese sandwich for £2.00 from the local shop. The crucial point is that he didn‘t have to buy it 

and could have gone to the shop next door – or even to a street five minutes down the road – for 

alternative options, but, for what it was, thought it was a reasonable deal. People have choices 

and suppliers compete for business on price, but also on quality of product, reliability of service, 

trustworthiness and customer service. For this reason we can say that the sandwich market is free; 

that when an exchange takes place between our office worker and shopkeeper, it is voluntary and 

has occurred at an agreed price. In free markets, this price is determined by the choices made by 

numerous people like our office worker, and by the scarcity of the goods or services in question. If 

word gets around that the shop referred to produces the best cheese sandwich in town, demand 

for this shop‘s sandwiches will tend to increase, and prices are likely to rise to dampen this. 

Furthermore, if the weather causes the wheat crop to fail, wheat will become more expensive, 

sandwiches become more expensive to make and prices again will tend to rise. That said, with a 

number of suppliers seeking to win custom by offering people better value for money, and with 

informed purchasers seeking the best deal (in this example hungry people who know what they 

want to eat and what‘s on offer), prices will tend to stay at the lowest possible level consistent 

with suppliers staying in business.  At the other end of the scale (in terms of market 

concentration) is monopoly and central planning. Here, a specific individual, enterprise or 

government has sufficient control over the production and sale of a particular product or service to 

determine significantly the terms on which others have access to it. Prices tend to be fixed 

(because sellers cannot be undercut by competitors), and the exchange between buyers and sellers 

tends to be ‗forced‘ rather than voluntary. If there is only one supplier of cheese sandwiches in 

the country and our office worker wants one, then he must pay whatever price happens to be 

going. Monopoly providers thus have substantial power. In some circumstances – particularly in the 

provision of certain public services – this may be justified on grounds of efficiency, economies of 

scale and collective decisions about the nature of the society we want. Monopolists, such as many 

local hospitals, may very well be motivated by altruism, solidarity and a profound desire to serve 

society. However, without the checks provided by markets, there is also the risk that they become 

captured by sectional interests, greed and the perpetuation of political power. It is to the pros and 

cons of markets and monopoly, competition and central planning, that we now turn, with a 

particular focus on health care.  

The Demand for Health 

 The demand for health is modelled much as the demand for any other commodity. Each 

individual maximizes utility subject to a budget constraint Contrary to the simplest model of 
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demand, health is not a good which can be bought and sold directly. Rather, health is produced 

using inputs in the form of health care. Hence a further constraint on individual utility 

maximization is imposed in the form of a technology for the production of health. Typically this 

technology will depend upon a whole set of a particular individual's characteristics. The model we 

are proposing here is not special to health demand. These models are generally known as 

'household production models' and these have been examined by Becker (1965) and Gorman 

(1959/80) among others. In this more general case a household is thought of as caring about goods 

such as 'meals' into which food, energy and time are inputs. 

 In the context of health, viewing the demand for health as being constrained by a technology 

is useful since it enables one, schematically, to divide the influences into those due to tastes and 

technologies. The latter we have already discussed. By the former we simply mean an individual's 

preferences. This kind ofmodel was analysed in the context of the demand for health and health 

care by Grossman (1972). His analysis considers the dynamics of health care demand, Le. how one 

invests in goods which improve one's health at different points in one's life cycle. He emphasizes 

that the gain from investing in one's health has two components. The first component is the 

consumption gain, i.e. the fact that being healthy enhances most things that one does. The second 

is an investment gain which constitutes a gain in one's lifetime earnings. This model has also been 

applied empirically; most notably by Grossman (1972) and by Wagstaff(1986). 

 Alternatively it may be those who are best informed who are inclined to seek specialist advice 

since they harbour less suspicion about putting themselves into the hands of health professionals. 

In many instances tastes and information are hard to disentangle. Knowing more may change my 

evaluation of an object, thereby changing my tastes. 

 A further important factor determining the interaction between the demand for health and 

health care arises from introducing physicians into the picture. They play an important role in 

providing information and prescribing treatments. In doing so, however, they are constrained by 

technologies and to some degree by tastes. Patients have some say in what types of medical 

treatment they are prepared to submit to. Furthermore, individuals may choose whether or not to 

visit a health facility in the first place. Modelling the interactions between the tastes, technologies 

and professional judgements which result in health care choices is a challenge for economic theory 

at a number of levels.6 First, it seems implausible to model physicians as if they were entirely self-

interested, yet one does not wish either to model them with no self-interest7 One wishes to model 

altruists not angels. Secondly, one has to recognize the 'power' available to physicians from the 

extreme asymmetric information which characterizes their dealings with most patients. Thirdly, 

one wishes to find some role for a patient's tastes. Neither a bargaining approach nor one based 

upon a principal agent8 relationship seems to capture all of the relevant subtleties of the 

physician/ patient interaction, although either might cast some light upon the problem. 

Nevertheless, understanding the effects of medical insurance depends crucially upon obtaining 

some understanding of such interactions.  

 

Health Insurance 

 The main function of an insurance contract is to reduce the risk faced by the person who buys 

it, Such contracts typically operate in terms of an agreement by the insurance company to pay 

something to the insured in the event of a particular outcome, in exchange for the payment of an 

insurance premium. An essential feature of a workable insurance contract is that the outcome 

which triggers the payment be observable to both parties to the contract. In the case of health 
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insurance, the two parties to a contract are the patient and the insurance company, and there are 

two conditions upon which insurance payments can be made to depend; one is the state of health 

and the other is expenditure upon health care. Many insurance contracts also require there to be a 

third party whose role it is to assess whether a particular insurance claim seems reasonable, in the 

light of the state upon which insurance is paid out. In the case of health this would involve an 

insurance claim being assessed by a medically qualified individual with knowledge of the claimant's 

medical condition. For insurance based upon the latter, the role of the insurance assessor may be 

very important. 

 If insurance is written upon an agent's state of health, then an insurance contract typically 

pays a certain amount to the insured if a particular disease is experienced. In effect, the British 

NHS operates on such a basis. There is a payment in kind, in the form of health care which is 

determined as a function of one's health state. For example, if one needs a hip replacement the 

NHS 'pays out' in the form of a hip replacement operation tailored to the needs and particular 

circumstances of the patient in question. Similar contracts are also observed in the USA. The 

Medicare programme has recently instituted a system of Diagnostic Related Groups (DRGs) under 

which a hospital is paid a lump sum depending upon the disease in question and the treatment 

which it requires. Health Maintenance Organizations (HMOs), although forms of private insurance, 

operate in a fashion analogous to the NHS. We shall discuss these and DRGs further below. 

 At this point, it is essential to indicate that the question of what type of insurance system 

should be operated, is quite separate from the question of whether the State should be responsible 

for running the system. In fact, there are two distinct areas in which the role of the State can be 

important. The State may take on the role of insurer or the role of provider of medical care or 

both. However, there is no necessary connection between public provision of health care and 

insurance. It is better to organize the discussion around the structure of insurance contracts rather 

than around public versus private provision. 

 Whilst in theory disease contingent contracts may be first best9 in the economic sense, in 

practice they may fall well short. A major problem is that in practice such contracts cannot 

practically be tailored to meet all individual needs. This has, indeed, been the major source of 

criticism of the DRG system which fails to discriminate between more or less complicated forms of 

disease. An NHS style system, in which payment is in kind, can be more flexible, yet again does 

constrain some aspects of patients' choice. For example, food and other aspects of the 

environment in which one is treated are predetermined. 

 A second type of health insurance contract to which we give consideration bases insurance 

upon reimbursement of health expenditures. Instead of looking behind expenditures to the 

underlying condition for which treatment was received, such contracts reimburse the insured for 

expenditures incurred in the course of receiving treatment This makes use of the fact that health 

expenditures are generally cheaply and easily observable to the patient and to the insurance 

company. This type of contract is often observed in practice: it is still the dominant variety of 

insurance in the US A and in the private sector in the UK. In view of our discussions of sections two 

and three, these contracts are particularly interesting since they tie health insurance directly to 

the demand for health care and hence to the demand for health. 

 In practice such contracts have a simple structure.10 The insured first of all faces a 

deductible, i.e. the first part of any claim is disallowed. After expenditures have exceeded this 

level there is reimbursement at a fixed rate (possibly 100 per cent), up to some upper limit, 

beyond which no coverage is given. A schedule of this form is given in Figure 1. Economic theory 
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suggests that there is no reason why the best contract should be of this form, and there has been 

much discussion of optimal nonlinear insurance schedules.11 In practice the costs of calculating 

such schedules and the paucity of the information upon which such calculations could be based 

mean that economic agents are often most content with a simpler structure. 

 Arrow (1963) has shown that without moral hazard, an optimal insurance contract has an agent 

completely insured above a deductible limit However, deductibles may also serve a role in limiting 

the demand for health care if it is deemed to be excessive, since it discourages repeated visits to a 

physician. The Rand Corporation's health insurance experiment has presented important evidence 

on this issue which is reported in Manning et al. (1987). Deductibles in insurance contracts may 

also be explained by the presence of administrative costs13 in processing insurance claims. Each 

claim has a fixed cost of processing and verifying the claim, i.e. a cost which is independent of the 

magnitude of the claim. Hence very small claims could not profitably be processed by an insurance 

company. With a deductible the size of claims is restricted to a level where all claims exceed their 

fixed administrative cost both types of insurance scheme which we have considered, Le. 

reimbursement insurance and disease contingent insurance, are lacking in an important sense 

when viewed as means of compensation for those who are unhealthy. Both are structured around 

providing support for the cost of medical care. Neither, in practice, provides compensation for the 

fact the illnesses are unpleasant and impose psychic costs. In this sense most forms of health 

insurance that we observe are incomplete contracts. Further aspects of incompleteness derive 

from the fact that other costs of ill-health, such as lost earnings, time spent queuing for treatment 

and travel costs, are not covered In some cases, separate insurances cover these contingencies, for 

example insurance against lost earnings in the event of sickness. However, one's overall impression 

of observed systems of health insurance, whether one looks at public or private insurance 

schemes, is of incomplete coverage against the effects of ill-health. In this paper we shall 

hereafter concentrate upon insurance focused upon coverage of medical expenses. 

 

Health Care Financing Methods  

 The states in most developing countries have been trying to fulfill health care needs of their 

poor population with available budgetary support for health care services. Adequate and 

sustainable financial support is a vital requirement for providing health services with the objective 

of raising the health status of the people. Universal coverage, which is one of the objectives of all 

health care systems, implies equity of access and financial risk protection. It is also based on the 

notion of equity in financing, i.e. that people contribute on the basis of ability to pay rather than 

according to whether they fall ill. It is also important that available financial resources are spent 

efficiently. With growing population, advancing health care technologies and rising costs 

consequent to inflation, even sustaining the existing level of health service provision requires more 

financial resources. Expanding health services to attain universal coverage will inevitably require 

increasing health expenditure further. The most common ways of financing health care are tax-

funding, social health insurance, private health insurance, community-based health insurance and 

out-of-pocket spending (OOPS). Tax-based financing: the money to pay for health services comes 

from general government revenue (sale taxes, income taxes, import/export taxes, etc.) Everyone 

is automatically included and has access to these facilities. 

 Social health insurance: members pay a contribution based on their income to a health 

insurance agency which purchases health services from either public or private facilities. The 

payment is proportional to income, so that within the pool of SHI members, the better-off 
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subsidize lower income groups. Also, the healthy and young subsidize the sick and elderly. To avoid 

a high-risk pool, SHI is usually compulsory.  

 Private health insurance: people by health insurance for themselves from private, for-profit 

insurance companies. These companies pay providers for health services for their members and 

charge premiums from their members according to their health risk status. As a consequence, the 

poor can usually not afford private health insurance. Community-based health insurance (CBHI): 

local insurance schemes raise many from their members to pay for their health services. CBHIs 

show both characteristics of private health insurance and social health insurance, as they are 

usually voluntary, premiums are not risk-rated and schemes are often self-managed. However, in 

poor communities CBHI rarely raise enough fund to provide adequately for health services.  

 Out-of-pocket spending (OOPS): OOPS is not a health financing scheme in itself but rather the 

way money is spent on health in the absence of a system. Here, people by health services straight 

from health providers and pay the full price for the services. OOPS is very problematic as it causes 

people to fall into poverty because of medical expenses. This is called catastrophic expenditures 

because health services can be extremely expensive and because illnesses are unplanned, people 

cannot save (enough) money individually for health services. Wherever OOPS occurs, it should be 

replaced by prepayment mechanism. Following policy guideline, a number of financing reform 

activities had been undertaken in the health sector in many countries. However, much of the 

payment made by the households in time of illness is out of pocket in nature with potential for 

catastrophic spending. Some Health Care System evolves with changing political and administrative 

structure and relative roles played by the key health providers are also changing although the 

Ministry of Health remains the major provider of comprehensive health care. It has a pluralistic 

mix of public and private system both in the financing and provision. The private, for profit, sector 

is mainly providing ambulatory care though some providing institutional care has developed.  

A health system where individuals have to pay out of their own pockets for a substantial part of 

the cost of health services at the moment of seeking treatment clearly restricts access to only 

those who can afford it. The way a health system is financed and organized is a key determinant of 

population health and well-being. Yet in many of the poorest countries, available funds are still 

insufficient to ensure equitable access to basic and essential services. In addition, health financing 

in many setting relies heavily on out-of-pocket payments made directly by patients to providers. 

Lack of ability to pay prevents some people from seeking or continuing care, while some of those 

who do seek care incur catastrophic financial burdens, and some are pushed into poverty as a 

result. Access to affordable and effective health care is a major problem in low and middle income 

countries and out of pocket expenditure for health care a major cause of impoverishment. One 

way to facilitate access and overcome catastrophic expenditure is through a prepayment 

mechanism, whereby risks are shared and financial inputs pooled by way of contributions. There is 

a need to develop the health system looking for equitable utilization of health care services 

including curative services. Placing health equity as the central goal of health system requires 

substantial and coordinated reorientation through re-framing of policy and institutional 

transformation. This in turn requires active management of the policy development and 

implementation process and needs to be based on the wider political and policy commitment to 

social equity through which such action is enabled. A comprehensive study on health financing 

situation in the country answering policy relevant questions on introduction of health insurance 

system in the country is necessary.  
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Universal Health Coverage 

 Universal health care, (also referred to as universal health coverage, universal coverage, and 

universal care or socialized health care) usually refers to a health care system that provides health 

care and financial protection to all citizens of a particular country. It is organized around providing 

a specified package of benefits to all members of a society with the end goal of providing financial 

risk protection, improved access to health services, and improved health outcomes. Universal 

health care is not one-size-fits-all and does not imply coverage for all people for everything. 

Universal health care can be determined by three critical dimensions: who is covered, what 

services are covered, and how much of the cost is covered. It is described by the World Health 

Organization as a situation where citizens can access health services without incurring financial 

hardship. U.N. member states have agreed to work toward worldwide universal health coverage by 

2030. 

 The first move towards a national health insurance system was launched in Germany in 1883, 

with the Sickness Insurance Law. Industrial employers were mandated to provide injury and illness 

insurance for their low-wage workers, and the system was funded and administered by employees 

and employers through "sick funds", which were drawn from deductions in workers' wages and from 

employers' contributions. Other countries soon began to follow suit. In the United Kingdom, the 

National Insurance Act 1911 provided coverage for primary care (but not specialist or hospital 

care) for wage earners, covering about one third of the population. The Russian Empire established 

a similar system in 1912, and other industrialized countries began following suit. By the 1930s, 

similar systems existed in virtually all of Western and Central Europe. Japan introduced an 

employee health insurance law in 1927, expanding further upon it in 1935 and 1940. Following the 

Russian Revolution of 1917, the Soviet Union established a fully public and centralized health care 

system in 1920. However, it was not a truly universal system at that point, as rural residents were 

not covered. 

 In New Zealand, a universal health care system was created in a series of steps, from 1939 to 

1941. In Australia, the state of Queensland introduced a free public hospital system in the 1940s. 

Following World War II, universal health care systems began to be set up around the world. On July 

5, 1948, the United Kingdom launched its universal National Health Service. Universal health care 

was next introduced in the Nordic countries of Sweden (1955), Iceland (1956), Norway (1956), 

Denmark (1961), and Finland (1964). Universal health insurance was then introduced in Japan 

(1961), and in Canada through stages, starting with the province of Saskatchewan in 1962, 

followed by the rest of Canada from 1968 to 1972. The Soviet Union extended universal health care 

to its rural residents in 1969. Italy introduced its Servizio Sanitario Nazionale (National Health 

Service) in 1978. Universal health insurance was implemented in Australia beginning with the 

Medibank system in 1975, which led to universal coverage under the Medicare system, established 

in 1984. 

 From the 1970s to the 2000s, Southern and Western European countries began introducing 

universal coverage, most of them building upon previous health insurance programs to cover the 

whole population. For example, France built upon its 1928 national health insurance system, with 

subsequent legislation covering a larger and larger percentage of the population, until the 

remaining 1% of the population that was uninsured received coverage in 2000.[16][17] In addition, 

universal health coverage was introduced in some Asian countries, including South Korea (1989), 

Taiwan (1995), Israel (1995), and Thailand (2001). 
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 Following the collapse of the Soviet Union, Russia retained and reformed its universal health 

care system,[18] as did other former Soviet nations and Eastern bloc countries. 

 Beyond the 1990s, many countries in Latin America, the Caribbean, Africa, and the Asia-Pacific 

region, including developing countries, took steps to bring their populations under universal health 

coverage, including China which has the largest universal health care system in the world.[19]  

A 2012 study examined progress being made by these countries, focusing on nine in particular: 

Ghana, Rwanda, Nigeria, Mali, Kenya, India, Indonesia, the Philippines, and Vietnam. 

 

International Comparisons of Health Expenditures 

 Comparisons of aggregate health expenditure across different countries have become popular 

over the last three decades as they permit a systematic investigation of the impact of different 

institutional regimes and other explanatory variables. Over the years, several regression analyses 

based on cross-section and panel data have been used to explain the international differences in 

health expenditure. A common result of these studies is that aggregate income appears to be the 

most important factor explaining health expenditure variation between countries and that the size 

of the estimated income elasticity is high and even higher than unity which in that case indicates 

that health care is a ―luxury‖ good. Additional results indicates, for example, that the use of 

primary care ―gatekeepers‖ lowers health expenditure and also that the way of remunerating 

physicians in the ambulatory care sector appears to influence health expenditure; capitation 

systems tend to lead to lower expenditure than fee-for-service systems 

 In the UK expenditure on health comes largely from public funds, with maximum of total 

expenditure on health coming from public expenditure. This is the fifth highest proportion among 

OECD countries and is similar to other northern European countries. In the United States less than 

half of total health expenditure comes from public funds. There is considerable variation across 

the OECD in the public/private breakdown of health expenditure. In Japan, New Zealand and some 

northern European countries, public expenditure accounts for over 80% of the total, while in 

Mexico and the US it is under 50%. In 2008, 82.6% of UK health expenditure was public, the fifth 

highest of the OECD countries and the third highest of the EU 15 countries  

 

Health expenditure 

 In general terms, health expenditure is defined as that which ―through application of medical, 

paramedical, and nursing knowledge and technology‖ aims to: Promote health and prevent 

disease, Cure illness and reduce premature mortality, Care for persons affected by chronic illness 

and disability who require nursing care, Assist patients to die with dignity and Provide and 

administer public health, health programmes and health insurance General public safety measures 

such as technical standards monitoring, food and hygiene control, health research and 

development and road safety are not considered part of expenditure on health.  

Public expenditure on health care 

 Public expenditure on health care is defined as health expenditure incurred by public funds at 

national, regional and local government level. Public capital formation on health includes publicly 

financed investment in health facilities plus capital transfers to the private sector for hospital 

construction and equipment.  

Private expenditure on health care: Private expenditure on health care incorporates any health 

expenditure not classified as public. Private sources of funds include out-of-pocket payments (both 

over the counter and cost sharing), private insurance programmes, charities and occupational 
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health care. In many cases it is not possible to calculate data for each country from individual 

national accounts according to such definitions. Certain elements of health expenditure are 

estimated while some elements of health related expenditure, exempt from the definitions above, 

are included for some countries.  

 
Per capita expenditure  

 Per capita expenditure figures are calculated on a purchasing power parity (PPP) basis, rather 

than using current exchange rates. The PPP rate is where the rate at which the domestic 

purchasing power of currencies are equivalent.  
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Abstract 

 India has the largest tribal population in the 
world. Health is a function not only of medical care 
but also of the overall integrated development of 
society-cultural, economic, education, social and 
political. Kolli hills constitutes of 38678 populations 
as per government census. Tribal women have the 
twin responsibilities of household management and 
supplementing family income through labor for 
wages. Health is a much important aspect to the 
tribal community. This has to be considered and 
given due attention. Perspective to health status is 
highly influenced by socio-cultural beliefs and 
practices various problems faced by them are heavy 
workload, irregular payment, and lack of maternity 
health problems and absence of crèche facilities for 
children in their work places. Women‟s income in 
poverty groups is critical for household survival. A 
large number of the women, like their men folk 
depend on daily wages earned in agricultural 
operations. Low wages lead to ineptness. They 
continue to depend on the land owners for 

employment and loans. Their dependence on 
agriculture makes the landlords utilize the services 
of all members of the family. Hence the female 
laborers become the victims of economic 
exploitation. The problems of health of women are 
they have no education qualification. So, education 
level improvement in tribal areas is automatically 
the awareness of health is also improved in tribal 
women‟s in India. Now many female farmers show 
great interest in growing traditional crops. Several 
of problems arises in climate changes, rainfall, 
water resources and availability of loan that the 
main problems of female farmers. This trend of 
cultivating traditional crops on commercial basis is 
also found even in Pachai hills and Shevaroy hills. 
Pepper, Coffee and Cardamom are crops grown in 
Shevaroy hills. Turmeric, Sugarcane and Betel nuts 
are crops grown in Kalvarayan hills.  
Keywords: Tribal women, Census, Health, 
Maternity, Workload Female  

  

Introduction 

 Women are the nerve center of the family. They are the first educators and weavers of the 

fabric of national integration and harbingers of harmony in the nation. Women being the chief 

health care providers take care of the family and community as a whole, the health problems of 

women should be identified both in qualitative and quantitative terms. The tribal women are 

weaker sections of the society who have lagged behind in all fields. They are integral part of our 

civilization, yet they mark distinct difference from the main stream population in terms of 

resisting change. Tribal women face a number of risks of ill health including high rates of poverty, 

illiteracy, and harsh living environments, high rates of smoking and alcohol use and poor access to 

health care. They are deprived of educational, economic, political and legal rights.Tribal 

communities in India are economically and socially backward and mostly live in forests and hilly 

terrains isolated from the other elite communities. They have their own way of living and different 

socio-cultural and eco-geographical settings. Lack of proper education and health facilities, faulty 

feeding habits, certain irrational belief systems and special tribal chores are likely to aggravate 

their health and nutritional status. 

 Kolli Hills is situated on Eastern Ghats at an altitude of 1200 metersin Namakkal District and is 

45 km from Namakkal town. The hill is known for medicinal herbs and plants that grow in 

abundance on their slopes. The Aropaleswarar Temple, the Horticulture farm, the herbal farm, 
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agaya Gangai waterfalls, boat house, peryaswamy temple, Ettukai Amman Temple, Pineapple 

farms, viewpoint, and the telescope house are the places to visit for the interested tourist. 

Attukalkilangu soap and raw was sold in this hills. The valvil ori festival is organized there every 

during the month of august The tribal women people have been continued to low status and are 

often physically and socially isolated instead of being absorbed in the mainstream population. It is 

well understood that malnutrition and related health problems are some of the most important 

issues facing the country socially marginalized groups like tribal people; tribal women and children 

in particular, in many states are the worst victims of this problem. Tribal women being the most 

vulnerable section, full prey to various levels of exploitation and discrimination from the rest of 

the society. The health facilities is importance one of the identified as contributing to livelihoods. 

Health care is one of the most important of all human endeavors to improve the quality of life 

especially of the tribal peoples. 

 
Theoretical Background of the Study  

Health 

 Health is a prerequisite for human development and is an essential component for the 

wellbeing of the mankind. The common beliefs, customs, practices related to health and disease in 

turn influence the health of the human beings. Health can be regarded as a state of mental, social 

and economic well-beingand not the mere absence of dis-ease. Health is a function, not only of 

medical care, but also of the overall integrated development of society - cultural, economic, 

educational, social and political. Therefore to have sound health, the other depending factors are 

also to be looked into. Despite remarkable world-wide progress in the field of diagnostics and 

curative and preventive health, still there are people living in isolation in natural and unpolluted 

surroundings far away from civilization with their traditional values, customs, beliefs and myth 

intact. They are commonly known as "tribals",it is fascinating that tribal in India constitute 104.28 

million, as per 2011 census which is about 8.61% of the total population of India. There are some 

communities among tribal who have been designated as 'primitive'based on pre-agricultural level 

of technology, low level of literacy, stagnant or diminishing population size, relative seclusion 

(isolation) from the main stream of population, economic and educational backwardness, extreme 

poverty, dwelling in remote inaccessible hilly terrains, maintenance of constant touch with the 

natural environment, and unaffected by the developmental process undergoing in India. If general 

health of an average non-tribal Indian is inferior to the Western and even many Asian 

counterparts, the health of anaverage Indian tribal is found to be much poorer compared to the 

non-tribal counterpart. The health status of tribal populations is very poor and worst of primitive. 

 
Related Literature 

 Swaleha Sindhi (2012) tribal development in India has been a success as the primitive 

societies living in remote rural areas are now educating their children and living in desirable 

standards. It is interesting to note that apart from several governmental efforts, the contributions 

of non-governmental organizations in providing training and development in different sectors of 

economy especially the tribal population. ERT India group initiated a survey as a part of the ERT 

International project to study the opportunities and avenues for the people living in remote tribal 

villages to acquire essential knowledge and skills for their livelihood. The project also focused on 

various skill development programs, especially for women. This paper discusses training as well as 

skills development in tribal women of Gujarat, India. The training and skill development among 
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women would be mainly pertaining to farm forestry, papad making, sewing, cooking, sanitary pads 

making and so on. Women in tribal India often face abusive situations related to domestic 

violence, physical and mental torture, wife-beating, sexual abuse, and so forth. It is also realized 

that women face resistance in participating in training programmers due to sharing of 

responsibilities at family level. They also face barriers due to bias and discriminatory behavior 

common in society. Arrangements are made by the government and NGO‘S toencourage women to 

form self-help groups and seek answers to their own problems. The paper brings out the cases of 

under-represented women who are successful in empowering themselves by making use of 

education and training. It reviews vocational and skill based training among the women of several 

tribal villages in Gujarat. Sachana et al., (2015) this research has been done on the basis of 

qualitative and quantitative data collected from primary sources and discussed livelihood issues of 

tribal women in Attappadi in a descriptive manner. Tribal women being the most vulnerable and 

deprived section, fall prey to various levels of exploitation and discrimination by the rest of the 

society. The very working of the development paradigm, by uprooting them from their niche, 

language, modes of understanding, livelihood etc., prove to be against their interests. Tribal 

women in the state of Kerala have usually enjoyed a higher social status in their own communities 

than Indian women in general. But the entry of non-tribal to tribal regions and niche brought 

several changes in their life. The perceptions on livelihood issues based on importance were 

different for tribal women and the non-tribal respondents in the study. The major livelihood issues 

faced by the tribal women were poverty, alcoholism, and inadequacy of food as per nutritional 

requirements, wild animal menace in agricultural lands, lack of electricity connectivity, and 

addiction to narcotics. Bose et al., (2006) Schedule tribe populations continue to carry high 

burdens of diseases of the poor‟, namely under nutrition and infectious diseases. High levels of 

chronic under nutrition have been observed among child and adult populations Micronutrient 

malnutrition is also a major problem among Scheduled Tribes, including anemia and iodine 

deficiency disorders (Ghosh et al, 2003). A study on nutritional status of tribal women in Bihar 

Statement of the Problem 

 The Kolli hills haveonly two health center that areGovernment upgraded primary health center 

in Semmedu and Vazhavanthi Nadu. It has 14 panchayat villages. There are no facilities for higher 

studies in kolli hills. It has a Government ITI only for tribes. So there is no awareness about health 

problem. Mostly the tribal women of Kollihills suffer from their ill-health because of their lack of 

education. They work as bees. If they suffer from any sever disease, they have to come down to 

plains. The major livelihood issues faced by the Kolli hills tribal women were poverty, inadequacy 

of food as per nutrition requirements, lack of electricity connectivity and additional narcotics and 

the any bank and other many activities no chance in tribal women and Karavallai is the center 

point of agricultural marketing activities that is main problems of once intermediate is included in 

the transaction so farmer is affected in fair prices is not given that situation. Above the main 

problems in kolli hills related problems in current situation that is my study is focused. In addition, 

communicable diseases such as tuberculosis, malaria, and STDs are major public health problems. 

Some tribal groups are also at high risk for sickle cell anemia. Generally tribal diets are seen to be 

deficient in protein, iron, iodine, and vitaminsthe most common health problem among tribal 

women.  

Agricultural Issues  

 Many are not ready to cultivate pepper because of this late yield. On contract basis, farmers 

get money from the agents of tapioca merchants. As a result, the farmers do not get any desirable 
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profit. Further the fluctuations found in the market also affect the farmers. But now many farmers 

show great interest in growing traditional crops. Persons living in and around Kalvarayan hills also 

show interest in the emergence of the new trend. This trend of cultivating traditional crops on 

commercial basis is also found even in Pachai hills and Shevaroy hills. Pepper, Coffee and 

Cardamom are crops grown in Shevaroy hills. Turmeric, Sugarcane and Betel nuts are crops grown 

in Kalvarayan hills. Growing tapioca is found in Pachai hills and Kalvarayan hill regions but not in 

Shevaroy hills. 

Objective 

 To study the problems of tribal women in kolli hills, Namakkal 

 To assess the impact of health and nutrition education on the knowledge, attitude and 

practices of tribal women. 

 Several of problems arises in climate changes, rainfall, water resources and availability of loan 

that the main problems in female farmers.  

Importance of the Study 

 Women in tribal societies are an integral part of the day to day activities and have equal 

responsibilities with their men. Along with domestic activities they perform many other activities 

thereby contributing towards the general well-being of their families. However due to seclusion 

from general masses, they remained backward is certain respects. In order to bring their closer to 

modern world, government frames and implements many programs for their development. But due 

to illiteracy, economic backwardness and back of the communication most of them remained 

awareness of these schemes. Women constitute nearly half of the total population and if this 

population is not empowered, there cannot be a holistic development of a nation. Women in tribal 

areas are considered less informative about the world but they play a vital role in their 

community. The researches want to study the status of women in kolli hills to analyze whether 

there is any change dye to the modern technology intrusion into the tribal areas and due to the 

implementation of various programs in the tribal areas. Tribal is considered secluded from the 

general masses more the tribal women. The researchers are keen on studying the status of tribal 

women to examine how the grass root economy has changed and what impact has it made to their 

lives and their culture. More than 300 people from tribal communities including women, who are 

living in the foothills of Kolli hills, staged a demonstration on the premises of the forest range 

office in Rasipuram.  

Tribal Health Culture 

 The culture of community determines the health behaviour of the community in general and 

individual members in particular. The health behaviour of the individual is closely linked to the 

way he or she perceives various health problems; what they actually mean to him or her, on the 

one hand, and on the other his or her access to various relevant institutions. Since the beginning of 

the civilization, mankind has always been able to find some medicines in the nature. The early 

healing treatments were derived from the surrounding environment of the human, who were forest 

dwellers. They made use of plants, animals and other substances naturally available to them to 

treat illness. Complex health care system of the simple societies evolved based on deep 

observation of the nature and environment.  

 The medical system in simple societies is structured on the lines of herbal and psychometric 

treatment. The healing practices include a touch of mysticism, supernatural and magic, resulting 

specific magic-religious rites etc. Faith healing has always been a part of the traditional treatment 

in the Tribal Health Care System, which can be equated with rapport or confidence building in the 
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modern treatment procedure. In most of tribal communities, there is folklore associated with 

health beliefs. The health culture of a community does not change so easily with changes in the 

access to various health services. Hence, it is required to change the health services to conform to 

health culture of tribal communities for optimal utilization of health services.  

Disease Burden among the Tribal Women‘s 

 The health and nutrition problems of the vast tribal population of Indian are as varied as the 

tribal groups themselves who present a bewildering diversity and variety in the socio-cultural and 

ecological settings. Women health among tribal is a grossly neglected concept. Almost all tribal 

women follow unhygienic practices as far their maternal health is concerned. Nutritional anemia is 

a major problem for women in India and more so in the rural and tribal belt. This is particularly 

serious in view of the fact that both rural and tribal women have heavy workload and anemia has 

pro effect on psychological and physical health. Maternal malnutrition is quite common among the 

tribal women especially those who have many pregnancies too closely spaced. Child bearing 

imposes additional health needs and problems on women physically, psychologically and socially. 

Conclusion 

 Strengthen health infrastructure in the tribal region to provide regular supply of standard 

medical facility. All services promised as per norms have to be delivered. This should be the first 

priority. At the moment there are severe shortages of manpower and supplies in the tribal areas. 

There is also a need to change norms regarding opening of new PGCs, and staffing keeping in view 

the remoteness and population density of tribal villages. Though economics plays an important 

role, for not allowing those to pursue higher studious, many who failed in 10th standard and 12th 

standard do not have any facility available for them to continue, their studious in tribal child. The 

problems of health of women are they have no education qualification. So, education level 

improvement in tribal areas is automatically the awareness of health is also improved in tribal 

women‘s in India But now many female farmers show great interest in growing traditional crops. 

Persons living in and around Kalvarayan hills also show interest in the emergence of the new trend. 

This trend of cultivating traditional crops on commercial basis is also found even in Pachai hills and 

Shevaroy hills. Pepper, Coffee and Cardamom are crops grown in Shevaroy hills. Turmeric, 

Sugarcane and Betel nuts are crops grown in Kalvarayan hills.  
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Abstract 

 Multi- Sensory marketing is based on the idea 
that consumers position the products in their mind 
and are most likely to form, retain and revisit 
memory when all their five senses are engaged 
during the process of buying products or services. 
This marketing strategy appeals to multiple senses 
and the efforts are multiplied, creating powerful 
brands with lasting consumer connections. The role 
of digital technologies affect, extend and redefine 
the human body and its senses to position the 

product in the minds of consumers. The 
characteristics of these technologies are the way 
they affect the unified body and address the 
multiple senses at once. By going beyond the 
traditional marketing media of only sight and sound, 
brands are now taking advantage of all other senses 
to establish a stronger and longer-lasting emotional 
connection with consumers. 
Keywords: Multi Sensory Marketing, Emotions, 
Digital Technology, Positioning.  

 

Introduction 

 To reach the ultimate consumers rises in the traditional media, competition for securing their 

attention increases likewise. Brands are struggling to compete in today‘s crowded marketplace; 

strategic use of sensory information can provide a critical advantage. Sensory marketing strategy 

appeals to multiple senses, efforts are multiplied, creating powerful brands with lasting consumer 

connections. According to Lindstrom by using all the five senses ―a total sensory experience would 

at least double, if not triple, the consumer‘s ability to memorize the brand‖. Motive of sensory 

marketing is to find ways to employ all consumer senses to strengthen the brand experience. 

Mostly marketers and consumers, the affectivity, perception and pleasure are more important than 

the price, since many products are now precisely similar: they have to be differentiated and the 

manufacture has to create a competitive edge for their success from their competitors in the 

buzzword market. 

 Sensory marketing is based on the idea that human beings most likely to retain and revisit a 

memory when all five senses (taste, smell, sight, sound and touch) are engaged. Keeping 

marketing in perspective, marketers started using these human instincts as a tactic and then 

position the product in an effective manner to sell their products or services by creating such an 

environment that appeals to senses at the point of sale. The digital technologies affect, extend 

and redefine the human body and its senses to position the product in the minds of consumers. The 

characteristics of these technologies are the way they affect the unified body and address the 

multiple senses at once. We live an era which is surrounded by multiple technologies, and which 

even penetrates then a human body to react. The changing modes of perception in the digital age, 

the human senses incorporate the body into the processes of perception. Kotler (1973) defined the 

atmosphere of point of sale as ―the creation of a consumption environment that produces specific 

emotional effects on the person, like pleasure or excitation that can increase his possibility of 
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buying‖. He considered the creation of this atmosphere as the most important strategic way of 

positioning and differentiation for retailers.  

 
Literature Review 

 Peck and Childers discovered that individuals differ in their ―need for touch‖ (NFT), which is 

―preference and motivation for gleaning information through touch‖. The authors presented NFT 

as a mixture of two underlying dimensions: instrumental and auto-telic. Instrumental 

characteristics could be explained as the belief that only through the tactile inspection, we may 

know if the product is good enough to be bought, and therefore it is motivation driven. On the 

other hand, the auto-telic dimension of the NFT expresses the idea of touching the object for fun, 

arousal, sensory stimulation and enjoyment, therefore is hedonic driven. Peck and Childers 

discovered that NFT had an influence on the impulse purchasing behaviour, customers‘ inclination 

to purchase in the spontaneous and unexplained manner in such a way that individuals with higher 

NFT results purchased more impulsively than the respondents with low NFT results. When 

customers of the supermarket were encouraged to touch the products through the presence of the 

sign Telling ―feel The freshness‖, both high and low auto-telic shoppers bought more impulsively 

than when no sign was displayed. 

 Areni and Kim in their study on shopping comportment in a wine store discovered that classical 

music produced a higher level of sales than ―top-forty‖ music. Classical music led customers to buy 

more expensive items. The sense of sound positioned the store to increase the sales. Crowley and 

Henderson subjects did not remain in the scented store longer than in the unscented environment; 

however, their perception of the time spent was shorter. Participants will express as well stronger 

intentions to visit the store in the future when the scent was present. Creusen and Schoormans the 

way the product looks like first of all serves as the communication of an aesthetic product value. If 

there are many products with similar properties and price, consumers will choose the one that 

aesthetically appeal to them most. Beside it, as product development and marketing functions are 

requiring new methods and tools to understand both products and consumers, the input of Sensory 

Science has expanded significantly beyond the ―product development phase‖. From the inception 

of an idea through in-market maintenance of product quality, the sensory professional can act as a 

strategic business partner by providing unbiased data to aid in corporate decision-making. 

 

Significance of the Study 

 As brands and products struggle to compete in today‘s competition, strategic use of sensory 

information can provide a critical advantage to sustain their market for a longer period of time. 

Before using the strategy of the sense for positioning their brands and products it‘s helpful for 

marketers if they have an idea about the impact of the sensory aspects of the brand on the 

customer. So, this paper would give an idea to provide a view to marketers as they can decide to 

incorporate sensory marketing strategy and the role of digital technology development in their 

products and services for having a competitive edge over their massive competitors in the market 

portfolio.  

 

Impact of Senses on Consumers 

 Sensory marketing, the thought that brands should engage consumers on a variety of touch 

points and it is hardly new to the market. Apparently, senses play a very imperative role in our 

experience, choices of brand/products. However, sensory components play a great role in building 

a relationship of the consumer with the product. The sensory stimulation not only attracts 
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consumer choice but also helps make a distinction from product to others. These get attached in 

our sensory memory and finally become a part of the decision-making process and bring a way 

towards future brand building for a product. 

 On the other hand digital technologies have changed the way of communication between the 

consumers, it started from print, media and it‘s developed into 3D and 4D effects that have 

changed the positioning for multiple products and has created a perception about the product 

differentiation in the market. When the mind cannot be separated the features of the product 

from one and another and all our thought and perception about different product are similar 

subjective perception, then the question of inter subjectivity seems become the problematic for 

consumers as well as for marketers to differentiate the products. Digital technologies are 

increasingly centred in our life style for buying decision, from touch screens and other haptic 

interfaces involve a bodily interaction and the development of 3D effect. 

 Sight (Visual): From the era of advertising, our sight is most responsive sense to the 

environment, the most importance on visual factors such as colour and shape while buying 

products. Our first impressions within 90 seconds of the initial viewing and that impression are 

mainly based on colour alone. Colour of products can increase brand recognition while shopping for 

the products in the market. According to research ads in colour are read more than the same ads 

in black and white. White is the basic colour, White Sign of purity, cleanness and coolness. For 

instance, in a restaurant, white is used everywhere the customer expects for cleanness like plates 

and other materials. In packaging process, black is a symbol of quality and sobriety, the darkest 

colour, black is exclusively used to create a very specific environment. Market researchers have 

also determined that colour affects shopping habits and buying preference for any products. With 

our sight we notice and recognize shapes and colours really fast, but we can‘t experience a brand 

only by looking at it, at least not at its full potential. 

 Sound (Auditory): Human-beings are naturally sensitive to sounds and also it has been proven 

that sound evokes certain memories and experiences. Then, music has been introduced, in 

commercials with the apparition of TV spots as in the point of sales. Today all the ads has the 

background music that attracts the consumers to see the ads for any sort of brand. Usually, many 

restaurants plays soft and slow music and its creates the ambience for people to feel relax, and to 

enjoy their meals. Audio way of positioning is a new branch that relates to sensory marketing 

through sounds. Sound designers are developing audio identities for brand and that involves: audio 

logo, brand theme, sound space, and brand voice. The sound of a steady heartbeat, a piano, a 

breath was chosen as most convenient sounds for an Audi audio branding. Mercedes Benz formed a 

team to get the most appealing sound of a closing car door. 

 Smell (Olfactory): Scientific studies have shown that 75 % of our emotions are generated by 

the smell. Humans are able to distinguish over 10,000 that are being transmitted to our olfactory 

system in the brain where it is closely tied to memory, mood, stress and concentration. Our sense 

of smell has been proven as most impressionable and responsive of our five senses, while it invokes 

memories and appeals directly to feelings without being filtered and analysed by the brain. 

Mahagony wood, motor oil and the smell of leather were used and combined to recreate the 

unique smell of the 1965 Silver Cloud Rolls Royce interior. Now every Rolls Royce leaving the 

factory is equipped with a diffuser in the underside of the car‘s seat to convey this unique 

luxurious identity of the brand. Starbucks is one of the companies that are well aware of the 

power of sensory branding. Through their characteristic cozy interiors, nice Barristas and of course 

the smell and taste of fresh grinded coffee they occupy all of our senses. They even stopped 
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serving breakfasts because the smell of the eggs interfered with the smell of the fresh grinded 

coffee. 

 Taste (Gustative): People can sense 5 basic tastes bitter, sour, umami (savoury, or meaty), 

salty and sweet. The taste is the sense that fuses all different senses together to create a holistic 

brand experience, but is also linked to emotional states, so it can alter mood and brand 

perception. Most famous campaign that included cake was to advertise it as tasty, so they decided 

to bake a life-sized cake that looked like Skoda. They hired the best chocolatiers, bakers and 

bricklayers construct and bake the car, and filmed the whole process. According to Skoda, in the 

first week of the campaign, the visits to car dealerships went up by 160 percent. 

 Touch (Tactile): Our skin has more than 4,000,000 sensory receptors that can be easily 

manipulated through materials, weight, softness and comfort of the product. Haptics refers to the 

sense of touch (comes from the Greek word haptikos that means ―I fasten onto, I touch‖). Today 

haptics is mostly considered as a tactile feedback technology which takes advantage of the sense 

of touch by applying forces, vibrations, or motions to the user (examples in user-interface design 

and product design). Haptics also plays a great role when it comes to packaging design, or even in 

some advertising campaigns. Packaging it means form, material, size; weight can give a huge 

impact on our brand positioning and awareness about the products. It is a perfect way for getting 

close to consumer‘s unconsciousness, their perceptions, feelings and tastes.  

 

Conclusion  

 Sensory marketing will persist since senses can affect the marketing of products in many ways; 

for instance sense can be used as a symbol (Ferrari‘s red color car). In fact, sensory aspects of 

products affect us in ways we had never imagined. Another sensorial way to increase product 

appeal is by merely emphasizing the existing sensorial aspect of a product. Anyway, only recently, 

marketing experts have pointed out their attention actively looking at it sensory aspects of 

products. Sensory marketing is a powerful item that, once stimulated, can orientate the consumer 

choice, the word sensory means relating to sensation or the senses, and the word sensual is similar 

in meaning, relating to a gratification of the senses as is the word sensuous; feel and other sensory 

perceptions affect what we like and what we buy. 
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Abstract 

 Consumer behaviour is seen to involve a 
complicated mental process as well as physical 
activity (purchase decision). It is the body of 
knowledge which studies various aspects of purchase 
and consumption of products and services by 
individuals with various social and psychological 
variables. The aim of this study is to know who buys 
where, what, when and how, which is important in 

marketing research. The study is done also to 
concentrate on three attributes mean visit 
frequency, time spent in stores and average amount 
spent which influences the shopping behaviour of a 
consumer. 
Keywords: Home Appliances, Hypermarkets, 
Purchase satisfaction, Loyalty. 

 

Introduction 

 Marketing has always been about getting the right product at the right place in the right 

quantities for the right price. Customers are more informed, less brand loyal, and highly value-

driven. There are unlimited channels for the customers to buy their product at different price, but 

at the same time, choice for customers means greater complexity for marketers. Customers 

purchase their products based on their life style and attitude. So we can anticipate changing 

demands, channel preferences, and price elasticity to stock and promote the right products 

through the right channels at the right price. Customer data can be collected both internal and 

external to the organization, and across different channels. Data blending and advanced analytics 

helps you access and combine all types of disparate customer and transactional data in your 

organization with third-party demographic, attitudinal, and other market-specific data to get the 

insight need—when need it. 

 

Literature Review 

 The three main types of shopping behaviours are price consciousness, hedonism and price 

quality consciousness[6], [7]. Studies of customer behaviour in retail stores usually deal with 

1. Identification of customers. 

2. Their buying behaviour patterns. 

The aim of such studies is to know who buys where, what, when and how, which is important in 

marketing research. A knowledge of customer behaviour must precede any consideration of the 

reasons for the behaviour. Buyer Behaviour is defined as the process and activities people engage 

in when searching for, selecting, purchasing, using, evaluating and disposing of products and 

services so as to satisfy their needs and desires. The activities directly involved in obtaining, 

consuming and disposing of products and services, including the decision processes that precede 

and follow these actions.Consumer Behaviour reflects the totality of consumers decisions with 

respect to the acquisition, consumption, services, time and ideas by (human) decision making 
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units. The field of consumer behaviour is the broad study of individuals, groups or organisations 

and the process they use to select secure and dispose of products, services, experiences or ideas 

to satisfy needs and the impacts that these processes have on the consumer and society. 

Objective 

 To study about various attributes of consumer shopping behaviour in a mall. 

Methodology 

 The consumer behaviour can be determined with the survey taken with the help of 

questionnaire. The reliability test of the questionnaire can be found out through Cronbach 

equation. Then the results can be confirmed with the help of T-test, normality test, correlation, 

factor analysis through Varimax rotation and regression analysis and then by plotting a 3-D graph.  

Formulation of Questionnaire 

 The questionnaire was formulated with addition of 15 likert scale questions and 10 choice 

based questions.There were around 30 respondents for the questionnaire administered  

Survey Segment 

 The survey was taken from women of different ages from 18-35 and we have recorded 30 

responses. 

SPSS Package 

 SPSS Statistics is a software package used for logical batched and non-batched statistical 

analysis. The software name originally stood for Statistical Package for the Social Sciences (SPSS), 

reflecting the original market, although the software is now popular in other fields as well, 

including the health sciences and marketing. In addition to statistical analysis, data management 

and data documentation features of the base software. 

Reliability Test 

 The questionnaire for the 

project has been tested with 

reliability statistical test. 

Cronbach's alpha is a measure of 

internal consistency, that is, 

howclosely related a set of items are as a group. It is considered to be a measure of scale 

reliability. A high value for alpha does not imply that the measure is unidimensional. The indicator 

of reliability of the instrument (questionnaire) is proved reliable with Cronbach Alpha value of 

0.527. Statistically, the values of Cronbach Alpha which is more than 0.5 considered as reliable. 

 

  KMO and Bartlett's Test for data adequacy Test 

 The ―Kaiser-Meyer-Olkin 

Measure of Sampling Adequacy‖ 

value of shown as 0.522 in this 

KMO and Bartlett's Test for data 

adequacy test. The KMO value 

(minimum) of 0.500 indicates the adequacy of data. But this test result indicates that the data is 

adequate level. 

Normality Test 

 A normality test is a statistical process used to determine if a sample or any group of data 

fits a standard normal distribution. In statistics, normality tests are used to determine if a data 

setbis well modeled by a normal distribution and to compute how likely it is for a random 

 Cronbach's Alpha Based on  

Cronbach's Alpha Standardized Items N of Items 

   

.527 .553 22 

   

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .522 

Bartlett's 
Test of Sphericity 

Approx. 
Chi-Square 

170.669 

 Df 105 

 Sig. .000 

https://en.wikipedia.org/wiki/Computer_program
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Statistical_analysis
https://en.wikipedia.org/wiki/Health_sciences
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variable underlying the data's set to be normally distributed.The collected data is considered to 

be normal (i.e follows normal distribution) if the ‗z‘value is should between - 1.96 to + 1.96. The 

‗z‘value can be calculated by two ways as 

1. The z value = skewness / std. Error of skewness 

2. The z value = kurtosis / std. Error of kurtosis 

 Totally 25 research questions are considered for questionnaire and data of only 7 questions are 

not fall under normal distribution. The calculation of ―z Value‘ is listed in the following table. The 

questions which are not have normally distributed data: 

1. Types of Clothes 

2. Maintenance and Cleanliness Attribute 

3. Systematic Arrangement Attribute 

4. Collections and Choices Attribute 

5. Fashion Update Attribute 

6. Shopping Experience Attribute 

7. Store's Location 

Correlation Analysis 

 The Pearson product-moment correlation coefficient (Pearson‘s correlation, for short) is a 

measure of the strength and direction of association that exists between two variables measured 

on at least an interval scale. A Pearson‘s correlation attempts to draw a line of best fit through 

the data of two variables, and the Pearson correlation coefficient, r, indicates how far away all 

these data points are from this line of best fit (i.e., how well the data points fit this model/line of 

best fit). Correlation analysis has been carried out between variables (elements). Few of the 

correlation analysis are listed below. 

Correlation between ‗Visit Frequency‘ and ‗Average Purchase Amount‘ 

As the significance is 0.300 which is less than 

0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident 

value of 0.100 indicates that there very small 

level of positive correlation between ‗Visit 

Frequency‘ and ‗Average Purchase Amount‘ 

(Positive correlation value set to be from -1.001 

to +1.000) 

 

Correlation between ‗Time spent in Stores‘ and ‗Average Purchase Amount‘ 

As the significance is 0.178 less than 0.500, 

the result is considered to be statistically 

significant. The Pearson Correlation confident 

value of 0.175 indicates that there very small 

level positive correlation between ‗Time spent 

in Stores and ‗Average Purchase Amount‘ 

(Positive correlation value set to be from -1.001 

to +1.000) 

 

Correlation between ‗Store Selection‘ and ‗Types of Clothes‘ 

 As the significance is 0.267 which is less than 0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident value of - 0.118 indicates that there very small level 

   Average 

  Visit Purchase 

  Frequency Amount 

    

Visit  
Frequency 

Pearson 1 .100 

 Correlation   

 Sig. (1-tailed)  .300 

 N 30 30 

    

   Average 

  Time spent Purchase 

  in Stores Amount 

    

Time spent in  
Stores 

Pearson 1 .175 

 Correlation   

 Sig. (1-tailed)  .178 

 N 30 30 
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of positive correlation between Store Selection‘ and ‗Types of Clothes‘‘ (Negative correlation 

value set to be from -1.001 to +1.000) 

Correlation between ‗Store Selection‘ and ‗Factors for Purchase‘ 

 As the significance is 0.337 which is less than 0.500, the result is considered to be statistically 

significant. The Pearson Correlation confident value of - 0.080 indicates that there very small level 

of positive correlation between Store Selection‘ and ‗Factors for Purchase‘ (Negative correlation 

value set to be from -1.001 to +1.000) 

T-TEST 

 SPSS independent samples t-test is a procedure for testing whether the means in two 

populations on one metric variable are equal. The two populations are identified in the sample by 

a dichotomous variable. These two groups of cases are considered ―independent samples‖ because 

none of the cases belong to both groups simultaneously; that is, the samples don't overlap. 

‗T -Test‘ (one sample) for Shopping Companion: 

 Hypothesis: Null hypothesis (H0): There is no significant relation between Shopping 

Companion and buying behaviour 

 Alternate hypothesis (H1): There is significant relation between ShoppingCompanion and 

buying behaviour 

One-Sample Test 

 Test Value = 0 

T Df 
Sig. 

(2 tailed) 

Mean 

Difference 

95% Confidence Interval  

of the Difference 

Lower Upper 

Shopping Companion 13.106 29 .000 2.567 2.17 2.97 

 The significace value is 0.000 which is less than 0.500, the ‗T-Test‘ carries out isstatistical 

significant. The calculated‗t value‘ is 13.106 for 95% Confidence Interval. The Table value of‗t 

value‘ for the 29 degrees of freedom (df) is 1.699. 

 If the t calculated < t Table value, then accept Null Hypothesis (H0) 

 If the t calculated > t Table value, then reject Null Hypothesis (H0)  Accept Alternate 

Hypothesis (H1) 

 From the above one sample test results, it is inferred that 

 The t calculated (13.106) > t Table value(1.699), so reject Null Hypothesis (H0)  Accept 

Alternate Hypothesis (H1) 

 It is concluded that there is a relationship between the buying behavior andshopping 

companion. 

‗T-Test‘ (one sample) for Purchase Influencer  

Hypothesis: Null Hypothesis (H0): There is no significant relation between Purchase Influencer 

Alternate Hypothesis (H1): There is significant relation between Purchase Influencer  
One-Sample Test 

Test Value = 0 

  95% Confidence Interval of the Difference 

 
T Df 

Sig. 
(2-tailed) 

Mean Difference Lower Upper 

Purchase Influencer 15.903 29 .000 2.500 2.18 2.82 

  

 The significance value is 0.000 which is less than 0.500, the ‗T-Test‘ carries out is statistical 

significant. The calculated ‗t value‘ is 13.106 for 95% Confidence Interval. The Table value of‗t 

value‘ for the 29 degrees of freedom (df) is 1.699. If the t calculated < t Table value, then accept 

https://www.spss-tutorials.com/measurement-levels/#metric
https://www.spss-tutorials.com/what-is-a-dichotomous-variable/
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Null Hypothesis (H0). If the t calculated > t Table value, then reject Null Hypothesis (H0)  Accept 

Alternate Hypothesis (H1). From the above one sample test results, it is inferred that the t 

calculated (15.106) > t Table value (1.699), so reject Null Hypothesis (H0) Accept Alternate 

Hypothesis (H1). It is concluded that there is a relationship between the buying behaviour 

andshopping companion. 

Regression analysis 8. Result for consumer behaviour 

Regression Analysis 

 Linear regression is the next step up 

after correlation. It is used when we want 

to predict the value of a variable based on 

the value of another variable. The variable 

we want to predict is called the dependent 

variable (or sometimes, the outcome 

variable). The variable we are using to 

predict the other variable's value is called the independent variable (or sometimes, the predictor 

variable). Multiple regression is an extension of simple linear regression. It is used when we want 

to predict the value of a variable based on the value of two or more other variables. The variable 

we want to predict is called the dependent variable (or sometimes, the outcome, target or 

criterion variable). The variables we are using to predict the 

value of the dependent variable are called the independent 

variables (or sometimes, the predictor, explanatory or 

regressor variables.  

 The chart above depicts the relationship between 

frequency of visit, time spent in stores and average purchase 

amount by the customer. Y axis represemts the visit 

frequency X1 axis represents the time spent in stores and X2 

represents in average purchase amount. For less frequency, 

the amount of time spent in stores is higher and the average 

purchase amount decreases. For high frequency, the average 

time spent by customer decreases and the purchase amount increases. This shows the inverse 

relationship between mean frequency and time spent in stores. This shows the direct relationship 

between mean frequency and average purchase amount 

Conclusion 

 Future research can be extended to other areas like impulse buying and customer shopping 

attitude. Further studies can be extended to other metros like Coimbatore, Chennai and bigger 

retail shops in Malls too. 
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Model 
Unstandardized Coefficients 

B Std. Error 

(Constant) 2.292 1.144 

Store Selection -.093 .186 

Visit Frequency .096 .166 

Shopping Occasion .096 .161 

Time spent in Stores .056 .202 

Shopping Companion .143 .153 

 
Fig. 4 Graphical Representation for Consumer Behaviour 
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Abstract 

 Increasing awareness towards the ecological 
issues has created a change in consumer attitudes 
towards green regime. In the present era of 
globalization, the business sector is also abusing the 
potential in building green products to meet the 
customer satisfaction. The Green Marketing 
emphasis on production and selling of eco-friendly 
products to protect and maintain the ecological 
balance. This paper provides a brief review on 

ecological issues and identifies the consumer‟s 
awareness towards the environmental problems and 
green practices. This paper mainly focus on need and 
importance of green marketing. It explores the main 
issues in adoption of green marketing products and 
practices.  
Keywords: Green Marketing, Consumer Satisfaction, 
Environmental Problems, Consumer Perception, 
Sustainable Development 

 

Introduction 

 According to the American Marketing Association, green marketing is the marketing of products 

that are presumed to be environmentally safe. Thus green marketing incorporates a wide range of 

activities such as product modification, changes to the production process, including modification 

in packaging process that happens in a less detrimental manner to the environment with growing 

awareness about the implications of global warming, non-biodegradable solid waste, harmful 

impact of pollutants etc., both marketers and consumers are becoming increasingly sensitive to 

the need for switch into green products and services. Many people believe that green marketing 

refers solely to the promotion and advertising of products with environmental characteristics. 

Green marketing is also called environmental marketing/ecological marketing. As resources are 

limited and human wants are unlimited, it is important for the marketers to utilize the resources 

efficiently without waste as well as to achieve the organization's objective. So green marketing is 

inevitable. As a result of this, green marketing has emerged with more effect towards the growing 

market for sustainable and socially responsible products and services. Thus, it has gained more 

importance to satisfy the needs of consumers and earn better profits.  

 The green movement has been expanding rapidly in the world. With regards to this consumers 

are taking responsibility and doing the right things. Consumer awareness and motivation continue 

to drive change in the marketplace, notably through the introduction of more eco-friendly 

products. Now, it has moved from a trend to a way of doing business and businesses that sell 

should recognise the value of going green and incorporating this message into their marketing 

program and communicating the green concept to their consumers. The growing consumer 

awareness about the origin of products and the concern over impending global environmental 

crisis. Studies on the consumption of environmentally sustainable products have demonstrated that 

perceived product performance is a significant barrier to their selection.  
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This paper is mainly examined on issues and consumers awareness as well as their exposure to 

influences and shape their behaviour and perceptions of product performance, with a particular 

focus on the influential role of green marketing.  

 
Literature Review 

 Many investigations have looked into how we can help to protect the environment. There is a 

significant relationship between demographic characteristics, cognitive psychology, personality 

and attitude and activities that help to protect the environment. Pickett et al. (1994), evaluated 

the effect of these factors, the results showed that the influence of psychological and social 

factors are more powerful than demographic factors on consumer‘s green behaviour. In addition, 

they believe that by affecting these factors, people show different behaviour, and therefore have 

a positive effect on developing marketing strategies [2].  

 Hart (1997) discussed as of present day scenario, Green marketing have been accepted by 

many companies and obtained awareness about their responsibility not to harm the environment. 

So, products and production processes become cleaner and more companies ―go green‟, because 

they realize that they can reduce pollution and increase profits at the same time [3]. 

 Kilbourne, W.E. (1998) discussed the failure of green marketing to move beyond the limitations 

of the prevailing paradigm. The author identified areas that must be examined for their effect in 

the marketing/environment relationship, namely economic, political and technological dimensions 

of the cultural frame of reference [6]. Prothero, A. (1998) introduced several papers discussed in 

the July 1998 issue of 'Journal of Marketing Management' focusing on green marketing. This 

included a citation of the need to review existing literature on green marketing, an empirical 

study of United States and Australian marketing managers, a description of what a green alliance 

look like in practice in Great Britain, ecotourism and definitions of green marketing [7]. Alston and 

Prince Roberts (1999) found, in their research on environmental strategy and new product 

development, that there was a willingness to pay slightly more for environmental improvement.  

 Prothero, A. & Fitchett, J.A. (2000) argued that greater ecological enlightenment can be 

secured through capitalism by using the characteristics of commodity culture to further progress 

environmental goals. Marketing not only has the potential to contribute to the establishment of 

more sustainable forms of society but, as a principle agent in the operation and proliferation of 

commodity discourse, also has a considerable responsibility to do so. Cronin, J.J., Brady, M.K., 

Hult, T.M.G. (2000), discussed the importance of assessing the effects of quality, value, and 

customer satisfaction on consumer behavioral intentions in service encounters [1]. 

 According to Tjärnemo (2001), as business activities caused many of the environmental 

problems in the past and still do, there is increasing recognition that business is vital in the 

process of a more ecological sustainable society. Companies, especially multinationals, play an 

essential role in the world economy, and they have also the resources and capacity to put 

ecological solutions into practice. Oyewole, P. (2001) in his paper presented a conceptual link 

among green marketing, environmental justice, and industrial ecology. It argues for greater 

awareness of environmental justice in the practice for green marketing. A research agenda is 

finally suggested to determine consumer's awareness of environmental justice, and their 

willingness to bear the costs associated with it. Baumann, H., Boons, F., Bragd, A. (2002), Product 

design constitutes an active interface between demand (consumers) and supply (manufactures). 
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Karna, J., Hansen, E. & Juslin, H. (2003) interpreted that proactive marketers are the most 

genuine group in implementing environmental marketing voluntarily and seeking competitive 

advantage through environmental friendliness [9]. The results also give evidence that green values, 

environmental marketing strategies, structures and functions are logically connected to each other 

as hypothesized according to the model of environmental marketing used to guide this study. 

However, Driessen (2005) in his research on green product innovation strategy found, in order to 

maintain a competitive advantage, an optimum level of greenness needs to be identified between 

innovation performance and greenness, thus avoiding merely capturing the niche green market. 

So, if the market for environmentally sustainable products is to become main stream, it is 

important to look at what factors influence the consumer‘s selection process. 

 According to Grant (2007), Green marketing is a creative opportunity to innovate in ways that 

make a difference and at the same time achieve business success. Green Marketing begins with 

‗green design‘. Thus from the literature survey, green marketing is an overall judgment on 

satisfaction, based on the assumption that satisfaction is the outcome of service quality. Yudelson, 

J. (2013) has discussed the importance of marketing green building design for sustainable 

development.  

 
Evolution & Impacts of Green Marketing 

 The evolution of green marketing consists of three phases. Phase I involves "Ecological" Green 

Marketing lasted from the 1960s into the early 1970s focuses on reducing Environmental Problems 

& providing Remedies. It mainly concentrates on external problems of the environment, such as air 

pollution. Phase II involves "Environmental" Green Marketing which began in the late 80s focuses on 

innovations through Clean Technology. It mainly concentrates on new concepts, such as clean 

technology, sustainability, consumer and competitive advantage emerged. The significant 

difference between the Phase I and Phase II was that the Phase I was focused on effective 

industries on the environment, but Phase II deals with environmental marketing, included all 

services and manufacturing methods, such as tourism. Finally, Phase III involves "Sustainable" 

Green Marketing: focus on preservation of Environment through Sustainable Development. It 

mainly focuses on Sustainable development, in the area of marketing science, made a great impact 

on the economy. 

 Cooper (2000), Defining environmentally sustainable products is complex. In a strict sense, 

there is no such thing as a truly sustainable or green product, as all products we buy, own, use and 

discard in our everyday lives will have negative environmental impacts at some stage in their 

lifecycles [5]. However, products can be classified according to the scale of these impacts, and a 

quality threshold can be drawn. If a product has a low environmental impact, it is regarded as an 

environmentally sustainable product. In consideration to this paper, sustainable products are those 

products which should be readily available for purchase and include those supplied by companies 

with a reputation for reducing environmental impacts from their manufacturing processes. 

Thus, the characteristics of green marketing can be measured by the following terms: 

• Products those are originally grown 

• Products those are recyclable, reusable and biodegradable 

• Products with natural ingredients 

• Products containing recycled contents, non-toxic chemical 

• Products contents under approved chemical 

• Products that do not harm or pollute the environment 
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• Products that will not be tested on animals 

 Products that have eco-friendly packaging i.e. reusable, refillable containers etc. 

 Green marketing affects positively the health of people and the ecological environment. 

People are now aware of pure products and pure methods of producing, using, and disposing the 

products. Green marketing also encourages the integrated efforts for purity in production and 

consumption as well.  

The impacts of green marketing towards sustainable development improves: 

1. Consumer beliefs and attitudes on green products.  

2. Consumer awareness on the availability of environmentally friendly products.  

3. The influence of marketing efforts put by marketers with reference to Consumers. 

The following are the witness of impacts of green marketing:  

1. Now, people are reducing their use of plastics and plastic-based products. 

2. Worldwide efforts to recycle wastes of consumer and industrial products.  

3. Increased consumption of herbal products instead of processed products.  

4. Increasing use of bio-fertilizers (made of agro-wastes and wormy-composed) instead of 

chemical fertilizers (i.e. organic farming), and minimum use of pesticides. 

5. Recommending use of leaves instead of plastic pieces; jute and cloth bags instead of plastic 

carrying bags.  

6. Global restrictions on production and use of harmful weapons, atomic tests, etc. Various 

organizations of several countries have formulated provisions for protecting ecological 

balance.  

7. More emphasis on social and environmental accountability of producers.  

8. Strict legal provisions for restricting duplication or adulteration. 

9. Declaration of 5th June as the World Environment Day.  

10. Imposing strict norms for pollution control. Consideration of pollution control efforts and eco-

technology in awarding IS), ISO 9000, or ISO 14000 certificates and other awards.  

11. Establishing several national and international agencies to monitor efforts and activities of 

business firms in relation pollution control and production of eco-friendly products. 

 The potential objective of green marketing is formation of new categories which combines 

green with some strong attribute such as: 

 Green + convenience -- With our busy lives, convenience is sought out. 

 Green + highest performance -- Spend even more to make your green product the premium 

category. 

 Green + costs savings -- Consumers like to save money. Energy saving products made inroads. 

 Green + feel-good -- Most consumers are not just self-centered. They want to put some green 

into their life, if easy. 

 While looking through the literature there are several suggested reasons for firms increased 

use of Green Marketing as discussed:  

 Social Responsibility: Many companies have started realizing that they must behave in an 

environment friendly fashion. They believe both in achieving environmental objectives as well as 

profit related objectives respecting the principle of Extended Producer Responsibility (EPR). 

 Opportunity: In India, around 25% of the consumers prefer environment friendly products, and 

around 28% may be considered health conscious. Therefore, green marketers have diversified to 

fairly sizeable segment of consumers to cater to. 



Vol.5      Special Issue 4   March 2018            ISSN: 2321 - 4643 

 

 

187 | P a g e  Shanlax International Journal of Management 

 

 Governmental Pressure: Various regulations are framed by the government to protect 

consumers and the society at large. The Indian government too has developed a framework of 

legislations to reduce the production of harmful goods and by-products. These reduce the 

industry's production and consumer‗s consumption of harmful goods, including those detrimental to 

the environment; for example, the ban of plastic bags, prohibition of smoking in public areas, etc. 

 Competitive Pressure: Another major force in the environmental marketing area has been 

firms' desire to maintain their competitive position. In many cases firms observe competitors 

promoting their environmental behaviors and attempt to emulate this behavior. In some instances 

this competitive pressure has caused an entire industry to modify and thus reduce its detrimental 

environmental behavior.  

 Cost Reduction: Reduction of harmful waste may lead to substantial cost savings. Sometimes, 

many firms develop a symbiotic relationship whereby the waste generated by one company is used 

by another as a cost-effective raw material. 

 
Green Marketing Tools for Sustainable Development 

 The different types of Green marketing tools are eco-label, eco-brand and environmental 

advertisement, will make perception easier and increase awareness of green products attributes 

and characteristics. The consequence of these tools will direct consumers into purchasing 

environmental friendly products. Applying these policy tools plays an essential role in altering 

consumer purchasing behavior to buy environmental friendly products, therefore, reducing the 

negative impact of synthetic products on the environment. 

 The significant green marketing tools used is the eco-label on environmentally friendly 

products. Environmental labels are used by marketing to promote the identification of green 

products. The significant factor motivating consumers to change actual purchase behavior to buy 

eco-friendly products is emotional brand benefits. Knowing about consumers, brand purchase 

decisions are very important for marketers and market researchers. This effect is known as brand 

equity. Brand equity can be defined as data that has different effects on consumer response to the 

marketing. Green brands that generally focus on the environment should be used to highlight the 

status of green products. In parallel with improving green movements worldwide and with 

increasing public attention to environmental problems, most organizations have chosen 

environmental advertisements through the media or newspapers, as a method of introducing their 

products to environmentally responsible consumers. The objective of green advertisements was 

influencing consumers‘ purchase behavior by encouraging them to buy products that do not harm 

the environment and direct their attention to the positive consequences of their purchase 

behavior. Consumer purchasing behavior is defined as the final consumer behavior during the 

purchase. Consumer behavior perception and ―knowing customers‖ is not so simple. Sometimes 

customers express their needs and desires, but do so in different ways. They may be unaware of 

their inner motivations or react to the affecting factors and at the last moment will change their 

opinion. Nevertheless, members of marketing should survey their customer needs, their receiving 

subjective, and their buying and purchasing behavior. 

 The comparison of traditional and green marketing is given in Table.1. 

Table 1 Traditional Marketing Vs Green Marketing 

Traditional Marketing Green Marketing 

Customer satisfaction  Customer Satisfaction 

Organizational Goals Organizational Goals to meet ecosystem compatibility 
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Fragmented Thinking Integrated Thinking 

Use planning to minimize cost of local 

waste disposal 

Use life cycle assessment and environmental audits to minimize and 

redirect waste management 

Reactive approach to waste 

management 

Proactive approach to waste management 

Total quality management Total quality environmental management 

Focus on industrial functions Focus on industrial processes 

 Although a large number of firms are practicing green marketing, it is not an easy job as there 

are a number of problems which need to be addressed while implementing Green marketing. The 

major challenges which Green marketing have to be faced are:  

1. New Concept-Indian literate and urban consumer is getting more aware about the merits of 

Green products. But it is still a new concept for the masses. The consumer needs to be 

educated and made aware of the environmental threats. The new green movements need to 

reach the masses and that will take a lot of time and effort.  

2. Convincing customers-The customers may not believe in the firm‗s strategy of Green 

marketing, the firm therefore should ensure that they undertake all possible measures to 

convince the customer about their green product, the best possible option is by implementing 

Eco-labeling schemes. Sometimes the customers may also not be willing to pay the extra price 

for the products.  

3. Cost Factor- Green marketing involves marketing of green products/services, green 

technology, green power/energy for which a lot of money has to be spent on R&D programs for 

their development and subsequent promotional programs which ultimately may lead to 

increased costs.  

4.  Non Cooperation- The firms practicing Green marketing have to strive hard in convincing the 

stakeholders and many a times it may fail to convince them about the long term benefits of 

Green marketing as compared to short term expenses. 

5.  Sustainability- Initially the profits are very low since renewable and recyclable products and 

green technologies are more expensive. Green marketing will be successful only in long run. 

Hence the business needs to plan for long term rather than short term strategy and prepare for 

the same, at the same time it should avoid falling into lure of unethical practices to make 

profits in short term.  

 
Discussions 

 Green marketing is still in its infancy and a lot of research is to be done on green marketing to 

fully explore its potential. There are some suggestion that an organizations should implement for 

catering challenges of green marketing and successful exploitation of green marketing. Consumer 

needs to be made more aware about the merits of Green products. The consumer needs to be 

educated and made aware of the environmental threats. It should be made sure that the consumer 

is aware of and concerned about the issues that your product attempts to address. Green 

Marketing campaign and green advertising is good step toward it. Consumers must be motivated to 

switch brands or even pay a premium for the greener alternative. 

 There is now a real sense that environmental protection is highly necessary. Everyone believes 

a green life is a better and healthier life for present and future generation. Most consumers‘ 

spending pattern shows that they have a desire for brands that ‗go green‘. Make sure that 

consumer feel that they can make a difference. Consumers are motivated to buy from companies 

that are eco-friendly in the production. When a company display‘s the green logo on their product, 
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it shows that their product or services stands out from the crowd and this gives them a competitive 

edge. 

 It is not enough for a company to green its products, consumers expect the products at they 

purchase pocket friendly and also to help reduce the environmental impact in their own lives too. 

Effective green marketing targeted at the right audience will make a difference.  

 

Conclusion 

 Not all consumers are strongly influenced by green marketing. Thus, there is a need to identify 

and concentrate promotion of goods on those market targets that are environmentally concerned. 

Green marketing is a tool for protecting the environment for the future generation. it has a 

positive impact on environmental safety. Because of the growing concern of environmental 

protection, there is an emergence of a new market which is the green market. 
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Abstract 

 Technology is been a blessing of this 21st 
century, technology has reached in every nook and 
corned where in our day to day life we come across 
various forms of process sequence which has 
transformed our life into a real life heaven. In this 
order we are going to have a broad view on the topic 
VIRTUAL REALITY AND AUGMENTED REALITY and its 
Future Scope of Business Opportunities and 
Challenges.Just few years back VR and AR where 
something belongs to a science function but now its 
have transformed itself in various fields like 
military, real estate, construction, interior 
designing, gaming, education, hospital, automobile 
etc. Virtual Reality is an artificial environment 
which is been created with the help of computer 
software where a person gets an experience of real 

lifetime environment. Augmented Reality is 
integration of digital information in real life 
situation. It creates a augmented reality in existing 
environment and overlays new information on top of 
it. 
 World tends to be more advance and futuristic 
with the help of VR and AR,In military they use VR 
for practical learning session and how to solve real 
life situation in war field. In education students get 
a broad view of learning students will have a real 
time experience of what they learn in theory. AR 
plays a vital role in interior designing of 
constructions. Similarly this application has a great 
impact in the development of business. And it is 
evident that adaptation of these applications will 
lead to digitalized transformation in business.   

 

Introduction 

 In this modern era there are numerous technology that has given a drastic change in how we 

live our day to day life.Imagine that you are able to see, smell, touch and feel a particular 

experience without even moving out from your home. This has come to realitywith the help of 

VIRTUAL REALITY AND AUGMENTED REALITY .First virtual reality was composed in the year 1992 for 

the purpose of ensuring safety in construction site. Then it was again redesigned in year 1994 and 

some more features were added in 1995. It was first utilized in integrated structural, architectural 

and mechanical building database are been combined with the engineering which helped in 

ensuring proper safety measurement provided in the work place. Augmented reality was developed 

as a concept in the year 1968 in Sutherland, which was again tried to be practicalized in the year 

1992. And with the constant efforts in the year 1995 they brought the term augmented reality to 

refer to the enrichment of the real world with the complementary virtual world, it created theat 

most physical environment with the visual based information. 

 

Concepts OF AR & VR 

 In the recent past technology was not so affordable were it was a dream to use augmented 

reality in different fields. But today it is been more flexible and feasible were ,augmented reality 

has come a long way from science fiction concept to a science based reality were the cost has 

drastically changed than before and the knowledge in these kind of technology has grown, the 
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design for AR&VR is now an option for all shapes and sizes of UX designers .AR is the view of the 

real physical world in which the elements are enhanced by computer-generated inputs which as 

the composition of visual effects, sound effects and more.  

 Virtual reality is a Computer generated stimulations of a three dimensional imaging the real 

life environment that can be interrelated with the real life situation by a physical way of using 

special gadgets such as helmet with the screen inside or gloves fitted with sensor. 

 

Literature Review 

 Virtual Reality for Interior Design-International Journal of Research in Advent Technology, 

Vol.2, No.3 the author have briefed that, how an features of Virtual and Augmented reality has 

influenced the development of designers in interior designing. Leticia LafuenteLópez in the article 

Virtual Reality and Augmented Reality explains that how these technologies may fit into the 

academic repertoire of teachers. Studies have reported increasedstudent motion, collaborations 

and knowledge constructions and enhanced classroom practices. 

 

Dimenions OF AR& VR 

Interior Designing in Constructon 

 Visualize, how the past generation had done their renovation and relocation of articles 

andattributes of properties, which had consumed more of their time, money and energy. At 

present with these AUGMENTED AND VIRTUAL REALITY we are able to have a ease in renovation 

and interior designing.Now after seeing how Augmented Reality is helping in our day to day life, 

let us discuss more about the operations of AR&VR in real life situations. With the help of these 

new inventions we are able to function more efficiently.We carry phone and other gadgets where 

we have a facility of installing the specialized apps for having an AR&VR field in our room, by just 

using our personalized gadgets, an application know us Canvas helps the user to have a 3D CADD 

view with the help of STRUCTURAL SENSOR fitted in our gadgets. 

 This structure sensor will take a deepscan of our room within the help of high level sensor 

scanning which will retrieve data and will give you a 3D CADD view of a particular space and will 

help us to work on all queries and other problems related to placement of things or space 

arrangement or usage of available space in an effective manner .These complex activities are 

simplified using AR with our day to day gadgets. Thanks to these app(CANVAS) which as reduced 

our complexities in effective working. 

 Now we have a perception of how AR is been useful in renovations were tablet camera and 

phones of the prospective buyer has been able to visualize the different furniture pieces before 

they make a purchase decision , let us now move to the next sector and find out how AR is 

utilized.In an assembly line were operation manager would decide on the installation of new 

machinery, facility, plant into a position, were he would have doubt that so and so machinery will 

be able to fit in and there is no ideal time after installations. These queries can be easily handled 

by the tool AGUMENTED REALITY. 

Features 

• It helpsto gain the customer satisfaction and provides the best service. 

• Helps to try out new forms of renovations. 

• Helps in making quick decisions on effective utilization. 

• It gives the real time experience to the customers. 

• AR & VR avoid the wastage of time and man power. 

https://elearningindustry.com/elearning-authors/leticia-lafuente-lopez
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Role of ar&vr in primary and secondary education in world wide 

 Imagine, If you can visit a amazon forest or can travel in a Nile river path or a stay in the 

Egyptian temple these spots can be recreated in a 3D environment so that it is possible to walk 

through it been without leaving the classroom . It gives a real time experience and extraordinary 

learning session even without leaving the room you can be surrounded with the natural 

environment of those locations which gives you the feel the temperature and odors.You get these 

heart beating moments in the middle of the classroom.....These are some of real life examples 

which turns the learning more realistic and practical. Virtual reality first aimed on fields like film 

industries for special effects and on gaming but today we begin to use AR& VR in the field of 

education which gives the life time experience for the students to acquire knowledge through 

AR&VR. It gives a way to immersive learning provided by 360 degree video shot or created 3D 

immersive environment.  

 A World project was created by―Inmedia studios‖ were they implemented the method of 

immersive learning were a student can immerse themselves in a pyramid environment to learn 

about the architecture. A teacher activates the scenarios that a student will see through virtual 

reality glasses. There is no requirement for any books or materials for this type of learning and a 

teacher knows about every students activity where a teacher can monitor of what appears on the 

screen. You can ask them what animal are vertebrates and invertebrates then the children should 

point them by looking at them. By the end of this session the teacher must come to know that who 

said the correct answer and one who says the wrong one. There is also another type of technology 

were we have prototype model or a type of telephone booth model which will help us in addition 

to travelling to different virtual reality scenarios. It gives an experience of heat or cold, which will 

give you a real life experience, it also emits odors, for examples, there is an experience in an 

buffet were you are been served a coffee and you can smell it. 

 

3D Virtual Reality Cabin 

 Though the virtual reality glasses gives you a real time experience,this 3D virtual reality cabin 

will give you a 7D form of experience while using it, where 3D virtual reality cabin will show us 

that we are into the same motion which appears on the virtual reality cabin. For example , 

nowadays we use this technologies in various fields of learning it is even being used in driving 

schools were a separate simulative cabin is been used were a person is put to drive a car in a 

virtual reality surroundings . 

 
Control and Feedback 

 One of the most interesting field were AR&VR is used in education ,were the content should be 

relevant so that it does not goes out of the topic because when we edit the paper we only knew 

the digitalized content given by the teachers and told to the students .Were digitalized content 

will show the most viewed exercise so that it will represent the traceability which will reflect on 

what exercise are done, what exercise have not done ,which exercise is been repeated, which 

exercise are not made, what content can be viewed. This will give us a reality time and immediate 

feedback. 

 

Advantages 

1. AR&VR will give you a real time experience. 

2. It will give you more of practical knowledge. 
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3. It also helps students to interpret themselves into the content which will enhance their 

knowledge. 

4. It reduces the usage of books were the old syllabus is comprised into digitalized content. 

5. We reduce cost of mobility where we come across various location just by sitting in the 

classroom itself. 

 

Common Benefit of AR & VR 

1. It improves the quality of the content and noticeable technology for increased consumer 

nitration and retention. 

2. AR&VR stimulates customer buying behavior. 

3. AR is a strong tool for viral marketing which creates brand awareness via social shares. 

4. It creates a connect link between the user and the published content. 

5. It improves flexibility by reducing language barrier. 

6. We can extract a detail about the customer behavior through AR&VR. 

7. It reduce the cost of mobility. 

 
Conclusion 

 Augmented reality and virtual reality are quite old to the market were it was depicted in 

movies such as matrix in 90‘s. But this concept was not used effectively in the earlier stages, but 

at present major tech companies had took major interest in AR&VR were this been considered as 

an valuable assets for marketing and to attract customers.AR&VR can reshape and disrupt existing 

market and business models. VR &AR has given tremendous changes in the field of marketing how 

is that we can use AR&VR in sales promotional activities which can give the customera overall 

unique experience in shopping and which has attracted more new customers into their products. 

AR&VR has also served more different fields where they give some magic which turns the overall 

operation of a production, marketing, construction, education etc. where these areas have 

become more advance and equipped with a magic wand know as AR& VR. 
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Abstract 

 It‟s been more than four months since the Indian 
government broke the news of demonetization to its 
citizens. After some initial jitters, the country has 
started to adopt the alternative solution – digital 
payments. While many people have been using the 
digital payment methods, even before on 
demonetization, the count has significantly 
increased in the recent four months. This 

digitization of payments across the country – 
irrespective of whether the transactions happen in 
rural or urban areas – looks promising. With new 
incentives from the government for people adopting 
digital payments, the dream of the digital economy 
in India is not very far. 
Keywords: Digital India, Technology Transformation, 
Indian Economy.  

 

Introduction 

 Coined in 1995, digital economy is a term that merely refers to a country‘s economy that‘s 

based on digital payment technologies. Digital economy completely changes the way people have 

been doing business for years now. With the evolution of the internet in the past 2-3 decades, the 

digital economy has been growing profusely across various countries. The digital economy, apart 

from making transactions and payments easier, is expected to create new market growth 

opportunities and jobs. Some experts even anticipate that the digital economy will become the 

most significant business opportunity in the next few years. 

 

India and digital economy 

 India comprises of 15 per cent of the world population, and with a growth rate of 7 to 8 per 

cent, India can very well become the second largest economy by 2030. To achieve this, the 

government considers the digital economy as the primary growth enabler. 

 

How will government benefit from digital economy? 

 By implementing digital payment methods, like Digital Point of Sale (Digital POS), Unified 

Payments Interface (UPI), mobile wallets, Mobile Point of Sale (mPOS), etc., our country is moving 

towards creating a digital economy that will benefit the people and the government in various 

ways. Some of the primary advantages that government witnesses from the digital economy are: 

 

Removal of Black Economy 

 When the transactions are made digitally, they can be easily monitored. Any payment made by 

any customer to any merchant will be recorded. This way, there will be no means for illegal 

transactions to occur. By restricting the cash-based transactions and using only digital payments, 

the government can efficiently expel the black economy. 

 

http://bijlipay.co.in/blog/five-ways-digital-economy-benefits-government/bijlipay.co.in/digital-pos.php
http://bijlipay.co.in/blog/five-ways-digital-economy-benefits-government/bijlipay.co.in/digital-pos.php
http://bijlipay.co.in/blog/five-ways-digital-economy-benefits-government/bijlipay.co.in/digital-pos.php
http://bijlipay.co.in/blog/five-ways-digital-economy-benefits-government/bijlipay.co.in/digital-pos.php
http://bijlipay.co.in/mobile-POS.php
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Increase in Revenues 

 This is one of the most obvious and common benefits of the digital economy. When the 

transactions are digitized, monitoring sales and taxes becomes convenient. Since each transaction 

is recorded, the customers will get a bill for their purchase, and the merchants are bound to pay 

the sales tax to the government. This, in turn, increases the revenue of the government – thus 

resulting in the growth of the overall financial status of the country. 

 

Empowerment to People 

 One of the biggest advantages of moving towards digital economy is that it gives an 

empowerment to the citizens. When the payments move digital, each and every individual is 

bound to have a bank account, a mobile phone, etc. This way, the government can easily transfer 

the subsidies directly to Aadhaar-linked bank accounts of people. In short, people no longer have 

to wait to receive the incentives and subsidies that they are bound to receive from the 

government. This feature is already in place in most cities. One example of that would be the LPG 

subsidy that the government gives to the common people. This subsidy payment is done, via bank 

transfers these days. 

 
Paves the way to e-governance 

 The quicker, safer, and more efficient alternative to traditional governance, e-governance will 

be the ultimate outcome of the digital economy. From the birth certificate to death certificate, 

everything is available online – thus it is convenient for people to access the information they need 

on the go. Digital economy will definitely pave a way to e-governance, where delivery of all 

government services would be done electronically. 

 

Creation of new jobs 

 The digital economy has a lot of potentials to enhance job opportunities in new markets as 

well as increasing employment opportunities in some of the existing occupations in the 

government. This way, the unemployment rate in the country is bound to decrease How the 

success of Digital India program can benefit the world 

 What if India had not invented the zero? Perhaps computers would not have seen the light of 

the day and the world would not be connected through information technology. With the Digital 

India program, India may have an opportunity to inspire and transform the world yet again. Sixty 

years ago, South Korea decided to change itself in a similar fashion in what is now known as ‗The 

Miracle on the Han River‘.  

 The transformational change has been a result of next generation corporations adopting 

technology and staying invested in innovations across the spectrum Industries, built over 50 years, 

have helped South Korea sustain its leadership position across the world. Technology has been the 

foundation of this growth. From being the poorest country among all UN members in 1961 with a 

per-capita income of $79, South Korea has grown into a developed nation with a per-capita income 

of $33,629.35 (December 2014). 

 The Digital India program has been launched with an aim of transforming the country into a 

digitally empowered society and knowledge economy. The Digital India would ensure that 

Government services are available to citizens electronically. It would also bring in public 

accountability through the mandated delivery of government services electronically; a Unique ID 
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and e-Pramaan based on authentic and standard based interoperable and integrated government 

applications and data basis. 

Nine Pillars of Digital India 

 Digital Locker System aims to minimize the usage of physical documents and enable sharing of 

e-documents across agencies. The sharing of the e-documents will be done through registered 

repositories thereby ensuring the authenticity of the documents online. 

 MyGov.in has been implemented as a platform for citizen engagement in governance, through 

a ―Discuss‖, ―Do‖ and ―Disseminate‖ approach. The mobile App for MyGov would bring these 

features to users of a mobile phone. 

 The Swachh Bharat Mission (SBM) Mobile app would be used by people and Government 

organizations for achieving the goals of the Swachh Bharat Mission. 

 ESign framework would allow citizens to digitally sign a document online using Aadhaar 

authentication. 

 The Online Registration System (ORS) under the e-Hospital application has been introduced. 

This application provides important services such as online registration, payment of fees and 

appointment, online diagnostic reports, enquiring availability of blood online etc. 

 National Scholarships Portal is a one stop solution for end to end scholarship process right 

from submission of student application, verification, sanction and disbursal to end beneficiary for 

all the scholarships provided by the Government of India. 

 Digitize India Platform (DIP) for large scale digitization of records in the country that would 

facilitate efficient delivery of services to the citizens. 

 
Highlights of the progress in Digital India 

• More than 12,000 rural post office branches have been linked digitally and soon payment 

banking would also become a reality for them. 

• The government also plans to make ‗digital village‘ across the country, by linking all schemes 

with technology. The ‗digital village‘ would be powered by LED lighting, solar energy, skill 

development centers and e-services like e-education and e-health. 

• Electronic transactions related to e-governance projects in the country have almost doubled in 

2015, owing to the Digital India Program. According to government website electronic 

transaction aggregation and analysis layer (eTaal), 3.53 billion transactions took place in 2014, 

which almost doubled in 2015 to 6.95 billion.  

• The progressive policies and aggressive focus on ‗Make in India‘ have played a significant role 

in the resurgence of the electronics manufacturing sector. 

 

Proposed Impact of Digital India 

Economic Impact 

 As per the World Bank report, a 10% increase in mobile and broadband penetration increases 

the per capita GDP by 0.81% and 1.38% respectively in the developing countries. India is the 2nd 

largest telecom market in the world with 915 million wireless subscribers and world‘s 3rd largest 

Internet market with almost 259 million broadband users.  

 

Social Impact 

 Social sectors, such as education, healthcare, and banking are unable to reach out to the 

citizens due to obstructions and limitations such as middleman, illiteracy, ignorance, poverty, lack 

of funds, information and investments. These challenges have led to an imbalanced growth in the 
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rural and urban areas with marked differences in the economic and social status of the people in 

these areas.  

 

Environmental impact 

 The next generation technologies will help in lowering the carbon footprint by reducing fuel 

consumption, waste management, greener workplaces and thus leading to a greener ecosystem. 

The ICT sector helps in efficient management and usage of scarce and non-renewable resources. 

 
Conclusion 

 A digitally connected India can help in improving social and economic condition of people 

through development of non-agricultural economic activities apart from providing access to 

education, health and financial services. However, it is important to note that ICT alone cannot 

directly lead to overall development of the nation. The overall growth and development can be 

realized through supporting and enhancing elements such as literacy, basic infrastructure, overall 

business environment, regulatory environment, etc. 
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Abstract 

 Training is essential because technology is 
developing at a fast rate. The objective of the 
health care policies process and programmes for the 
delivery of training is to achieve its HRD strategies 
by ensuring the availability of skilled and competent 
employees to meet its present and future 
requirements. Training & Development is essential 
to remove performance deficiencies. There are two 
ways in which T&D influences performance. Training 
and development in the health care industry is an 
ongoing process. The importance of an ongoing 
education cannot be overestimated. Education is 
necessary, as the health care industry grows so does 

the specialization of the different parts of the 
industry. A persons need for education does not stop 
at the diploma. Because the health care industry is 
constantly evolving the training and development of 
the health care workers must be ongoing. The health 
care professional must keep up with the times. 
Health care workers must have a career development 
plan for the future. To understand the effectiveness 
of training the organization must be able to measure 
the knowledge of the employee and the training 
process. 
Keywords: Health Care, Effective Training, Hospital 
Industry, Working Employees 

 

Introduction  

 Training is said to be the acquisition of knowledge, skills, and competencies. It has specific 

goals of improving one‘s knowledge, skills, capacity, capability, performance and productivity. 

Observers of labour market have said that, the initial entry level qualifications for a work need to 

be upgraded and the skills updated, periodically, systematically and continuously. Vigorous 

training and development should be carried out in the organization. Training and development is 

an important branch of Human Resource Management function. It is said that Training & 

Development is the one single entity of Human Resource Management that leads to optimum 

utilization of all the resources of the firm. Traditionally, in the science of Economics, these 

resources were called Land, Labour and Capital. Now, we would add, at least, Machines and 

Methods. Thus, the skills utilized by the human resource of the firm can result in increase of 

output and quality at the company. Training & Development improves efficiency, enhances morale 

of employees, brings about better human relations, helps in reduction of supervision, retains down 

organizational liability & pushes up Organizational flexibility (Ganesh, M. et al., 2015). 

 Training of employees in hospitals is getting to be among the main considerations in the 

hospital operations. In addition, accentuations expanded because of the progressions into various 

areas of operation, new hypotheses and innovation. Through training, public and private hospitals 

have weighed and motivated themselves to prepare strategies and directions.  

 Training is a legitimate obligation to each hospital in the public service. Each hospital ought to 

be in charge of training and development of employees. The motivation behind creating and 

keeping up employee's skills in the hospitals necessitate, training programs as indicated by their 

human asset programs. Above all, and moreover, training has become mandatory with the 

emphasis on certifications such as I S O and NABH in India which fortify and exhibit reliability of 
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the facilities and technology adopted for the common man as well as the elite to see and 

understand at a glance on letter heads, name boards, advertisements, displays and events. 

 

Importance of the Study  

 Every training evaluation programme should state objectives in a generally accepted format 

(i.e., measurable, specific, challenging, etc.). Evaluation proves input to determine if objectives 

are being met. Probably the most common purpose of evaluation is the determine the 

effectiveness 3 of training programme‘s various elements and activities. Training Programme 

components include, but are not limited to, methods of presentation, learning environment, 

training programme content, learning aids, schedule, and the facilitator. Each component makes 

component makes a difference in the training effort and must be evaluated to make improvements 

in the training programme. 

 

Concept of Training Effectiveness  

 Training is a part of the human resource development, along with the other human resources 

activities, such as recruitment, selection and compensation. The role of human resource 

department is to improve the organization‘s effectiveness by providing employees with knowledge, 

skills and attitudes that will improve their current or future job performance. In order to 

implement the right training methods, the training specialist should be aware of the pros and cons 

and effectiveness of each training method. Besides, for evaluating training effectiveness, 

measurement should be done according to the models (Purnima Sharma, 2012). 

 

Reasons to Measure Training Effectiveness 

 Measuring the effectiveness of training programs consumes valuable time and resources. Many 

training programs fail to deliver the expected organizational benefits. Having a well-structured 

measuring system in place can help you determine where the problem lies. On a positive note, 

being able to demonstrate a real and significant benefit to your organization from the training you 

provide can help you gain more resources from important decision-makers.  

 Consider also that the business environment is not standing still. The competitors, technology, 

legislation and regulations are constantly changing. What was a successful training program 

yesterday may not be a cost-effective program tomorrow. Being able to measure results will help 

you adapt to such changing. 

 

Introduction to Hospital Industry  

 Hospitals are the focal points of education for the health professionals and clinical research 

necessary for advancement of medicine. Thus, the hospital is one of the most complexes of all 

administrative organizations. The hospital industry is a sector within the economic system that 

provides goods and services to treat patients with curative, preventive, rehabilitative, and 

palliative care. The modern health care sector is divided into many sub-sectors and depends on 

interdisciplinary teams of trained professionals and paraprofessionals to meet health needs of and 

populations. The hospital industry is one of the world's largest and fastest growing industries. 

Consuming over 10 percent of gross domestic product (GDP) of most developed nations, health 

care can form an enormous part of a country's economy  

(http://en.wikipedia.org/wiki/Health_care_industry). For purposes of finance and management, 

the health care industry is typically divided into several areas. As a basic framework for defining 
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the sector the United Nations International Standard Industrial Classification categorizes the health 

care industry as generally consisting of  

• Hospital activities  

• Medical and dental practice activities  

• Other human health activities  

 

Classification of Hospitals  

 The health sector in India comprises of government sector that provides publicly financed and 

managed primitive, preventive and curative health services and private sector that mostly provides 

curative services and. The private health sector consists of the ‗not-for-profit‘ and the ‗for-profit‘ 

health sectors. The not-for-profit health sector includes various health services provided by Non-

Government Organizations (NGO‘s), charitable institutions, missions, trusts, etc. Health care in the 

for-profit health sector consists of various types of practitioners and institutions 

 Irrespective of the classification of hospital, the primary function of a hospital is the provision 

of medical care to a community, to be a centre for education and research for all types of health 

professionals.  

 Hospitals can be classified as per ownership/control, clinical basis, length of stay of patients 

and teaching or non-teaching status (Goyal R C., 2006). Hospital Administration and Human 

Resource Management, PHI Learning Ltd, Fourth edition. As per ownership basis the hospitals can 

be public, voluntary, private and corporate hospitals. The public hospitals can be further classified 

as Central Government Hospitals and State Government Hospitals. 

 Hospitals are classified into different types depending upon different criteria. Hospitals are 

divided into:  

• Classification based on objectives  

• Classification based on ownership  

• Classification based on system of medicine  

 

Classification Based on type of management and Objectives 

Hospitals are classified into categories based on objectives as follows.  

a. General hospitals  

b. Specialty hospitals  

c. Multispecialty  

d. Super specialty  

e. Teaching-cum-research hospitals  

f. Rural hospital  

g. Isolation hospital  

 
Classification based on ownership 

a. Government hospitals  

b. Semi-government hospitals  

c. Voluntary agencies hospitals  

d. Private hospitals 

e. Charity hospitals  

• Classification based on length of stay of patients  

• Classification based on Clinical basis  

• Classification based on Ownership control basis.  
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Classification Based on System of Medicine 

a. Allopathic hospital 

b. Ayurvedic hospital 

c. Homoeopathic hospital 

d. Unani hospital 

 

Objectives of the Study  

General Objective  

 The main objective of this study was to evaluate the effectiveness of training programme in 

private hospitals in Salem. 

Specific Objectives  

Specifically, the research was sought:  

• To measure the employees‘ reaction with the training programme.  

• To evaluate the effect of training programme on employees‘ knowledge, skills and attitudes  

 

Review of Literature 

 Azmi Bin Ahmad (2011) analyzed effectiveness of learning transfer in national dual training 

system (NDTS). Learning transfer is the ultimate goal of any training programme. The new 

Malaysian skills training is based on the dual learning principle in which trainees alternate between 

attending theoretical classes in the skills training institute and receiving on-the-job training at 

worksite. This new paradigm of skills training is better known as National Dual Training System 

(NDTS). The main problem is that there were complaints from the employers that the 

competencies of the output of the skills training in Malaysia are of poor quality. This was due to 

low absorption of learning transfer performance from training places to workplace. Apart from 

that there were little studies related to the effectiveness of learning transfer due to there is no 

acceptable way and mean to measure the learning transfer 

 Debra L. Truitt (2011) explored the relationships between training experiences and attitudes 

and attitudes about perceived job proficiency. It is incumbent on training and development 

professionals to design, implement, and evaluate the effectiveness of their programs in reducing 

disputes in workplace performance. 

 James Hale Withers (2011) evaluated the effectiveness of safety training. The first major 

focus of the study was on the development and testing of a ―model‖ that could be used to develop 

and then evaluate the effectiveness of the training. The second major focus area was related to 

examining learning and retention of course material; characteristics of the learner that may 

influence learning were also evaluated. The third focus area examined nuances associated with the 

assessment techniques used to measure learning. He concluded with a summary of lessons learned 

information related to each of the three focus areas and suggests that more extensive research be 

conducted and that the day-today safety practitioner can play a key role in advancing the state of 

knowledge of evaluating training effectiveness.  

 Raja Suzana Raja Kasim et al (2011) analyzed the Influence of Training Design on Training 

Transfer Performance among Support Staff of Higher Education Institution in Malaysia. Today‘s 

most progressive organizations have moved from treating selected human resource practices (e.g., 

incentive compensation, employee participation, flexible work arrangements, and training) as 

obligatory cost factors to regarding them as strategic weapons in the battle for competitive 
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advantage. It has become a widely held premise that people provide organizations with an 

important source of sustainable competitive advantage 

 Punia, B. K. et al (2013) examined the factors affecting training effectiveness and its 

implications. To examine the study a literature review has been done on different aspects of 

training. The researchers suggested many factors which affects training effectiveness like 

motivation, attitude, emotional intelligence, support from management and peers, training style 

and environment, open-mindedness of trainer, job related factors, self-efficacy and basic ability 

etc. They revealed models of training effectiveness measurement as well as the implication of a 

training programme. 

 Katherine Anne Perryman (2014) investigated the effects of controlled trials of training 

interventions delivered to primary care practitioners (PCPs) to improve the management of 

psychological distress on process outcomes (practitioner behaviour, knowledge, attitudes). It is 

used to develop a taxonomy of training intervention components for use in the design and 

reporting of healthcare professional training interventions in this area and more widely 

Findings 

 Employees are happy that the time utilized well towards the responses of training programmes 

led in the private hospitals at Salem. Henceforth, it plainly demonstrates that the greater part of 

the workers' responses towards the training programme is great and they feel cheerful about the 

training programme. 

 
Conclusion 

 This exploration conveys an understanding of training and effectiveness of training. To make 

training programs more effectiveness, the private hospitals need to expression at those training 

programs are related with the specific department heads should first encourage employees to 

learn get new abilities and information. To conclude that training programs are directed in the 

private hospitals were observed to be great and the same might be said on the off chance that it 

improves its training programs based on the above findings. 
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Abstract  
 The study explored the nature and impact of 
teacher stress in the government schools of salem 
district.. Analysis of the stress factors showed that 
they were inextricably connected with the 
professional, personal and financial dimensions of 
teacher life. Also, it is noteworthy that the 
numerous factors were interconnected; i.e. a stress 
factor falling in a certain dimension (e.g. 
professional) has implications for the factors falling 

in the other two dimensions (e.g. personal and 
financial), and vice versa. The data categorically 
delineated that the stress factors left various marks 
on teachers, influencing (often negatively) their 
morale and motivation and, therefore, impacted 
their sense of professionalism and classroom 
performance. 
Keywords: Teacher stress, government schools, 
impact (or effects) of stress 

 
Introduction 

 Teacher stress is a much talked of phenomenon, however there is little consensus between 

different professional groups regarding its etiology, or how to tackle it. Based on a review of 

international research, it is concluded that teacher stress is a real phenomenon and that high 

levels are reliably associated with a range of causal factors, including those intrinsic to teaching, 

individual vulnerability and systemic influences. 

 

Stress 

 The understanding of stress originated in the empirical research of Derogatis (1987), who 

conducted his research using the Derogatis Stress Profile (DSP), a psychological questionnaire to 

measure individuals‘ stress dispositions. Derogatis based this questionnaire on Lazarus‘s (1966) 

social interaction theory of stress which consequently led us towards Lazurus‘s more recent 

research and theories of stress and how to cope with it. Lazarus and Folkman (1984) define stress 

as a particular interaction between the person and the environment. The person appraised or 

evaluated the environment as being taxing or exceeding his or her personal resources. This disrupts 

his or her daily routines. 

 According to Derogatis, stress may be defined as a state of psychological pressure influenced 

by three main sources or domains: personality mediators (put together of time pressure, driven 

behaviour, attitude posture, relaxation potential, and role definition); environmental factors 

(constituting of vocational satisfaction, domestic satisfaction, and health posture); and emotional 

responses (such as hostility, anxiety, and depression). 

 

Stress and Teacher Performance 

 Too much stress can contribute to health problems. Stress can also reduce the ability to 

perform at the highest levels (Chan, 1998). The negative effects of stress can impact negatively on 

performance and quality of life. The effects of stress are unmistakably many. They include 
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increase heart rate, speed breathing or held breath, tightens muscle to prepare to fight or to flee, 

directing blood to the brain and major muscles (away from digestion, hands/feet, Reproductive 

organs), releases stress hormones like cortisol and adrenaline, slows or stops digestion, causes the 

brain to be more reactive/less thoughtful, increases perspiration, reduces immune system 

response (Guglielmi and Tatrow, 1998). Tension headaches, neck/back/shoulder pain, tight jaw, 

sleeping problems, fatigue, loss of concentration, learning problems can increase, irregular or 

rapid heart rate, migraine headaches, poor circulation, Raynaud Syndrome, high blood pressure, 

sexual dysfunction (in either sex), digestive problems, upset stomach, ulcers, colitis, hormone 

imbalances, reduction of immune system function, over reaction by immune system (allergies or 

autoimmune diseases worse), increased asthma activity, increased aging rate, anxiety, depression, 

substance abuse, poor habit control, over-eating, low energy, prone to accidents or mistakes, can 

impair communication, poor performance, among others effects are characteristics of stress 

(Guglielmi and Tatrow, 1998). 

 

Statement of the Problem 

 The statement provides an overview of what entails stress and burnout among the teachers. 

However it does not provide categorically the causes of the stress among teachers in Secondary 

Schools. It is against this background that the study is set to find out the causes of stress among 

the Secondary Schools in Salem District. 

 

Objectives 

 To know the level of occupational stress among HS teacher‘s in the salem district 

 To compare the occupational strees among male and female teachers of government HS 

school. 

 To identify the stress in working education environment. 

 

Research Questions 

 The study will seek to answer the following questions during the research. 

1. Do cognitive factors affecting the individual teacher cause stress among teachers in public 

Secondary Schools in Salem District? 

2. To what extent do the intrinsic factors to teaching (workload, poor pay, classroom discipline 

and the low status) influence the level of stress among teachers in public secondary schools in 

Salem District? 

3. Do the systemic (organizational) factors within the school setting enhance stress among 

teachers in public Secondary Schools in Salem District? 

 

Scope of the Study 

 The research will be limited to teachers in public secondary schools in Salem District. There 

are 11 schools within the constituency with a total teaching staff population of 342. Indeed, the 

District is unique given the cost of living, the traffic flows and jams thereof including the nature of 

students that are admitted, who are mainly rural and have their unique personalities, 

 

Limitations of the Study 

 The study will be carried out with a view of overcoming all possible limitations that may be 

there. They include the limited available time to carry out an exhaustive research. However, to 
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overcome this, the researcher intends to carry out the research within the constituency so that all 

the schools are covered and a sample taken to cover for all the teachers in these schools. 

 

Review of Literature 

 Research has suggested that a number of stressors are intrinsic to teaching. In their study, 

Travers & Cooper (1997) found out that the workload and long working hours emerged as particular 

issues for English teachers as opposed to colleagues in France. When Travers & Cooper (1997) 

questioned British teachers across all educational sectors high workload, poor status and poor pay 

emerged as three of the seven major sources of stress the others being systemic in origin. A study 

by Male & May (1998) of learning support coordinators in Further Education colleges further 

illustrates the importance of these factors. 35 coordinators were assessed for burnout, stress and 

health. Overall mixed evidence for heightened stress in this group emerged, but there was strong 

evidence for work overload and excessive working hours, associated with emotional exhaustion. 

Role overload occurs when an employee has to cope with a number of competing roles within their 

job. Pithers & Soden (1998) highlighted role overload as a significant stressor in teachers. They 

assessed levels of strain, organisational roles and stress in 322 Australian and Scottish vocational 

and FE lecturers. Strain was found to be average in both national groups, but there were high 

levels of stress, with role overload emerging as the major cause. The research by research 

Kinnunen & Leskinen (1989) identified a cyclical pattern in the effects of overwork, contingent on 

the academic year in their assessment of 142 teachers. The assessment was repeated during the 

autumn and spring terms of an academic year. It was found that recovery from stress occurred 

each weekend during the spring term, but that by the end of the longer autumn term weekend 

recovery no longer took place. 

 Classroom discipline is also a significant source of stress. Lewis (1999) examined teachers' 

estimations of stress arising from being unable to discipline pupils in the way they would prefer. 

Overall, maintaining discipline emerged as a stressor, with those worst affected being teachers 

who placed particular emphasis on pupil empowerment. A study of 1000 student teachers (Morton 

et al, 1997) revealed that classroom management was their second greatest sources of anxiety, the 

greatest being evaluation apprehension. Of all the stressors reported, classroom management 

anxiety was the only one that did not decline following teaching practice. 

 Evaluation apprehension is an issue of increasing import, as quality assurance procedures 

increasingly demand lesson observation. The phenomenon is currently under-researched in 

qualified teachers, although there is a modest body of research on student teachers. Capel (1997) 

questioned student PE teachers following first and second teaching practices on their levels and 

sources of anxiety. Evaluation apprehension emerged as the stressor in both practices. Similarly, 

the Morton et al study (above) found that of all the sources of stress for student teachers, 

evaluation apprehension was the greatest, although it declined following teaching practice, 

suggesting that it is reduced by exposure and positive experiences of observation feedback. The 

moderating effects of exposure to lesson observation are an area requiring further research. 

 

Literature Review of Systemic Factors and Stress 

 At the level of the institution factors such as social support amongst colleagues and leadership 

style have found to be important in affecting levels of stress. Dussault et al (1999) assessed 

isolation and stress in 1110 Canadian teachers and, as hypothesised, found a strong positive 

correlation. In another study Van Dick et al (1999) questioned 424 teachers from across all German 
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sectors about their work stress, social support and physical illnesses. It was found that social 

support had both a direct positive effect on health and a buffering effect in respect of work stress. 

 Leadership style has also emerged as a significant organisational factor. Harris (1999) assessed 

teacher stress and leadership style in three American primary schools, using the Wilson Stress 

Profile for Teachers. The Principal in each school was classified differently, and teachers had 

significantly lower stress in the school where the Principal was classified as high in both task and 

relationship focus - this leadership style being associated with both strategic vision and a close 

personal relationship with staff. Leadership style appears in part to be a response to 'trickle-down' 

stressors. Hoel et al (1999) surveyed English teachers and found that 35% reported having been 

bullied by a manager in the last five years, as opposed to an average of 24% across all occupational 

sectors. Cooper interpreted this in terms of managers failing to cope with workloads and resorting 

to bullying as a maladaptive coping strategy. Considering the vast literature of generic stress 

management and that concerning the aetiology of teacher stress, the volume of research into 

interventions to combat teacher stress is miniscule. PsychINFO, ERIC and British Education Index 

searches revealed only two studies in the last five years. In one of these, Hall et al (1997) 

examined the effect of human relations training on teacher stress. 32 participants took part in a 2-

year humanistic-experiential Masters Degree programme and were interviewed at the end of the 

course. Stress was reported as having been reduced as a result of the course. The other published 

study, by Anderson et al (1999) concerned the effectiveness of meditation as a stress-management 

strategy. 91 teachers took part in a five-week course of meditation, levels of stress being 

compared before and after. As hypothesised, levels of stress were lower following the course. 

Research Methodology 

 Information gathering has been done through an School survey in light of the stress and 

teacher performance. The basic Random inspecting strategy has been utilized. Respondents are 

the clients going by the school teachers. Sample size is 120 respondents. 11 schools in salem 

district has been arbitrarily chosen for the study. SPSS 20.0 was utilized to dissect the information. 

 

Data Analysis and Interpretation 

Table 1: Gender of the Teachers 

 Interpretation: The above table elucidates that out of 120 

respondents 66 respondents are male and 54 respondents are 

female In this table it conclude that majority of respondents are 

female. 

 

    Table 2: Age 

 Interpretation: The table shows that 
out of 120 respondents,15.3 percent of 
the respondents are 18-25 age and 41.7 
percent of the respondents are 26-35 
age, and 12.5 percent of the respondents 
are 36-45 age, and 30 percent of the 
respondents are 46-55 age, of the 
respondents are age. 

 
 Interpretation: The above table elucidates that in the school the teacher are giving first 

preference to the Time complete my syllabus in the classes. Then they are giving second 

preference to the teacher. Hard work in teaching the class room. 

Gender Frequency Percent 

Male 66 55.0 

Female 54 45.0 

Total 120 100.0 

 Age Frequency % 
Valid  

Percent 

Cumulative  

Percent 

Valid 

18-25 19 15.8 15.8 15.8 

26-35 50 41.7 41.7 57.5 

36-45 15 12.5 12.5 70.0 

46-55 36 30.0 30.0 100.0 

Total 120 100.0 100.0  
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    Correlations 

Conclusion 

 This article illustrates the 

findings of the study conducting 

on understanding the factors 

contributing to teachers stress in 

the government schools of Salem 

district. The data collected from 

schools reflected a variety of findings that relate to the anxiety and stress of government schools 

teachers. The analysis of this findings resulted in categorizing them into three groups: personal 

stress, professional stress and financial stress. Within each group we identified several factors that 

caused teacher stress. It was overwhelming to note the multiplicity of factors which were related 

to and caused teacher stress. However, the impact of each one of the three groups of teacher 

stress (i.e. personal, professional and financial) was different for different teachers. It looked like 

some teachers felt more stressed because of a variety of personal and domestic factors, whereas 

other teachers felt more constrained because of financial issues. 
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Time Complete  

My Syllabus 
Hard task 

Time complete  
my syllabus 

Pearson Correlation 1 -.004 

Sig. (2-tailed)  .969 

N 120 120 

Hard task 

Pearson Correlation -.004 1 

Sig. (2-tailed) .969  

N 120 120 
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Abstract 

 Customer satisfaction is widely recognized as a 
key pressure in the formation of consumers' future 
purchase intentions. Satisfied customers are also 
likely to tell others of their favourable experiences 
and thus engage in positive word of mouth 
advertising. The present study aims to investigate 
customer satisfaction of the hotels in Madurai. The 
objectives are to identify the decisive factors which 
can help those hotels to retain the existing 
customers and to study the future prospects of 

hotels in Madurai town. Customer satisfaction is a 
major subject in the marketing strategies. A total of 
50 questionnaires have been randomly distributed to 
hotel customers & the data collected is analyzed. 
The result of this analysis suggests the degree of 
customer satisfaction in terms of services provided 
by hotels in Madurai area.  
Keywords: Customer satisfaction, customer loyalty, 
Accommodation Services, Hotel Industry 

 
Introduction 

 The hotel industry has been one of the most competitive industries especially in the 21st 

century. For this reason, enhancing customer loyalty is one of the key aspects of enhancing 

competitiveness in the industry as well as ensuring business continuity. Consumer loyalty is a good 

measure of the quality of services offered to customers. Ho-tels can create strategies to improve 

the quality of their services and products by measuring the level of their customers‘ loyalty. In 

most cases, customer satisfaction 4 lays out a blueprint that can be used to improve services. It 

gives the hotel management a reason to understand the needs of their customers and keep on 

offering quality services. In the event that customers are satisfied with products or brands, they 

most likely become loyal customers and keep spreading good word of the hotel. In that manner, in 

the event that they are disappointed, they will probably switch off brands and talk bad of the 

brand to different customers about the hotel. The brand of the hotel is an essential factor that 

emphatically or contrarily influences advertising exercises and the image is the main thing that 

creates a good impression of the hotel  

 

Customer Satisfaction 

 ―SATISFACTION is a person‘s feelings to pleasure or disappointment resulting from comparing a 

product‘s perceived performance (or outcome) in relation to his or her expectations‖. Customer 

satisfaction occurs when the value and customer service provided through a hotel experience meet 

or exceed consumer expectations. Customer satisfaction is hotels term that measures how 

products or services supplied by a company meet or surpass a customer's expectation. The growing 

speed of hotel industry has enhanced the neck to neck competition between the hotel players so 

to sustain & enhance the market share they are trying to keep customers more happy & satisfied. 

A customer will be satisfied only when his/her expectations will be met. Customer satisfaction 

levels can be measured using survey techniques and questionnaires. 
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Why Customer Satisfaction is so important? 

 Customer satisfaction is the best indicator of how likely a customer will make a purchase in 

the future, Not only can customer satisfaction help you keep a finger on the pulse of your existing 

customers, it can also act as a point of differentiation for new customer. An Accenture global 

customer satisfaction report (2008) found that price is not the main reason for customer churn; it 

is actually due to the overall poor quality of customer service. It increase successful businesses 

understand the importance of customer lifetime value (CLV). Tracking changes in satisfaction will 

help you identify if customers are actually happy with your product or service. and also 

It‘s cheaper to retain customers than acquire new ones 

 

Review of Literature 

 Ittner and Larcker (1998) provide empirical evidence at the customer, business-unit and firm- 

level that various measures of financial performance (including revenue, revenue change, margins, 

return on sales, market value of equity and current earnings) are positively associated with 

customer satisfaction. However, in the hotel industry they find a negative relationship between 

satisfaction and profitability which may be because benefits from increased satisfaction can be 

exceeded by the incremental cost in hotel. Customer satisfaction occurs when the value and 

customer service provided through a hotel visits or experience meet or exceed consumer 

expectations. If the expectations of value and customer service are not met, the consumer will be 

dissatisfied. Unfortunately for hotel employees, most consumers do not complain when 

dissatisfied, they just shop elsewhere (Jackson, 1999). 

 Satisfaction is a consumer‘s post-purchase evaluation of the overall service experience. It is an 

affective reaction (Menon and Dubé, 2000) in which the consumer‘s needs, desires and 

expectations during the course of the service experience have been met or exceeded (Lovelock, 

2001) Babakus et al. (2004) link customer satisfaction to product and service quality within hotel 

industry and find that product quality has a six significant impact on store-level profits Customer 

satisfaction occurs when the value and customer service provided through a hotel experience meet 

or exceed consumer expectations. If the expectations of value and customer service are not met, 

the consumer will be dissatisfied. Only very satisfied customers are likely to remain loyal in the 

longrun. (Levy, Michael, Weiz, Barton A, Retailing management 2004,2) 

 In the present day‘s hotel business, ensuring customer satisfaction in delivering the right 

product and service to the end-users is the major concern for the future growth of the 

organization. In the present study an attempt is made to find out the customer satisfaction during 

purchase in hotel outlets based on customer survey. (Das Prasun, 2009) 

 William & Prabakar (2012) concluded that ―The customer satisfaction of hotel service is an 

important segment to the emerging and the existing customers in the market as the study reveals 

that perception of service quality influenced by the various nature with various customers even 

some of the general factors like Personal interaction, physical aspects are the dimensions on of the 

customer perception remains constant and common to all the customer on a majority basis so the 

retail outlets have to frame their own strategies In order to attract the customers on a longer 

basis‖. Kumar.R & Barani (2012) identified in their study that ―tangibles, reliability, 

responsiveness, competence, credibility, accessibility and customer knowledge are positively 

related to customer satisfaction. However, only four variables have significant effect on customer 

satisfaction. 

http://blog.clientheartbeat.com/tracking-customer-satisfaction/
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 Singh (2013) stated that ―In retailing perceived service quality is having a significant influence 

on purchasing and repurchasing decisions, positive word of mouth as well as on complaining 

behavior in hotel industry 

 
Objectives of the Study 

 To analyze which factors makes the customer to visit again and again in particular shop  

 To identify employees guidelines to customer at hotels 

 To find out friendly nature of employee to customer at hotels 

 To analyze the facilities provided by the hotel industry 

 To suggest level of customer satisfaction in hotel industry 

 

Scope of Study 

 The hotel Industry in the world faces a situation where they are facing a challenge to satisfy 

the customers. The study would enable the researcher to find the employee guidelines that helps 

to satisfy these customers.  

 

Research Methodology 

Research Design: The research design used for the study is descriptive research design. 

Area of the Study: The survey was conducted among the customers of various hotels in Madurai 

Research Instrument: Being a survey method, questionnaire was used as a research instrument. 

Sample Size: The sample size for the present study is 50 

Sampling Technique: The sampling method used weighted average method and percentage 

analysis method considered for the research 

 
Data Analysis and Interpretation  

Table 1 Key factors to Customer Satisfaction in Hotels 
S. No Status Respondents Percentage 

Uses of Coupon System 

1 Highly satisfied 15 30 

2 Satisfied 5 10 

3 Moderate 6 12 

4 Dissatisfied 14 28 

5 Highly dissatisfied 10 20 

Total 50 100 

Savings by Coupon 

1 Highly satisfied 12 24 

2 Satisfied 17 34 

3 Moderate 13 26 

4 Dissatisfied 6 12 

5 Highly dissatisfied 2 4 

Total 50 100 

Use of employees at hotels 

1 Highly satisfied 5 10 

2 Satisfied 14 28 

3 Moderate 12 24 

4 Dissatisfied 8 16 

5 Highly dissatisfied 11 22 

Total 50 100 

friendly nature of employee at hotels 

1 Highly satisfied 10 20 

2 Satisfied 7 14 
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 Interpretation: Table 1 shows the key 

factors of customer respondents. It is clear 

from Table 1 that of the 50 respondents, 

uses of the coupon to purchase 30% 

respondents were highly satisfied and of the 

respondents. 24% of customers highly 

satisfied by making savings by coupon. 22% of 

respondents highly dissatisfied on guidelines 

provided to customer at hotels. 36% of 

respondents highly dissatisfied friendly 

nature of employee in hotels. only 10% of 

respondents highly satisfied about the 

cleanliness of the hotels. 

 
 

Table 2 key factors to customer satisfaction in hotels 

Questions 

Highly 

satisfied 

(5) 

Satisfied 

(4) 

Moderate 

(3) 

Dissatisfied 

(2) 

Highly 

dissatisfied  

(1) 

Total % Rank 

uses of coupon system 15*5 5*4 6*3 14*2 10*1 151 10.066 2 

Savings by coupon 12*5 17*4 13*3 6* 2*1 181 12.066 1 

Use of employees at 

hotels 
5*5 14*4 12*3 8*2 11*1 144 9.6 3 

friendly nature of 

employee to customer 

in hotels 

10*5 7*4 5*3 18*2 10*1 139 9.266 5 

Cleanliness of hotels 5*5 5*4 14*3 10*2 16*1 123 8.2 6 

Parking facilities of 

hotels 
7*5 8*4 14*3 12*2 9*1 142 9.466 4 

 
Conclusion 

 The study concludes that most of the customers are satisfied coupon system in hotels. But 

their also exists dissatisfaction on few parameters like cleanliness of hotels and parking facilities . 

So hotel employees have to work on these factors so that the customers remain satisfied. Also the 

suggestions provided shall be helpful for the hotel industry managers in gaining more customers. 

 

Suggestions 

 The Management of hotel outlets should make necessary arrangements towards amenities like 

parking, food courts, clock room, modern bed room etc to their customers. 

 The Management should encourage in-store promotions like lucky draws for entrants surprise 

winners and so on at random. 

 Proper parking facilities should be there and parking should be made free for the regular 

customers  

 

References 

1. John William & S. Prabakar (2012), A Study on Customer Perception on Retail Service Quality In 

Select Organized Retail Stores in Coimbatore City. International Journal of Retail Management 

and Research (ISSN 2277-4750) Vol. 2 Issue 3 Sep 2012 pp1-10 

3 Moderate 5 10 

4 Dissatisfied 18 36 

5 Highly dissatisfied 10 20 

Total 50 100 

Cleanliness of hotels 

1 Highly satisfied 5 10 

2 Satisfied 5 10 

3 Moderate 14 28 

4 Dissatisfied 10 20 

5 Highly dissatisfied 16 32 

Total 50 100 

Parking facilities at hotels 

1 Highly satisfied 7 14 

2 Satisfied 8 16 

3 Moderate 14 28 

4 Dissatisfied 12 24 

5 Highly dissatisfied 9 18 

Total 50 100 



International Conference on Emerging Trends in Management ICETM 2018 

 

 

212 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

2. Thirumal Azhagan & Dr. P. S. Nagarajan (2011), Analytical Study On Retail Service Quality Of 

Organized Retail Sector In Trichy. Amet Journal of Management, July – Dec 2011, pp 75-83 

3. Dr. Ajmer Singh (2013), Relationship between Service Quality and Customer Satisfaction in 

Organized Retail Outlets. Developing Country Studies (ISSN 2224-607X) Vol 3, No.1, 2013,  

pp 84-95. 

4. Kumar.R & Dr. G. Barani (2012), Appraisal Relationship between Service Quality and Customer 

Satisfaction in Organized Retailing at Bangalore City, India. Industrial Engineering Letters (ISSN 

2224-6096) Vol 2, No.2, 2012 pp 61-70. 

5. Malik, M. (2012) ―A study on Customer‘s satisfaction towards service quality of Oranised retail 

stores in Haryana.‖ Indian Journal of Marketing, Vol.42, No.2 pp.51-60. 

6. U. Dineshkumar, P.Vikkraman (2012), Customers‘ Satisfaction towards Organized Retail Outlets 

in Erode City. IOSR Journal of Business and Management (ISSN: 2278- 487X)Volume 3, Issue 4 

Sep-Oct. 2012, pp 34-40 

7. Anderson, S. W., L. S. Baggett and S. K. Widener. 2006. The impact of service operations 

failures on customer satisfaction: the role of attributions of blame. Working paper, Rice 

University. 

8. Kalia, S. and Kalia, R.(2011) ―Subhiksha: A Battle for Survival. ― Indian joural of Marketing, 

Vol.41, No.7 PP.20-24. 

9. Sulek, J. M., M. R. Lind and A. S. Marucheck. 1995. The impact of customer service 

intervention and facility design on firm performance. Management Science, 41(11), 1763-1773. 

 

 

 

 

 

 

 

 

 

 

 
  



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

213 | P a g e  Shanlax International Journal of Management 

 

 
A STUDY ON INFORMATION AND COMMUNICATION TECHNOLOGY (ICT) 

PRACTICES OF DISTRICT CENTRAL CO-OPERATIVE BANKS (DCCBs)  

IN TAMILNADU 

 

 
 

Dr.K.Munusamy 

UGC-Post Doctoral Fellow, Department of Commerce, Periyar University, Salem 

 

Abstract 
 Information and Communication Technology 
(ICT) is a basic resource in today‟s society. Without 
ICT people cannot live in the society. Today most of 
the people are sending and receiving the messages 
through e-mail and internet and it reduces the 
opportunities of face–to–face communication. Any 
type of information (or) message can fly round the 
globe at a fraction of a second through technology 
tools. ICT is increasingly becoming an invaluable and 
powerful tool driving economic development with 
rural development of a nation. Worldwide, banking 
sector had adopted ICT in all areas of operations. 
This sector is not lagging behind in adoption of ICT. 
This sector is front runner in adoption of ICT. The 
robust growth of Indian banking sector can be 
attributed to adoption of ICT. Indian commercial 
banks were able to adopt ICT and were successful in 
revolutionizing the banking sector.ICT had helped 
the Indian banking sector to offer value added as 
well as quality service to customers, reducing cost of 
operation, better management of risk and security 
and offering innovative products to customers, 

reaching global market, increasing productivity and 
enhancing competitiveness. But, the District Central 
Co-operative Banks (DCCBs) system in the country 
found to be lagging behind in adoption of ICT. This 
study has encouraged the researchers to take up the 
present study. The key players in DCCBs in few cities 
of Tamilnadu were selected as sample units. The 
study aims to find out the awareness level among 
management of DCCBs about the ICT practices do 
adopted by them. The study reveals that DCCBs have 
computerized their branches. But, none of the banks 
had designed its website. The banks have also taken 
security measures by installing the CCTVs in their 
branches. It was found that the banks were offering 
Phone-in-link services such as inquiry on product and 
services, change of accounts address, stop cheques 
instruction, status inquires on remittance, bank 
balance, etc. 
Keywords: Information and Communication 
Technology (ICT), District Central Co-operative Banks 
(DDCBs), ICT in DCCBs, ICT Practices.  

 

Introduction 

 Information and Communication Technology (ICT) is a basic resource in today‘s society. 

Without ICT people cannot live in the society. Today most of the people are sending and receiving 

the messages through e-mail and internet and it reduces the opportunities of face–to–face 

communication. Any type of information (or) message can fly round the globe at a fraction of a 

second through technology tools. ICT is increasingly becoming an invaluable and powerful tool 

driving economic development of a nation. Today world is passing through the era of ICT. The ICT 

must be an integral part of our life and organization strategy. Modern day communication service 

exchange includes electronic mail (e-mail) telexe facsimile transmission, bulletin board service, 

videotex, voice systems, voice message system and teleconferencing etc. Today e-mail technology 

enables computer users to send and receive simple messages instantly, documents and reports 

such as daily, weekly, monthly and annual performance reports created by standard word 

processing, spreadsheet database, software and even sound animation files.  

 ICT needs are increasing day by day and today every person is intending to be ICT oriented. 

Any one of the solutions is to encourage promoting ICT leading to sharing of resources by 

automating all operations of information. It exchange of information and providing every needful 
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service in all office. ICT has become a vital component of successful business organizations. There 

are no big organizations at present day without using ICT. Today in big organization ICT can be 

applied in Production, Marketing, Accounting, Finance, Operation Management, Customer Services, 

Stocking, flow of goods, Human Resource Management (HRM) etc., Today, small enterprises and 

petty shops also apply ICT on a scale according to their need. ICT is playing strategic role in 

organizations in terms of creating new methods of business as well as opportunities for new 

businesses. Such as E-Commerce, E-Banking, E-Actions and E-Services etc., ICT solutions can help 

us take problems in core areas of governance and sectors. ICT can handle most advanced 

computing systems and computing devices. All citizens can go to the window, pay the electricity 

bill, water bill, telephone bill, house tax bill, medical bill, take a driving licence, get the driving 

licence renewed, apply for a passport, access land records and get needed information through 

technology way. 

 

Information and Communication Technology (ICT) 

 ICT has become a key element in economic development and a backbone of banking sector.Any 

communication is an exchange of data between two computers with a few clicks of the mouse. At 

present day, ICT wings have embraced various departments such as Railway, Transport, Health 

care services, Educational institutions, Postal services, Banks, Co-operative department, 

supermarkets etc.ICT can help to find solutions to management problems like saving time, money, 

energy, increasing number of members or customers minimizing paper work, members or 

customers waiting time in queues and good work of efficiency etc., E-banking has provided ease 

and flexibility in banking operations. Many foreign banks and private sector banks like City bank, 

ICICI, HDFC banks brought with them ICT based products like ATM, credit cards, debit cards, on-

line banking etc., 

 It was observed that the DCCBs system in the country found to be lagging behind in adoption of 

ICT. ICT offers opportunities for DCCBs to leapfrog earlier stages of development. It is also 

important to note that the DCCBs need to adopt ICT practices, otherwise, they may fall further 

behind and the gap they have with the commercial banks could get wider. Therefore, the need of 

the hour is that DCC banking system in the country need to adopt ICT aggressively to benefit the 

urban as well as rural India. 60 percent of rural India even today depends on Co-operative banks 

for their banking needs. The Co-operative banks have responsibility of making rural customers a 

computer literate. 

 

District Central Co-operative Banks (DCCBs) 

 The co-operative movement in India has a long history of a century with more than 5.49 lakhs 

total co-operatives, but throughout India have 372 DCCBs. In that we have 23 total numbers of 

DCCBs in Tamilnadu we have 749 branches of DCCBs throughout Tamilnadu. The leading co-

operative banks in India have brought about changes in rural life. The future development of 

DCCBs will depend upon the proper and effective communication planning and ICTs. India among 

the developing nations has always adopted innovative approach in the adoption of new ICTs. ICTs 

can be used as an effective tool for rural development through co-operative banks at rural level. 

An example is the adoption of ICT by a rural community in the Warna wired village project (WWVP) 

District Kolhapur, ThasilPanhala in the State of Maharashtra, India. 

ICT in DCCBs 

 Today DCCBs can gainfully utilize computers in development work. This system is very useful in 

mechanized accounting, data processing and communication system. Above all the expectations of 
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customers in terms of speed, quality and convenience of service have gone up. Today with global 

scenario the main concern of DCCBs is the use of ICT applications in new economic activities. It has 

also been visualized that those who are sound in knowledge and decision making process are well 

ahead in utilizing new opportunities. Under these circumstances, DCCBs cannot keep themselves 

immune from technological advances. Moreover the co-operatives like IFFCO, KRIBHCO, co-

operative Dairy, Sugar co-operative and DCCBs that have provided emphasis to ICT transfer have 

shown their competitive strength. The computerization in PACS in many states has also been 

undertaken to support the policy makers in decision making process. Management Information 

System (MIS) ensures timely flow of information and proper management of data generated in the 

DCCBs which are improvements necessary for effective project monitoring. Thus a scheme for 

computerization was introduced in 1984–85 with the objective of motivating federations of banks 

to go in for computerized MIS. Under this scheme National level federations, State level 

federations, state level co-operative banks implementing National Co-operative Development 

Corporation (NCDC) project and District level co-operative societies have been benefited. 

 MIS is an important tool for management in all types of enterprises. The co-operative banks 

irrespective of their size and structure need to develop their MIS to make the organization more 

functional and flexible. Without the use of computers, which are aids in MIS, it cannot be 

conceived to remain in business for a longtime. Thus, to achieve organizational goals and fulfill 

customer‘s aspirations developing MIS is a sine quo non for the sustainable competitive advantage 

for DCCBs aim to achieve dramatic improvements in critical, contemporary measures of 

performance, such as cost, quality, services and speed etc. The DCCBs in order to achieve their 

Key Result Areas (KRAs) may adopt business process re-engineering by which organisations are 

remodeled and strengthened for doing their best. The advantage of ICTs has made storing, 

retrieving and analyzing data easy. The use of ICTs to unnecessary office wastages and expenses 

should be reduced. There is greater need for use of ICT in DCCBs. 

 In India in the early 1970s emphasis was given to education and training for the promotion of 

co-operative banks. A network of education/training institutes under the umbrella of the National 

Co-operative Union of India (NCUI) offers a wide range of co-operative development programmes 

such as computer training for co-operative personnel up to the master level. Some institutes of co-

operative management are also engaged in software and network development. Computerization 

of agricultural co-operatives started 10 years ago in Kerala state and 100% of primary agricultural 

co-operatives have been computerized and simplified their work. 

 ICT has a lot of influence on DCCBs. It ensures quick services with low transaction cost of the 

customers. But most of the customers of DCCBs don‘t know much about the banks transactions 

with electronic devices. The success of ICT in banks depends upon the employees and customers 

awareness about the same. ICT based solutions for any business has become a common 

phenomenon in today‘s age of computers. The DCCBs has also emerged as one needing 

computerization. Computerization of co-operative banks in all states is a very difficult task. Very 

few states like Maharashtra, Karnataka, Gujarath and Goa are leading in computerization. Mostly 

computerized urban co-operative banks have on-line branches and have been successful in taking 

almost all the operational activities. The Urban co-operative banks are leading in ICT 

implementation but State and District Co-operative Banks are still lagging in computerization drive 

and are still in infancy stage in most of the states in the country. The Urban co-operative banks in 

Maharashtra have started their customer services through telebanking inter branches transactions 

and providing 24 hrs services through ATMs. In order to improve the performance of co-operatives 
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computerization of all their transactions is a must to cope up with the ongoing revolutionary 

changes in banking systems such as internet banking, ATMs, anywhere banking and any time 

banking etc., Hence steps should be taken to introduce computerization at all levels in all co-

operative banks. 

 ICT is changing the way 21st century companies, industries operate, Transport Corporations, 

DCCBs bringing considerable benefits to both employees and members. ICT should be adopted to 

cut across urgent need to all small and medium sectors in future. The introduction of modern ICTs 

in DCCBs can significantly improve results through facilitating collection, analysis, storage and 

reporting of information much faster and more accurately than could be accomplished using 

manual systems. 

 

Role of ICTs in DCCBs 

 ICT is used in DCCBs to increase the speed and accuracy of record keeping. 

 ICT is used in DCCBs to speed up the transfer of money through (e-Transfer) and to have 

superior cash management. 

 ICT is used in DCCBs to improve house record keeping and quick preparation of general ledger 

and reconciliation statement. 

 ICT is used in DCCBs to improve day to day customer services through (E-Services).  

 ICT is used in DCCBs to increasing productivity, business process time, re-engineering, quick 

service of goods, Total Quality Management (TQM) and bench marking. 

 ICT is used in DCCBs to increasing inter-branches transactions and quick clearance of cheques. 

 ICT is used in DCCBs to increasing job satisfaction of employees and management also. 

 IT is used in DCCBs to improve communication between head office and branches office at all 

levels. 

 IT is used in DCCBs attracting foreign investment. 

 

Objectives of the Study 

 The study had been undertaken with the following objectives: 

 To find out the awareness level among the employees of DCCBs about the ICT practices. 

 To study ICT practices do adopted by DCCBS.  

 To know the reasons for adoption or non-adoption of ICT in DCCBs.  

 

Scope of the Study 

 The study is limited to the opinions of employees use of ICT is main constituents of the DCCBs. 

The study is also includes ICT practices do adopted by DCCBs and why the reasons for adoption or 

non-adoption of ICT in DCCBs, ICT can bring in. The study is not concerned with functioning and 

working of the co-operative societies. 

 

Review of Literature  

 The review of literature related to this study reveals that though there are plenty of literature 

on ICT, District Central Co-operative Banks (DCCBs) and role of ICT in DCCBs, there is no study on 

the awareness level of the employees with the use of ICT in DCCBs. This study is an attempt to fill 

this gap. It is based on survey of the employees‘ opinion level of awareness about the ICT in DCCBs 

and ICT practices do adoption by DCCBs.  

Research Methodology 

 The study is empirical research based on survey method. The study main purpose is the 

measurement of the awareness level among the employees about the ICT practices of DCCBs. The 
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data have been collected from primary data. The questionnaire have prepared and it contained 

questions relating to the awareness level of ICT, ICT practices do adopted and the reasons for 

adoption or non-adoption of ICT in DCCBs. The questionnaire circulated to the top level and middle 

level management of sample DCCBs. The data required for the study have been collected from 

secondary data such as Newspaper, Journal, Magazines, Research reports; Annual report from 

DCCBs and website, etc., Percentage method was used to analyze data. 

 

Sample Scheme 

 The need for introducing ICT based system and communication is very essential in DCCBs in 

order to update their operation and improve their competitive strength. The study is confined to 

Coimbatore, Erode, Salem and Dharmapuri. Simple random technique is applied in selected 

employees for the study in DCCBs.  

 

Geographical Coverage 

 The study was covers few districts in Tamilnadu such as Coimbatore, Erode, Salem and 

Dharmapuri. The study only mostly highlighted employees‘ awareness level with use of ICT, 

adoption and Non-adoption the ICT practices in DCCBs.  

 

Limitations of the Study 

 The study was limited to the opinion of employees to the awareness level about the ICT in 

their respective DCCBs and the study was ICT practices do adopted by DCCBs and what are the 

reasons for adoption or non-adoption of ICT in DCCBs. This study only ICT oriented. The entire 

study was qualitative in nature and quantitative variables have not been taken into consideration 

because, the impact of use of ICT on quantitative factors cannot be segregated. Further it is the 

opinion of the concerned parties in ICT, which matters rather than the actual facts. The study is 

also constrained by the limited extent of technical knowledge of the Researcher in ICT for DCCBs. 

 

Results and Analysis 

Awareness level of Management 

Table 1: Awareness level of Management about availability of ICT among the DCCBs 

S. No 
DCC 

Banks 

Top Level 

Management 

Middle Level 

Management 

Total No. of 

Respondents 
Percentage 

Cumulative 

Percentage 

1 CDCCBs 10 15 25 40.32 40.32 

2 EDCCBs 05 08 13 20.97 61.29 

3 SDCCBs 05 12 17 27.42 88.71 

4 DDCCBs 02 05 07 11.29 100 

 Total 22 40 62 100 - 

Source: Primary Data 

Note: 1. CDCCBs *Coimbatore District Central Co-operative Banks;  

  2. EDCCBs *Erode District Central Co-operative Banks;  

  3. SDCCBs *Salem District Central Co-operative Banks;  

  4. DDCCBs *Dharmapuri District Central Co-operative Banks. 

 The above table 1 depicts that 40.32% of respondents of the CDCCBs werenormally aware of 

availability of electronic banking services (e-banking) andICT in the banks whereas 11.29% of 

respondents of DDCCBs were unaware of this technology availability. 

 



International Conference on Emerging Trends in Management ICETM 2018 

 

 

218 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

ICT Practices 

 It is evident from the table 2 that the entire surveyed sample DCCBs had not fully 

computerized their branches and some branches not internet connectivity. 56.7 % of the 

respondents expressed that Closed Circuit Television(CCTV) technology was adopted DCCBs.42 % of 

respondents have reported that the DCCBs were offering Phone-in-link services and adopted 

enterprise risk management tool. None of the bank surveyed had developed their website. DCCBs 

arenot offering the ATM card facility but today one or two banks are made establishment this 

facilities, SMS alerts and mobile banking services to its customers. But, majority of respondents of 

the DCCBs were unaware about these services except ATM service. Majority of respondents of the 

sampled banks were unaware about the tele-banking services offered by DCCBs. They are also 

unaware of the human sources management software adopted by DCCBs. None of the respondents 

of the sampled banks were less aware of online banking, Electronic fund transfer, online demand 

draft, Credit cards, Online account opening facility, E-passbook, Biometric and ATM services as the 

banks were not offering such services. 

Table 2 ICT Practices do adopted by DCCBs 

S. No ICT Practices CDCCBs EDCCBs SDCCBs DDCCBs 
Total No. of 

Respondents 
% 

1 Computerization all branches 15 10 18 04 47 47 

2 Internet facilities 15 10 18 04 47 47 

3 Bank website - - - - - - 

4 SMS Alert 06 - - - 06 6.19 

5 Automated Teller machine (ATM) 35 - - - 35 36.08 

6 Point of sales services - - - - - - 

7 Online Banking - - - - - - 

8 Electronic fund transfer - - - - - - 

9 Online demand draft - - - - - - 

10 Credit cards - - - - - - 

11 Mobile Banking 09 - - - 9 9.28 

12 Banking Kiosk 02 - - - 2 2.06 

13 Online account opening facility - - - - - - 

14 Tele Banking 10 05 04 02 21 21.65 

15 Phone in link services 19 09 10 03 41 42.27 

16 E-passbook - - - - - - 

17 Biometric ATM - - - - - - 

18 Enterprise Risk Management 15 10 10 06 41 42.27 

19 Human resource Magt. Software 08 06 05 02 21 21.65 

20 CCTV 35 20 - - 55 56.7 

Source: Primary Data 

 

Non-Adoption of ICT 

 The table 3 reveals that major reasons for non-adoption of ICT by DCCBs in few districts of 

Tamilnadu include: Customer treat services offered by bank as Convenience banking, high cost of 

technology, limited geographical area and limited business operations. 47 respondents felt that 

they were unaware of ICT available in the market hence they had not thought of adopting the ICT. 

The respondents opened opinions that shortage of skilled labours and fear of security threats were 

not the prime reasons for non-adoption of ICT by DCCBs. 
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Table 3 Reasons for Non-Adoption of ICT in DCCBs 

S. 

No 
Reasons for Non-Adoption of ICT CDCCBs EDCCBs SDCCBs DDCCBs 

Total No. of 

Respondents 
% 

1 Lack of knowledge about ICTs availability 07 14 16 09 46 47.42 

2 High cost of ICTs 13 18 23 12 66 68.04 

3 Limited business operations (transactions) 02 17 26 14 59 60.82 

4 Limited geographical area 02 19 28 14 63 64.95 

5 
Customer treat services offered by bank as 

convenience banking 
06 20 28 14 68 70.1 

6 Shortage of skilled human resource 11 09 13 05 38 39.17 

7. Fear of security threats 04 06 08 03 21 21.65 

Source: Primary Data 

Suggestions 

 ICTs must be to provide access to DCCBs; they must be strengthened by the establishment of 

an enabling environment, including a legal, policy, banks environment. DCCBs should be 

provide ICTs, training programmes to the employees such type of training awareness about the 

operation methods, using application methods and benefits of training in particular job of 

employees. Young employees learn quickly about the ITCs compare the old employees. ICTs 

can be made the DCCBs more attractive to lot of new customers.  

 To definitely full sufficient technologies initiatives provides by the Govt. and NABARD at the 

time do develop the DCCBs. 

 DCCBs may be customers‘ access and use of technologies should be improved, in order to 

increase their operational efficiency. Ultimately, they can help in achieving poverty reduction 

and fulfill social development goals of country. 

 Govt. must be provides various software and hardware very urgent needs to DCCBs at present 

day. 

 In particular DCCBs can function more efficiently by using ICTs and providing a series of 

benefits to employees and customers, such as enhanced connections between customers 

through DCCBs share information and technical know-how, and they remain informed about 

the performance of DCCBs.  

 Improved accounting system and employees‘ administration of DCCBs are often responsible for 

handling very large amounts of money and efficient record keeping allows DCCBs to serve its 

customers better and the transparency offered by computerization and other technologies 

enhances trust. DCCBs have invested in modern management and customers‘ information 

systems can improve their image to attract high-quality staff and gain customers trust and 

confidence. 

 
Conclusion 
 The study was reveals that the lop level and middle level management team for few district in 
Tamilnadu, other sample banks respondents were not much aware of availability of banking 
transactions and communication technology in the market. The DCCBs have not full computerized 
their branches and were having internet connectivity. But, none of the bank had designed its 
website. Some DCCBs have also taken security measures by installing the CCTVs in their branches. 
It was found that the banks were offering Phone-in-link services such as inquiry on product and 
services, Change of accountants address, Stop cheque instruction, Status inquires on remittance, 
bank balance, etc. DCCBs are SMS alerts and may mobile banking services to its customers. But, 
majority of respondents of the DCCBs were unaware about these services except ATM service. 
Majority of respondents of the sampled banks were unaware about the tele-banking, internet 
banking services offered by DCCBs and branches. None of the respondents of the sampled banks 
with branches were aware of Online Banking, Electronic fund transfer, online demand draft, Credit 
cards, online account opening facility, E-passbook and Biometric ATM services as the banks with 
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branches were not offering such services. The study revealed that high cost of technology 
(hardware and software), limited geographical areas, limited business operations and Convenience 
banking was the prime reasons for non-adoption of ICT by DCCBs. The DCCBs should form special 
awareness programme among the employees about the how to use of ICTs of internet banking 
services in DCCBs. So, the employees can very well make use of ICT in DCCBs. The banks should be 
provides innovative banking services used by Biometric Handled basic withdraw money (ATM) and 
thumb impression scanning or retina defection for uses practices in identification. Because, ICT 
users most of the rural customers are illiterate (PACBs). The bank employees must be intending to 
lean on all the applications provides by the online customers services. The banks any sort of 
queries can be discharged easily using ICT services. Nowadays ICTs services is the extensive use of 
ICT network with internet. ICT services offer various benefits like cost effectiveness, quick 
prepared all ledgers, better customers services, information saving, data protection, time saving 
and to increased knowledge of ICT. 
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Introduction 

 Stress at work resulting from increasing complexities of work and its divergent demand has 

become a prominent and pervading feature of the modern organizations. Stress as opined by 

Robinson (2007), is a pressure of adverse influences, circumstances (such as stress of teaching) 

that disturbs the natural physiological balance of the body. Malow-Iroff and Johnson (2006) are of 

the view that stress is the individual‘s response to the events (such as response to our biological 

temperament, interaction with others and the environmental conditions in which one is placed, 

etc. and the events themselves are stressors. Life events and the stress they place on the 

individual are not the problem until the individual fails to handle the situation competently and 

engages in poor coping skills. Occupational stress may be the result of the individual 

characteristics of the person or related to his/her environment (Sharma, Sood and Spielberg, 1998; 

Ahmad, Raheem and Jamal, 2003; Hansen and Sullivan, 2003; Bachkirova, 2005; Tytherileigh, 

Webb, Cooperand Ricketts, 2005; Betoret, 2006; Grebennikov and Wiggins, 2006; Jepson and 

Forrest, 2006; Lazuras, 2006 and Zhang, 2007). 

 Although the teaching profession has traditionally been regarded as low stress occupation 

(French et al.,1982) but during the past two decades the situation is somersaulted(Olivier & 

Venter,2003)Teaching is becoming more challenging as a profession: a more paper work, more 

bureaucracy and more unruly classes. Worldwide surveys reveal widespread concern about the 

effects of stress on teachers‘ sense of well-being and their willingness to stay in the profession. 

Compared to the general population, teachers are at risk for higher levels of psychological distress 

and lower levels of job satisfaction (Schonfield, 1990). Borg (1990) reported that up to one third of 

the teachers perceive their occupation as highly stressful. It is clear that teachers can be exposed 

to a number of sources of stress. Kyriacou (2001) also reported that the main sources of teacher 

stress are teaching students who lack motivation, maintaining discipline in the classroom, 

confronting general time pressures and workload demands, being exposed to a large amount of 

change, being evaluated by others, having challenging relationships with colleagues, 

administration, and management, and being exposed to generally poor working conditions 

prospects, unsatisfactory working conditions, ambiguity of the teacher‘s role, poor relationships 

with colleagues, pupils, and administrators, and job insecurity. 



International Conference on Emerging Trends in Management ICETM 2018 

 

 

222 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

 There is a pervasive perception among teachers surveyed who have reported their jobs as 

highly or extremely stressful (Kyriacou and Sutcliffe, 1978; Boriles, 1982; Borg and Falzon, 1989; 

Soloman and Feld, 1989; O Connor and Guglielmi & Tatrow, 1998; Pithers and Soden, 1998). 

Furthermore there is research evidence that indicates that work related stress among teachers has 

serious implications for their work performance, health and psychological status (Capel, 1987; 

Cooper, 1986; Pierce and Molly, 1990). Health and psychological outcomes can in turn lead to 

poorer teaching performance, poor job satisfaction, increased absenteeism, poor decision making 

and bad judgement (Eckles, 1987; Quick and Quick, 1984). The pupils of stressed teachers have 

less effective professional and personal attention with attendant negative educational 

consequences. There is also a general community cost. Therefore, all those factors which 

influence occupational stress of teachers and its consequences must be studied thoroughly. 

 
Significance of the Study 

 It is very clear that teachers experience high amount of stress that generates an attitude of 

apathy, non-involvement and non-cooperation which will lead to low quality of education, increase 

in wastage, increase in cost, work breakage, low efficiency and strained relation of the teachers 

with the management and with fellow teachers. 

 Teachers are the nation building assets. Teachers are the most resourceful persons not only for 

schools and colleges but also for the society. They shape the society through their mighty 

intervention in the life of students. They are the pillars of the society and the nation and their 

talents or contribution and services cannot be neglected by anyone at any point of time. A 

country‘s development binds on the development and progress of the education system which 

compressed of many factors and this education system is moulded by the teachers 

fundamentally.Without good teachers, no country can progress. The importance of teachers in the 

life of a nation cannot be overlooked. The teacher influences the immature minds of-the youth. 

They treat and mould the young mind into various forms. The economic condition of teachers is 

also miserable and we know that our country is economically backward and the standard of the 

masses is very low. In present day society only those people command respects that have power 

and money. The society of the past which respected teachers has vanished. The poor teacher does 

not enjoy much prestige in the society of today. The proliferation of private schools, which are 

merely become commercially oriented, is another reason of the decline of a teacher's 

prestige.These schools employ teachers at very low salaries and the teachers cannot give their 

best to the students. There is a great dissatisfaction and frustration among teachers. Working 

conditions in schools and colleges are appalling. It is very sad that the persons in charge of 

education are themselves quite ignorant. They look down upon teachers as mere employees and 

nothing else. In such conditions, the teacher feels helpless and frustrated.So, it becomes very 

essential to know whether there is any influence of the said variables on the teachers‘ 

occupational stress of primary teachers. It is in this specific context that the present study has 

explored the pertinent factors relating to Job Stress and its satisfaction levels among the teachers 

by reviewing the relevant literatures from the previous studies. A sample size of N=500 is taken for 

the study and the sample population was identified within the teachers of Chennai and its outskirts 

of both private and government schools. It is read from the previous studies and analysis that 

stress among teachers are very high level in the present scenario. The study is also emphasized to 

specifically provide empirical answers to the following questions. 
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 What is the influence of the gender on the level of occupational stress of primary school 

teachers? 

 What is the difference in the level of occupational stress of primary teachers in relation to the 

type of schools? 

 
Statement of the Problem 

 Teacher attrition may be a serious issue facing school teachers nowadays. The best source of 

navigating the same could be implementation of effective instructional programs and recruiting 

the best and full-fledged academicians in educational institutions. Lack of experience and training, 

low pay and difficult working conditions, combined with stressors that are inherent within the 

teaching profession might cause teachers to understand vital feelings of stress, that successively 

might render them less effective within the classroom, or cause them to depart the teaching 

profession. Although the literature addresses stress factors in general, it is less known what stress 

factors are related to gender, grade level taught or years of experience. Therefore, the motive of 

this study is to have a look and discover and analyze the occupational stress elements with the 

levels of their satisfaction both the teachers of the Government and the Private schools and also to 

determine similarities and differences in stress factors.  

 

Objectives 

1. To know the level of occupational stress among primary school teachers 

2. To compare the occupational stress of government and private primary school teachers 

3. To compare the occupational stress of male and female teachers of primary school teachers 

4. To compare the occupational stress of male and female teachers of government primary school 

teachers 

5. To compare the occupational stress of male and female teachers of private primary school 

teachers 

6. To compare the occupational stress of government and private primary school male teachers 

7. To compare the occupational stress of government and private primary school female teachers 

 

Hypothesis 

1. There is no significant level of occupational stress among primary school teachers 

2. There is no significant difference in the level of occupational stress of government and private 

primary school teachers 

3. There is no significant difference in the level of occupational stress of male and female 

teachers of primary school teachers 

4. There is no significant difference in the level of occupational stress of male and female 

teachers of government primary school teachers 

5. There is no significant difference in the level of occupational stress of male and female 

teachers of private primary school teachers 

6. There is no significant difference in the level of occupational stress of government and private 

primary school male teachers 

7. There is no significant difference in the level of occupational stress of government and private 

primary school female teachers 

 
Objective 1 

 To know the level of occupational stress among primary school teachers 
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Table 1: Level of Occupational Stress among the  

Primary School Teachers 

 It is observed from the above table 

that the number of highly stressed 

primary school teachers is found to be 

65%. This shows that 65% of the primary 

school teachers have found to be highly 

stressed. Thus, the Null Hypothesis is rejected which means that there is no significant level of 

occupational stress among primary school teachers 

 
 

Objective 2 

 To compare the occupational stress of government and private primary school teachers 

Table 2: Mean, Standard Deviation & t-value of Government and Private school teachers 

S. 

No 
Groups 

No. of 

Teachers 
Mean 

Standard 

Deviation 
t-value 

Level of 

significance 

1 Private School Teachers 150 61.42 3.82 2.16 0.05 

2 Government School Teachers 150 44.7 2.11   

 It is seen that from the above table that the t-value is 2.16, which is significant at 0.05 level. 

Thus, the null hypothesis is rejected, which means that There is no significant difference in the 

level of occupational stress of government and private primary school teachers.  

 It shows, that there is significant difference in the level of occupational stress of government 

and private primary school teachers. 

 The private primary school teachers are found to have significantly more stresses than their 

government primary school teachers. 

 

Objective 3 

 To compare the occupational stress of male and female teachers of primary school teachers 

Table 3: Mean, Standard Deviation & t-value of male and female primary school teachers 

S. No Groups No of Teachers Mean Standard Deviation t-value Level of significance 

1 Male Teachers 150 52.26 8.17 0.15 Not significant 

2 Female Teachers 150 55.3 9.07   

 It is clear that from the above table that the t-value is 0.15 which is not significant. Thus , the 

null hypothesis, There is no significant difference in the level of occupational stress of male and 

female teachers of primary school teachers is accepted.  

 This shows that there is no significant difference in the level of occupational stress of male 

and female teachers of primary school teachers is accepted.  

  

S. No Level of Occupational Stress No of teachers % 

1 Highly Stressed 195 65 

2 Moderately Stressed 60 20 

3 Low Level of Stress 45 15 

 Total 300 100 
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Objective 4 

 To compare the occupational stress of male and female teachers of government primary school 

teachers 

Table 4: Mean, Standard Deviation & t-value of Male and Female Teachers of  

Government Primary Schools 

S. 

No 
Groups 

No of 

Teachers 
Mean 

Standard 

Deviation 

t-

value 

Level of 

significance 

1 Government Schools Male Teachers 75 45.66 2,1 0.01 Not significant 

2 Government Schools Female Teachers 75 47.2 1.91   

 It is clear that from the above table that the t-value is 0.01 which is not significant. Thus , the 

null hypothesis, There is no significant difference in the level of occupational stress of male and 

female teachers of government primary school teachers is accepted. 

 This shows that there is no significant difference in the level of occupational stress of male 

and female teachers of government primary school teachers is accepted. 

 

Objective 5 

 To compare the occupational stress of male and female teachers of private primary school 

teachers 

Table 5: Mean, Standard Deviation & t-value of Private male and female primary teachers 

S. 

No 
Groups 

No of 

Teachers 
Mean 

Standard 

Deviation 
t-value 

Level of 

significance 

1 Private Schools Male Teachers 75 60.12 4.01 1.4 Not significant 

2 Private Schools Female Teachers 75 64.44 2.92   

 It is clear that from the above table that the t-value is 1.4 which is not significant. Thus , the 

null hypothesis, There is no significant difference in the level of occupational stress of male and 

female teachers of private primary school teachers is accepted. 

 This shows that there is no significant difference in the level of occupational stress of male 

and female teachers of private primary school teachers. 

 

Objective 6 

 To compare the occupational stress of government and private primary school male teachers 

Table 6: Mean, Standard Deviation & t-value of Government & Private  

primary School Male teachers 

S. 

No 
Groups 

No of 

Teachers 
Mean 

Standard 

Deviation 
t-value 

Level of 

significance 

1 Government Schools Male Teachers 75 44.16 2.09 4.44 0.01 

2 Private Schools Male Teachers 75 60.32 3.99   

 It is clear that from the above table that the t-value is 4.44 which is significant at 0.01 level. 

Thus, the null hypothesis, There is no significant difference in the level of occupational stress of 

government and private primary school male teachers is rejected. 

 This shows that there is significant difference in the level of occupational stress of government 

and private primary school male teachers is rejected. The private school males teachers have 

found to be significantly more stressed than their government school male teachers. 

 

Objective 7 

 To compare the occupational stress of government and private primary school female teachers 
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Table 7: Mean, Standard Deviation & t-value of Government & Private  

Primary School Female Teachers 

S. 

No 
Groups 

No of 

Teachers 
Mean 

Standard 

Deviation 

t-

value 

Level of 

significance 

1 Government Schools Female Teachers 75 47.72 1.96 2.47 0.05 

2 Private Schools Female Teachers 75 64.84 2.09   

 It is clear that from the above table that the t-value is 2.47 which is significant at 0.05 level. 

Thus, the null hypothesis, There is no significant difference in the level of occupational stress of 

government and private primary school female teachers is accepted. 

This shows that there is significant difference in the level of occupational stress of government and 

private primary school female teachers. 

 Similarly, The private school female teachers have found to be significantly more stressed than 

their government school female teachers. 

 

Conclusion 

 From the results of the study, it is clear that the primary school teachers as a whole are found 

to be highly stressed. This finding support the past research that the teaching profession has 

become one of the most stressful profession (Olivier & Venter, 2003). The next finding of this 

study revealed that on the basis of type of school private school teachers face more stress than the 

government teachers this may be due to low salary and more burden of work in the private 

schools. This result is in line with the findings of John (2007) and Ravichandran & Rajendran 

(2007). 

 The next finding of this study revealed that there is no significant difference in the level of 

occupational stress of male and female primary school teachers. This result contradict with the 

findings of Aftab & Khatoon (2012), Anbuchelvan (2010), Chopra & Gartia (2009), Further from the 

result it is clear that no significant difference has been found in the level of occupational stress of 

government male and government female primary school teachers. This result contradict with the 

findings of Cooper & Kelly (1993), DeNobile & McCormick (2007), Okoza et al. (2010), Reddy 

(2011), and Yang et al. (2009). 

 Similarly, private school, male and female primary school teachers have been found to differ 

non-significantly in the level of occupational stress. The private school male teachers have found 

to be significantly more stressed than their government school male teacher counterparts. 

Similarly, here also, as in the case of private school male teachers, the private school female 

teachers have also found to be significantly highly stressed than their government school female 

counterparts. 
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Abstract 
 FMCG goods are popularly known as consumer 
packaged goods which are meant for daily of 
frequent consumption and have a high return. Key 
success factors for FMCG Products are Product 
Quality, Brand Equity, Distribution Network, 
Understanding consumer behaviour and developing 
new Products in order to meet consumer‟s ever 
changing demand. Health and wellness is a mega 
trend shaping consumer preferences and shopping 
habits. There has been a change in consumer 
attitude towards a green lifestyle. Organisations 
have seen this change in consumer and are trying to 
gain an edge in competitive market by exploiting the 
potential in green market industry. In today's 
turbulent markets with changing customer needs and 

growing product variety, Baba Ramdev has developed 
a unique blend of Ayurveda and Vedic philosophy 
under the brand Patanjali to pull the market by 
offering value for his customers. Patanjali Ayurved 
Limited is one of the leading ayurvedic company in 
India, which was introduced in the year 2006. PAL, 
which started as a small pharmacy has expanded to 
sell the full range of consumer categories, from 
edible oils, biscuits and noodles to toothpaste, skin 
care, hair products and groceries. This paper aims to 
study the consumer perception of Patanjali products 
in FMCG sector which was previously dominated by 
big shot companies like HUL, P& G and Nestle. 
Keywords: FMCG, green lifestyle, Ayurveda, 
Consumer Perception 

 

Introduction 

 There are many medical systems in worldwide; among those systems Ayurveda follows 

traditional facts. Ayurveda is a medical system which cures diseases and ailments using herbal 

plants, roots, leaves, fruits, bark and seeds. There are many ayurvedic companies operating in the 

country and offer a wide range of ayurvedic products. The total value of the Indian Ayurvedic 

Industry is more than Rs 4,200 Crore, which is expected to reach the mark of Rs 7,000 Crore by 

2020. Also, the value of ayurvedic and herbal products exported to other countries is about Rs 440 

Crore. Patanjali Ayurved Kendra Ltd was founded by Swami Ramdev and Acharya Balakrishna on 

September 27th, 2007. The main aim of the company is to bring awareness among Indian people 

towards swadeshi products Patanjali Ayurved Limited (PAL) has three manufacturing units at 

Haridwar, Uttarakhand with its registered office in New Delhi. It started its operation in 

Katmandu, Nepal to provide holistic, natural and effective ayurvedic treatment. The initial project 

of Ramdev was his Patanjali Yogpeeth and since its inauguration in 2006, it has been labeled as 

one of the largest centers for research on yoga and ayurveda in the world.  

 Yoga guru Baba Ramdev started an association Patanjali Ayurved in 2007. Patanjali is also said 

that it will be very beneficial for consumer to shift in their preferences towards herbal and 

ayurvedic products which are deemed to be healthy and also closure to nature. Also the profits 

earn by the company will be either plough back or profits will be used for social welfare. The firm, 
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to increase its sales, also provides its products at discount. It has also placed itself as a swadeshi 

brand, which has a request among a class of consumers. 

 Patanjali Ayurved Limited manufactures a wide range of ayurvedic products that include 

health care, home care, grocery, personal care, medicine, nutritional products, etc., 

Chyawanprash, Honey, Jam, Soanpapdi, Badam Pak and Mustard Oil are some of the products of 

the company. Products made by the company are of premier quality and optimally priced. New 

launches of Patanjali include Sugar-free Chyawanprash, Power Vita Patanjali Noodles, DantKanti 

Advance, and Seabuckthorn dietary supplement and powdered hair dye. Other than the products 

related to lifestyle and health, the company has plans to touch every consumer category.  

 

Competitive Scenario 

 In the past fiscal year, the consumer products business under Patanjali Ayurved contributed Rs 

10,561 Crore, a third that of the listed HUL, which reported sales of Rs 34,487 Crore. The Himalaya 

Drug Company which is ranked second in the list of top 10 ayurvedic companies in India. The 

company manufactures a wide range of ayurvedic products that include pharmaceuticals, personal 

care products, nutritional products, wellness products, etc. The company started its operations in 

the 1930s and presently operates in more than 90 countries in the world. Dabur is one of the most 

trusted names in ayurvedic products and known for producing premier quality ayurvedic products. 

Incorporated in the year 1884, Dabur offers more than 380 products across 21 categories. 

Baidyanath is among the oldest ayurvedic companies in India 1918. The company manufactures 

more than 700 formulations, which are used in making Baidyanath products. Hamdard Laboratories 

is a leading ayurvedic and unani company incorporated in the year 1906. The company produces a 

wide range of food and beverages, consumer health products and unani health care products. 

Emami Limited is a big consumer goods company, which can be traced from the fact that in the 

last financial year, its sales figure crossed the mark of Rs 2,200 Crore. Emami Limited is 

incorporated in the year 1974, Emami Limited is among the leading fast moving consumer goods 

companies in the country. The company produces more than 250 ayurvedic products and operates 

in over 60 countries in the world. Boroplus, Navratna, Fair and Handsome, Kesh King and Vasocare 

are some of the popular brands of the company. Zandu is one of the most trusted names in 

ayurvedic products in the country as it offers ayurvedic products of premier quality. Zandu 

Pharmaceuticals Works Ltd has occupied seventh place in the list of top 10 ayurvedic companies in 

India. Incorporated in the year 1919, Zandu Pharmaceutical Works Ltd is a part of Emami Limited, 

a leading consumer goods company. Zandu Balm, Zandu Pancharishta, NityamChurna, Zandu 

KesariJivan and Chyavanprash are some of the popular products. Charak PharmaPvt Ltd came into 

came into existence in the year 1947 and presently among the leading players in ayurvedic 

products in India. The company operates three manufacturing units in the country and offer 

ayurvedic products related to nutraceutical, personal care, men‘s healthcare, general healthcare, 

etc. Vicco Laboratories is a part of the Vicco Group which is engaged in the manufacturing of 

various ayurvedic products like tooth paste, skin cream, shaving cream, etc. The company has 3 

manufacturing units in the country, which manufacture premier quality ayurvedic products. 

Vajradanti Paste, Turmeric Skin Cream and Narayani Cream are some of the popular products of 

the company. Surya Herbal Limited offers more than 400 products for different categories like skin 

care, child care, hair care, dietary supplement, respiratory, etc. 

 Patanjali is leading over its competitors due to following reasons- It introduces innovative 

Herbal and Ayurvedic products over the forecast period. Patanjali sells its product at a lower price 
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to meet consumer demands. Patanjali is able to sell its best quality product at a price which is 10% 

to 30% less than its competitors who spend 12% to 18% on advertising and promotion. Patanjali has 

given a tough competition to some of the FMCG majors in the area of hair care, oral care and OTC 

products across its brand portfolio through impressive brand marketing by Baba Ramdev. According 

to IIFL, Patanjali could attain a net turnover of Rs 20,000 crore by FY20.  

 

Statement of the Problem 

 Indian FMCG market size is expected to grow from US$ 30 billion in 2011 to US$ 74 billion in 

2018. The global and local FMCG brands investing more in is health and wellness. Leading global 

and Indian food and beverage brands have embraced this trend and are focused on creating new 

emerging brands in health and wellness. From toothbrushes to night suits to breakfast cereals, 

Patanjali has added a spiritual touch in each item for sale in Indian FMCG market. Patanjali 

Ayurved around 444 products including 30 types of Natural Food products. A motivated consumer is 

ready to act -how is influenced by his/her perception of the situation. Perceptions are more 

important than reality, because perceptions affect consumer‘s actual behaviour. This paper aims 

to study the consumer perception of Patanjali products. 

 
Objective of Study 

1. To study about the brand awareness of Patanjali products towards the market. 

2. To study the brand perception of Patanjali. 

3. To suggest the ways to improve the positive perception of the consumers. 

 

Scope of the Study 

 The study aims to identify the consumer perception towards Pathajali products in Avadi city 

only.  

 

Research Methodology 

 The study is based on primary data and it has collected from the customers who visited the 

selects Patanjali stores in Avadi city using structured questionnaire method. The sample size of the 

study is 100 respondents and the ‗convenience sampling‘ technique has adopted to select the 

samples from various Patanjali stores. The primary data has tested using various statistical tools 

like mean, standard deviation, Chisquare, ANOVA to get the results in scientific way. 

 

Findings of the Study 

Product Categories of Patanjali 

S. No Product Categories Percentage 

1. Cosmetics 30.0 

2. health care 40.0 

3. cooking product 6.0 

4. All 24.0 

 Total 100.0 

Number of Patanjali Product Used 

 S. No No of Products Used  Percentage 

1. One 42.0 

2 Two 34.0 

3 Three 24.0 

 Total 100.0 

  
S. No Factors influencing Choice Percentage 

1. Price 32.0 

2. company reputation 40.0 

3. natural ingrediants 18.0 

4. Variety 10.0 

 Total 100.0 

 
S. No Products Sense Hygienic Percentage 

1. Yes 74.0 

2. No 26.0 

 Total 100.0 
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S. No Influence for Brand Extension Percentage 

1. Advertisement 52.0 

2. word of mouth 38.0 

3. Popularity 10.0 

 Total 100.0 

 

S. No Popularity of the Brand Percentage 

1. Dabur 28.0 

2. godrej 10.0 

3. Patanjali 58.0 

4. Hindustan Lever 4.0 

 Total 100.0 

S. No Preference for Future Extension Percentage 

1. Stationeries 16.00 

2. Patanjali icecream 38.00 

3. Patanjali water 24.00 

4. All 22.00 

 Total 100.00 

 

 50% of the respondents are between the age group 15-20 who knew about the grand extension 

of Patanjali and 64% of them were undergraduates.48% of the respondent belongs to 4 

members in a family and 58% of the respondent belong to female gender. 

 46% of the respondents think that Patanjali is natural to consume and 16% of the people think 

of Baba Ramdev in relation to Patanjali. 

 40% of the respondents are aware of the health care in the product category of Patanjali. 

 42% of respondents use atleast one product out of Patanjali brand. 

 40% of the respondents agree that the factor influencing Patanjali was based on reputation of 

the brand. 

 60% of the respondents meant Patanjali for external use only. 

 46% of the respondents agree to the brand extensions of Patanjali. 

 Nearly 52% respondents think that the brand extension was influenced by advertisement. 

 58% of the respondents agree that patanjali is the popular brand in the market. 

 74% of the respondents are satisfied with the hygienic condition of the product. 

 38% of the respondent goes with Patanjali ice-cream as the product category that they prefer 

for future extension. 

 

Suggestions 

 From the survey almost all the respondent are aware of Patanjali brand and its brand 

extension.  

 Nearly 60% of the respondent perceives Patanjali for their external use that they believe in the 

Ayurvedic added in the product. The company should create image for food products through 

proper positioning. 

 Since quality of food products are not up to the expectation, the company should improve the 

quality of the food items. 

 The advertisment should focus on only swadeshi brand not on spiritualism. 

 To attarct youth consumers, the lifestyle products can be introduced.  

 Patanjali should keep on delivering consistent quality products sothat the consumers trust the 

brand. 

 

Conclusion 

 It is concluded that the customers are converting into ‗Ayurvedic‘ products with the intention 

of better health in Indian food market. Irrespective of ‗Swadeshi or Videsh‘ products all categories 
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of customers have preferred the Ayurvedic products. Based on the results, it is also concluded that 

Patanjali Company should promote their food products with the ayurvedic concept because most 

of the consumers perceive that Patanjali is only for external use only. As per the customers 

experience, Patanjali Ayurvedic and natural food products are going to occupy major share and 

becoming a leader in Indian food market. 
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―The nineties can be called the decade of the woman. Anyone who ignores women as a source of talent would 

be making a managerial mistake‖ 

- Kiran Bedi, the First Indian Police Woman 

 

 As we all know that the economy of any country may be developed or developing has been 

continuously supported and strengthened by entrepreneurship. The arrival of ―two million‖ new 

entrepreneurs every year across the globe indicates the importance of entrepreneurship in the 

present era of liberalization, globalization and privatization. Entrepreneurs not only provide goods 

and services to the society but also generate employment. At the outset entrepreneurs are wealth 

creators. The future of the any country now and then is dictated and directed by entrepreneurs. 

No economy can be imagined without entrepreneurship.  Entrepreneurship is the buzz word around 

the globe. The crucial role of entrepreneur is to bear the risk. Women in India constitute around 

half of the country‘s population. Hence, they are regarded as the better half of the society. Still 

our society is still male-dominated and women are not treated as equal partners. women are an 

emerging economic force, most of the enterprises set up by women entrepreneurs are of simple 

consumer products, like readymade garments, food products, toys, handicrafts or are in the 

service sector, such as X-rays, clinic, tailoring, beauty parlours, data processing, advertising, 

departmental stores and photo-copying. Only a few have entered steel furniture, electronics, 

plastics and other industries that require higher technology and innovative production process.  

 Globalization has brought number of opportunities for women. Even Indian Women especially, 

elite, educated and upper middle classes have gained much exposure on issues like woman‘s role, 

carrier options and jobs. Today more Indian women than ever before are engaged in business 

enterprises, International platforms and global carriers. As the result of globalization the improved 

Indian economy is facilitating better opportunities. The unemployment rate of educated women 

has declined very significantly during the last two decades. In many aspects the business 

environment in India is more favourable to women compared to other developing countries. Today 

Indian woman are performing well in service sector especially Media & Advertising. Despite certain 

adverse conditions girls are applying to the premier Indian Institute of Management.  

 Woman have a profound impact on the life of their families, communities and nations. The 

impact on each other among woman is also vital. India believes, ―Stronger woman build stronger 

nation‖ after the dynamic leadership of Indira Gandhi the only female Prime Minster of India.  

 Woman enjoys the edge over man due to certain genetic advantages. Right hemisphere of 

woman‘s brain functions actively and thus she has ―Space cognition ―. Here it means a woman can 

give a super fiscal image to every plan or idea. The woman enjoys edge over man in linguistic 

abilities also. A woman‘s conversation can make sense despite intelligence in man‘s conversations 
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due to hormones. Both right and left hemisphere of woman brain are always active, where as only 

left hemisphere is active for male.  

 The genetic structure and biological system of woman make physically also stronger but due to 

the strong psychological belief woman herself projects and presents physically weak. It is proved in 

many instances that woman can plan, think, analyze, lead, and influence in critical and 

challenging situations. Her focus towards any responsibility is more when compared to man. It 

might be the reason for Indira Gandhi‘s longevity as Prime Minster of India after Jawaharlal Nehru. 

With all these strong factors it is estimated that every day four hundred twenty (420) women are 

joining the entrepreneur community.  

 

Women Entrepreneurship in Kanchipuram  

 The major economy of kanchepuram is from handloom industries and tourism. more the 1500 

women entrepreneurs are depending upon both the sectors for their livelihood. Here in this paper 

we are trying to find out the effect of demonetarization on micro, small and medium size women 

entrepreneurs. The city mainly based on weaving silk sarees. This city named as temple city and 

the city of thousand temples. Two weaving communities the devangas and saligars of Andhra 

pradesh migrated this city. The kanchipuram sarees expoted to different countires cost around rs 

2500 to 1,00,000. The kanchipuram sarees has been exported to US, Srilanka, Italy and Russia since 

1960. The silk sarees have become an integral part of occasions like weddings and celebrations 

with its rich weave and gold border. Kancheepuram the silk capital is having more than 20000 

looms nearly produce 4-5 lakh of silk sarees per annum shipped to different parts of the world. 

One The biggest challenge faced by entrepreneurs today at kanchipuram is Demonetarisation. So 

this study aims at finding out the problems faced by entrepreneurs at Kanchipuram.  

 Tamil Nadu has the highest number of women entrepreneurs in India, followed by Kerala and 

West Bengal, reveals a new report. Nearly 80 per cent of women entrepreneurs in India are self-

financing their businesses, with little utilisation of the various government schemes that provide 

financial aid to them, according to the state-wise analysis of the state of women entrepreneurship 

in the country by Sheatwork, a knowledge hub for women entrepreneurs. MSME Minister Giriraj 

Singh informed in a written reply in Lok Sabha that 20% of every 1000 MSMEs (Micro, Small and 

Medium Enterprises) are women-owned. 195 proprietary MSMEs per 1000 MSMEs are owned by 

women in the entire country.  

 

Demonetarisation - Entrepreneurship 

 Here 8 November 2016, the day of new turn came to all entrepreneurs in spite of small, 

medium, large trough the ban of 500 and 1000 rupee notes. The entrepreneurs dealing with 

domestic goods like grocery shops, chaiwallas, and maids etc has to stop their business and should 

stand in a Q in front of banks or ATM‘s to deposit their money. This made them to lose their 

regular income of selling on which the lively hood of the entrepreneurs is depending. The owners 

of the consumer perishable stock like vegetable vendors, local grocers, and milk and fruit sellers 

face vast trouble. Due to ban of 500 and 1000 notes they were in dilemma to sell the products or 

to refuse the banned currency. Medical care also suffered like government hospitals would accept 

these notes. However, many of these government hospitals ask patient to buy medicines from 

outside. Also, over 80 percent of healthcare is through private hospitals and nursing homes, the 

Medicare entrepreneurs faced so many difficulties at critical care and surgeries.  
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 Even the tourists from other places in India as well foreigners also faced troubles in exchanging 

of currency at time of demonetarisation for doing transactions. And More than half population in 

India don‘t know how to operate ATM and those who are depending on daily wages has to stand in 

the Q lines by taking leave. Some of the general public like a father has to spend 10 lakhs for his 

daughter marriage, and some other has to pay a fee of 2lakhs etc 

 

Impact of Demonetarisation on Real estate 

 The real estate firms are victims of demonetarisation as majority of these flat owners demand 

cash (never on record) for their transactions, which is difficult for buyers to come up with after 

the high denomination notes were scrapped. the Real Estate sector, which has strong linkages with 

sectors such as cement and steel and which will turn credit negative in the short-run. A significant 

impact in the short-run will be on the daily/weekly wage employment in the informal sector. 

 

Impact of Demonetarisation on Manufacturing 

 Demonetarisation threw a spanner in immediate demand for automobiles, consumer durables, 

electronics industry in India after November 8th 2016. The unorganized manufacturing sector that 

falls in the category of Small and Medium enterprises work on the basis of cash, with purchases 

being made through cash; all do not have access to credit and their creditworthiness could be of a 

lower grade. Wage payments, mostly made in cash as labour in this segment is unorganized, and 

employed on a daily basis also becomes a consequent problem. 

 

Impact of Demonetarisation on IT Industry 

 The cash transactions facing a sharp reduction due to demonetarisation leads to many 

alternative forms of payments like online, debit and credit card transactions. Digital transaction 

systems, payment apps and E wallets, plastic money and online transactions using E banking are 

clearly seeing a substantial increase in demand. New-age payment gateways like Paytm has seen a 

sudden spike in adoption with 250% increase in application downloads and a 1000% increase in 

transaction value. 

 

Impact of Demonetarisation on food Industry 

 Demonetarisation has strained key Indian food manufacturing companies to cut production and 

the impact is worst in northern states it is very difficult for any business to completely avoid cash 

transactions in India, Farmers, facing a shortage of buyers because of the cash shortage, have seen 

prices plummet. For example, hundreds of potato farmers in abandoned trucks of produce in a 

local market after they could not find buyers. As the quantum of trade has reduced and prices of 

vegetables have come down, farmers are just trying to ensure that their produce gets sold. 

 

Impact of Demonetarisation on Women Entrepreneurs – Kanchipuram District  

 In the context demonetarisation as experienced through integration with the global economy 

in a phased manner, and national and international competitive perspectives. the small scale 

sector has been steadily ill elf to face the challenges posed Small and medium enterprises with 

their dynamism, flexibility and innovative spirit will have to adapt themselves to the fast changing 

needs of the market driven economy. The sector has not Yet been able to derive substantial 

benefits from demonetarisation. The challenges of increased competition have become fierce. In 

this context, five factors are identified for eliciting women entrepreneurs' response from 30 

sample enterprises of the kanchipuram district covered in the study. The study is conducted on 
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interviewing methods. Out 30 respondents 28 respondents stood at same factors which affect their 

business at the time of demonstration. 

 

Factor 1: Shortage of working capital & Damage to good will 

 As most of the MSMEs rely on cash tractions the women entreprenures are at liquidity shock. 

And cannot able to maintain their day to day business transactions. The daliy wage earners, 

labourers etc uses the cash frequently. These sections loose income in the absence of liquid cash, 

this directly affects the business. Most of medium size women entrepreneurs found the under 

utilization production facilities. Low cash rotation leads to nonpayment of debts to suppliers in 

time, which severely effects the good will of most reputed women entrepreneurs at kanchipuram 

district. With low cash turnover the growth of MSME are stagnated. 

 

Factor 2: Unable to use the banking services  

 The entrepreneurs like mercantile and accounting based faced so many practical difficulties 

like liquidity crunch because of problems in daily cash management activities. All deposits and 

with drawl of business cash has become stagnant with limited withdrawals and limited deposits of 

money through demonetarisation rule.  

 

Factor 3: Down fall in sales & demand MSME 

 Demonstrazation changed the capacity of spending and paying activities of consumers, which 

most of the women entrepreneurs faced the same behaviour among the consumers , which directly 

relates to the sales and demand of the enterprise. And most of the women entrepreneurs 

expressed their hopelessness in the future growth of the profit due to demonetarization.  

 
Factor 4: Non-acceptance of Old Currency 

 The sudden announcement, ban of 500 and 1000 rupee notes given a big shock to women 

entrepreneurs because of non acceptance of old currency and with restrictions of availability of 

new currency. This situation leads so many entrepreneurs to face lots of stress in managing the 

funds. They found it very difficult to change their old currency at banks by standing in Q lines, and 

restricted with drawls leads the entrepreneurs at stressful state.  

 

Factor 5: Borrowing at high rate  

 Due to shortage of funds in demonetarisation, The Micro, small and Medium (MSME) women 

entrepreneurs has to for private lenders , due to high shortage of funds the private lenders are 

increased their interest on loan from 3-5% to 10%,15%&18% based on the fund urgency of the 

entrepreneurs etc. Borrowers are required to make their repayments on a daily basis. If they fail 

to pay money for over a week, the interest rate is revised and a new, hiked, rate is decided, 

respondents said.  

 
Conclusion 

 The contribution of women to entreprenurship and economic development is well documented. 

Yet there exist several barriers to the full optimizing of women‘s economic potential especially in 

their entrepreneurial skills in MSMEs. The sudden change in government economic policies like 

demonetarisation the women entrepreneurs can maintain good record of accounts, should familiar 

with digital banking, etc. This helps the MSME women entrepreneurs to face the volatile situations.  
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Abstract 
 Background: Helmet awareness is the 
investigation of deciding awareness among the 
general population. Helmet awareness has been 
dissected among the general population with the 
assistance of overview and the yield comes about got 
will be entered in spreadsheet, from the 
spreadsheet the esteem the awareness among the 
general population has been resolved as the stream 
outline, diagram with the variable age cutoff points, 
preferences and hindrances of wearing the helmet, 
cost and shading. Objectives: to study helmet 
awareness among motorcycle riders in Avadi, 
Chennai, to understand the difficulties faced by 
helmet users, to understand the level of helmet 
awareness among the motorcycle riders, to find out 
reasons for wearing and not wearing helmets. 
Methodology: The data collection for the study 
includes both primary data and secondary data. Out 
of 138 collected data, 125 sample were taken for 
data analysis. Sampling techniques adopted for this 

study is non-probability, convenience sampling. The 
population for this study is Avadi, Chennai. Results: 
The majority age group that supports the traffic 
rules are 36-45 age group compared to others. Even 
though the respondents are mostly in the age group 
of below 25, but they too agree that the traffic rules 
followers are mostly the age group of 36-45. So, 
even below 25 age group are not following or ready 
to follow the traffic rules promptly. Also, the prime 
reason for not wearing a helmet is sweating and 2nd 
invisibility and 3rd hearing problem to overcome all 
the difficulties we would like to suggest the 
companies to introduce new technology like major 
air holes, visor with advanced vision etc. The study 
has been taken in the small portion of the area and a 
short period of time. When this study extent to state 
and national level for long period of time then we 
can obtain the better results. 
Keywords: Helmet, Awareness, college students, 
public, difficulties, traffic rules 

 

Introduction 

 Helmet awareness is the investigation of deciding awareness among the general population. 

Helmet awareness has been dissected among the general population with the assistance of 

overview and the yield comes about got will be entered in spreadsheet, from the spreadsheet the 

esteem the awareness among the general population has been resolved as the stream outline, 

diagram with the variable age cutoff points, preferences and hindrances of wearing the helmet, 

cost and shading. Numerous individuals around the globe bite the dust in cruiser impacts: The 

module starts by portraying the size of the issue of bike crashes and coming about head wounds. It 

clarifies the worldwide conveyance of the issue, taking note of that if exhibit patterns proceed, 

some low-wage and center wage nations are probably going to encounter an expansion in the 

number of bike crashes soon. The segment depicts how head wounds that outcome from bike 

crashes are a main source of death and incapacity. A helmet ensures your head: This area depicts 

what can happen to the head in case of a bike or bike crash. It at that point goes ahead to clarify 

the physical parts of a helmet and the manner by which they decrease the effect of a crash. This 

area additionally portrays how helmets are intended to meet certain prerequisites.  
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 Helmet utilize is powerful at lessening head wounds: This segment abridges the proof from 

thinks about that have assessed the adequacy of helmets in diminishing death and injury. Helmet 

programs are compelling at getting helmets on heads: Presenting enactment on helmet utilize has 

been appeared to be successful in expanding helmet-wearing rates and decreasing head wounds, 

as abridged in this area. As said in the Presentation, this manual is centered around how to expand 

helmet use among bike clients. The expanding utilization of mechanized two - wheelers, and the 

rapid at which bikes can venture out contrasted with bikes, implies that the essential gathering of 

people of this manual will be those looking to build cruiser helmet utilize. In any case, it is 

accepted that a great part of the specialized direction that is given in the content will be similarly 

pertinent, and can be connected effortlessly, to those trying to present a helmet program for bike 

clients. In most high-salary nations, cruiser fatalities normally contain around 5% to 18% of general 

movement fatalities. This extent mirrors the joined impact of a few essential elements including 

the generally low proprietorship and utilization of engine cycles in numerous created nations, and 

the moderately high danger of these cruisers being engaged with crashes including fatalities. 

Normally, these dangers are substantially higher for the bike than for vehicle travel. In low-wage 

and center wage nations, auto proprietorship and utilize rates are general-partner much lower 

than in high-pay nations. Notwithstanding, the possession and utilization of cruisers and other 

bikes is for the most part moderately high – for instance, in India 69% of the aggregate number of 

engine vehicles are mechanized bikes, 

 

Review of Litreture  

 A research by (Kulothungan, 2015) team reveals he quantity of mischances and the quantity of 

fatalities because of street auto collisions is expanding day by day.But the overall public is 

hesitant to take after certain security measures that must be taken after amid driving. The more 

youthful age specifically isn't willing to wear the helmets or safety belts while riding in bikes or 

four wheelers. To ponder the information, state of mind and routine with regards to street 

wellbeing rules among the undergrads in Trichy area, Tamilnadu, India. The targets are to 

evaluate the information and awareness in regards to the present security tenets and directions as 

for driving among the undergrads of Trichy city and to comprehend the degree of adherence to 

those wellbeing guidelines and controls among the understudies of Trichy city. Another study by 

(Dhyan Singh, 2014) says that Casualties of cruiser mischance frame a high extent of those 

executed and harmed in streetcar accidents in India.  

 The motivation behind this distinct examination was to survey the impact of "utilization 

helmet" correspondence battle and to inspect different elements identified with bicycle helmet 

use in an example of seventy five undergrads. Information was gathered from an arbitrarily chosen 

test of 75 understudies at Govt. School Dharamshala.  

 In general, the examination presumed that "Utilization Helmet" correspondence crusade was 

useful to propel the motorcyclists to utilize the helmet. In any case, in lion's share, it was the law 

and police that invigorated motorcyclists to wear a helmet for each riding. The nonattendance of 

police checking and disturbance from the helmet were the most cited reasons by the undergrads 

for not wearing a helmet. Just a little piece of the example utilized the helmet for each ride. 

Along these lines, it is a critical need to change the disposition and conduct of motorcyclists to 

utilize the helmet frequently with the goal that the mischance death rate could be limited in 

India. Another study reveals that (Jayadevan, 2010) motorcycles account for a large proportion of 

road traffic accidents in India and the riders of these vehicles run a high risk of injuries or death. 
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This study aims to explore the determinants of helmet use among motorcyclists in Kerala, India. 

(Sivakumar, 2012) The study was conducted on 50 cases of fatal road traffic accidents of all age 

groups. The pattern and distribution of head injuries in dead bodies due to RTA with/without a 

helmet and other associated risk factors was analyzed.  

 A preponderance of victims in the age group 31-40 years (52%) with M: F ratio 7.33:1 was 

observed. 38% of cases of RTA died on the spot (p<0.001) and 14% cases died while shifting or 

within one hour of admission to the hospital. 74% of victims were not using helmets. The majority 

died were the riders (84%), followed by pillion riders (14%).  

 Contusion of the scalp was more common (98%) as compared to the laceration (38%). Contusion 

of the brain was seen in 100% cases and laceration in 26% cases. Fissure fracture was seen in 64% 

cases. The commonest variety of intracranial hemorrhage was subdural (98%) followed by 

subarachnoid (96%). 

 
Objective of Study 

 To study helmet awareness among motorcycle riders in Avadi, Chennai 

 To understand the difficulties faced by helmet users 

 To understand the level of helmet awareness among the motorcycle riders 

 To find out reasons for wearing and not wearing helmets 

 To analyze and suggest suitable measures to improve the helmet awareness 

 

Scope of the Study 

 The outcome of the study may help the administrator to frame suitable intervening techniques 

and measures to avoid accidents and improve helmet awareness. 

 This study covers the motorcycle riders in Avadi city only. So the scope of the study can be 

extended to various parts of state level and national level. 

 This study can earth depth understanding of the mindset of motor riders. So the outcome of 

the study can be extended to other disciplines. 

 

Research Methodology 

 Research design adopted for the study is descriptive in nature. The study undertook the factors 

such as price, traffic rules, visibility, neck injuries, sweating, light reflection, hearing are the 

difficulties which help to determine the helmet awareness and perception about wearing a helmet 

can be understood. The data collection for the study includes both primary data and secondary 

data. For the collection of primary data, the structured questionnaire is constructed and 

disseminated among the respondents. Out of 138 collected data, 125 sample were taken for data 

analysis, as the remaining data are incomplete.  

 The secondary sources of information were collected from Scopus database and j-gate 

databases and website resources. Sampling techniques adopted for this study is non-probability, 

convenience sampling. Since the data collection were carried out in different places like roads and 

among college students, convenient sampling was found suitable. The population for this study is 

Avadi, Chennai. Statistical tools adopted for the study includes frequency analysis and Garett 

ranking method.  
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Data Analysis and Interpretation 

Data Analysis using Frequency Percentage Analysis 

Demographic Details 

Table 1 Demographic Profile of the Respondents 

 Table 1 reveals the demographic 

characteristic of the respondents. Most of the 

respondents are male and the majority of the 

respondents falls in the 18-25 age category. So 

the sample reveals that the respondents are 

mostly youngsters. The family sizes of the 

respondents are mostly between 4-6 members 

and most of the respondents are college 

students. Majority of respondent‘s family 

income lies between 15,000 to 30,000. 

 

 

 

 

 

 

 

 

 

 

 
Table 2 Perception of the Respondents towards wearing a helmet 

S. No Particulars Frequency Percent 

1. Is helmet is necessary to wear while driving 

 Yes 118 94.4 

 No 7 5.6 

2. Do wear helmet while driving 

 Not at all 15 12.0 

 Rare 35 28.0 

 Often 38 30.4 

3. Reason for wearing helmet 

 Fit 3 2.4 

 Style 19 15.2 

 Avoid accident 103 81.6 

4. Respondent spending on the helmet 

 Below 500 21 16.8 

 500 to 1000 52 41.6 

 1000 to 2000 26 20.8 

 above 2000 26 20.8 

5. Respondents like to buy helmets at 

 road side 18 14.4 

 Workshops 11 8.8 

S. No Particulars Frequency Percentage 

1 Gender 

 Male 120 96.0 

 Female 5 4.0 

2. Age 

 18-25 103 82.4 

 26-35 11 8.8 

 36-45 7 5.6 

 46-55 4 3.2 

3. Family Size 

 Upto 3 members 30 24.0 

 4-6 members 95 76.0 

4. Occupation 

 Student 99 79.2 

 Working 22 17.6 

 Entrepreneur 4 3.2 

5. Family income 

 Below 15000 32 25.6 

 16000 to 30000 50 40.0 

 31000 to 45000 19 15.2 

 46000 and above 24 19.2 



International Conference on Emerging Trends in Management ICETM 2018 

 

 

240 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

 Exclusive showrooms 62 49.6 

 Service centers 13 10.4 

 Online 10 8.0 

 Malls and supermarkets 11 8.8 

5. The helmet can save your life during an accident 

 Strongly disagree 2 1.6 

 Disagree 4 3.2 

 Neither Agree Nor 

Disagree 
17 13.6 

 Agree 52 41.6 

 Strongly Agree 50 40.0 

6. Helmet awareness is necessary for students and public 

 Strongly disagree 3 2.4 

 Disagree 1 .8 

 Neither Agree Nor 

Disagree 
4 3.2 

 Agree 44 35.2 

 Strongly Agree 73 58.4 

7. The age group which supports and follows all traffic rules are 

 18-25 43 34.4 

 26-35 26 20.8 

 36-45 38 30.4 

 46-55 12 9.6 

 55+ 6 4.8 

8. Respondents opinion on about helmet 

 Risky 7 5.6 

 Benefit 118 94.4 

9. Respondents opinion on the 2nd person at the back of the bike 

should also necessary to wear a helmet 

 Yes 102 81.6 

 No 23 18.4 

10. Imposing a heavy fine on violating traffic rules is 

correct/acceptable 

 Strongly disagree 10 8.0 

 Disagree 12 9.6 

 Neither Agree Nor 

Disagree 
14 11.2 

 Agree 53 42.4 

 Strongly Agree 36 28.8 

11. Kind of helmet the respondents prefer 

 Full cover 103 82.4 

 Half covered 22 17.6 

 From the table 2, the researcher found that Most of the respondents are agreeing that they 

have to wear a helmet as they aware of its importance. But most of the respondents are often 

wearing a helmet while driving and next majority of respondents opined that they rarely wear 

helmets. Majority of the respondents are wearing a helmet to avoid safety instead of fit or style. 

So it shows that they are aware of the necessity of wearing a helmet. Majority of samples spent or 

ready to spend 500 to 1000 rupees for buying a helmet. Most of the respondents prefer to buy 
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helmets from showrooms instead roadside or online etc. Most of the respondents are agreeing that 

the helmet will save their life. Also, they strongly were agreeing that either students or other 

public, all should wear a helmet. The majority age group that supports the traffic rules are 36-45 

age group compared to others. Also, respondents are positively opining that the person who sits 

behind rider should also wear a helmet. The imposing fine is also good according to the majority of 

respondents. Most of the respondents are willing to wear a full covered helmet. 

 

Garret Ranking Method Results  

 From the garret ranking method, one can observe that the difficulties faced by the motorcycle 

riders are predominantly sweating and 2nd they ranked unclear road visibility and 3rd they can‘t 

hear outside sound and so on. 

Rank 1*8 112 80 240 40 136 176 48 168 

Rank 2*7 70 112 98 98 126 154 35 182 

Rank 3*6 96 90 126 72 132 132 18 96 

Rank 4*5 90 105 85 70 80 85 30 85 

Rank 5*4 44 96 80 48 48 52 56 68 

Rank 6*3 54 45 36 75 51 33 48 33 

Rank 7*2 46 36 14 28 36 18 56 16 

Rank 1*1 15 6 4 29 5 9 47 9 

TOTAL 527 570 683 460 614 659 338 657 

RANK 6 5 I 7 4 2 8 3 

 

I am Not 
Visible 

To 
Others 

Neck 
Injuries 

Sweating 
Can't 

Attend 
Phone 

Light 
Reflections 

At Night 
Time 

I Don‘t Have 
Clear Road 
Visibility 

Price 

Can't 
Hear 

Outside 
Sound 

 

Results and Discussions 

 Most of the respondents are agreeing that they have to wear a helmet as they aware of its 

importance. But most of the respondents are often wearing a helmet while driving and next 

majority of respondents opined that they rarely wear helmets. Majority of samples spent or ready 

to spend 500 to 1000 rupees for buying a helmet and they prefer to buy helmets from showrooms 

instead road side or online etc. So it shows they wish to get helmets with good quality at 

negotiable rates. Another reason for preferring showrooms are while they go with online, they 

can‘t check the suitability of the helmet to their head. Also, they are aware of the necessity of the 

helmet as it saves their life. Majority of the respondents opined that either students or other 

public, all should wear a helmet and there should be no partiality. The majority age group that 

supports the traffic rules are 36-45 age group compared to others. Even though the respondents 

are mostly in the age group of below 25, but they too agree that the traffic rules followers are 

mostly the age group of 36-45. So, even below 25 age group are not following or ready to follow 

the traffic rules promptly. From garret ranking method it is found that the prime reason for not 

wearing a helmet is sweating and 2nd invisibility and 3rd hearing problem to overcome all the 

difficulties we would like to suggest the companies to introduce new technology like major air 

holes, visor with advanced vision etc. 

 

Conclusion 

 Almost all the people agreed that helmet awareness is necessary. So, Government, Non - 

Governmental organizations (NGO‘s), Universities and Colleges can step-in, to increase the 

awareness among the people regarding helmets. The government can initiate advertisements in 

televisions and especially through social Media. At the time of two-wheeler registrations, the RDO 
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of the government has to approve the vehicle with the new helmet. The helmet has been included 

as the first accessory of any two-wheeler while buying. The study provides the information about 

the motor cycle riders mindset on the helmet, about the public awareness on the helmet, 

effective usage of the helmet, about the difficulties faced by the motor cycle riders due to the 

wearing of the helmet is also analyzed. The study has been taken in the small portion of the area 

and a short period of time. When this study extent to state and national level for long period of 

time then we can obtain the better results.  
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Abstract 

 This paper draws devotion to numerous 
corporate social responsibility thoughts and 
perspective towards sustainable global economy. In 
the recent years there is increased campaign 
towards social responsibility and the world is 
constantly looking for business front-runners and 
change-makers who pioneer in business that can act 
as a force for good. This paper will discuss the CSR 
initiatives at global level and will also discuss about 
the expectations of various international agencies 
like United Nations Global Compact (UNGC), Global 
Compact Society (GCS). Corporate Social 
Responsibility (CSR) has become one of the major 
areas of concern for modern business firms both in 
the domestic and international sector. Firms have 
gradually recognized the importance of CSR, mainly 
because of increasing awareness to various factors 
affecting environmental degradation, human rights 
and social ethical issues that are likely to be 
affected by firm‟s actions. This commitment to the 
society, environment and other stakeholders needs 
to go beyond the statutory obligations laid down by 
legislation and become a voluntary initiative from 
the organizations. However most of the 
organizations focus on their products and look into 
ways of improving profitability, neglecting the social 
and environmental impact of their activities. 
Majority of the organizations that have started 
contributing to social, ethical and environmental 
issues believe that CSR is one of the easier ways of 
increasing brand equity. These organizations are 

making CSR a marketing activity to increase visibility 
than as a focused responsibility to create a social 
impact. Even today the subject of CSR is 
controversial and debatable, primarily due to the 
fact that the subject still has undefined boundaries 
and the concept itself remains debatable both in the 
academic circles and with the practitioners. The 
supporters of CSR are of the opinion that there are 
benefits attained by the organizations, society and 
the environment if organization pursues CSR 
activities and in the long term it provides economic 
benefits to the organizations apart from providing 
social benefits. Critics of CSR view it as a liability on 
the organizations which hinders them from their 
fundamental economic role of maximizing 
profitability and opining that the sole responsibility 
of social upliftment and environmental sustainability 
is government‟s responsibility. In a developing 
country like India these agencies are expecting 
companies and institutions to voluntary participate 
in socially responsible business activities through 
multiple stakeholder approach, even though the 
participation of Indian companies in these activities 
is good the activities don‟t align with the principles 
of global compact. The study will also analyse the 
India‟s CSR tradition its prospects when they follow 
the global campaign towards CSR and the companies 
who regularly become the part of the global setup. 
Keywords: Corporate Social Responsibility, 
Sustainable Global Economy, UNGC, Stakeholder 
approach.

 

Introduction 

 The world is looking for a more comprehensive and sustainable global economy this demand 

for sustainable economy paved way for many initiatives and one of the foremost is United Nations 

Global Compact (UNGC) which is one of the pioneer Corporate Social Responsibility initiative at 

the global level. The United Nations Global Compact is a United Nations brain child to inspire 

businesses worldwide to espouse sustainable and socially responsible policies, and to report on 

their implementation. The UNGC has become the world largest CSR initiative with over 13000 

companies. The UNGC is built on the ten doctrines, involving the various international agreements 

in the areas of human rights, labour and social standards, environmental standards and 

anticorruption. UNGC wanted to make the 10 doctrines to be embedded into the business system 



International Conference on Emerging Trends in Management ICETM 2018 

 

 

244 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

so the desired result can be achieved by multi stakeholders approach. Though the UNGC has its 

roots both in global and local business environment a study is needed to see the expectations of 

Global CSR and the one practiced in India. It is needed to understand the factors with correlate 

one another. India is a country with rich heritage and participation of Indian companies in social 

and well-being activities to uplift the society has been practiced for decades. In a developing 

country like India these agencies are expecting companies and institutions to voluntary participate 

in socially responsible business activities through multiple stakeholder approach, even though the 

participation of Indian companies in these activities is good the activities sometimes don‘t align 

with the principles of global compact. The study will also analyse the India‘s CSR tradition its 

prospects when they follow the global campaign towards CSR and the companies who regularly 

become the part of the global setup. The study will also compare the Amended Schedule-VII of 

Companies Act, 2013 and UNGC ten principles for CSR initiative at global level. CSR reporting and 

coordination in India is important because many Indian companies as well as multinational 

companies exploit the loop holes in the law creating bigger problem to the society. Many MNC‘s 

like Coca-Cola and Pepsi have exploited the Indian condition and depleted the water level of 

various areas thereby endangering the lives of millions of people. Multinational milk companies 

like Nestle were causing infant illness and death in poor communities by promoting bottle feeding 

and discouraging breast feeding which nestle still follow in some countries like Bangladesh by 

giving free sample in hospitals, even the Swiss giant‘s widely popular instant noodles tests in India 

have revealed that it have a concentration of lead, putting consumers at elevated health risks. The 

Satyam Computer scandal is a corporate scandal that worked in India in 2009 where chairman 

Ramalinga Raju confessed that the company's accounts had been falsified and it was perhaps 

India's biggest corporate fraud case where M/s Satyam Computer Services Limited triggered 

forfeiture to the stakeholders to the tune of Rs.14,162 crore. The company head and members 

secured illegal gains to the tune of about Rs.2, 743 crore by numerous deceits. So the study about 

CSR reporting and of various guidelines related to UNGC and Schedule VII of companies act will 

contribute to the literature in this area. 

 

The Global CSR Agenda and Indian Perspective 

 The CSR gained greater importance after rapid globalization and yet business responsibility is 

by no means a new phenomenon. In the 18th and 19th centuries, businessmen‘s self-religious and 

ethical opinions exhibited themselves in socially responsible activities in European countries as 

well as in India (Mohan 2001). The universal aim of the CSR is to inspire companies to take 

responsibility for problems and challenges that used to be addressed by legislation. Even though 

lot of researchers defined CSR, the notion still remains ambiguous. As a useful reference, the 

survey adopted the EU Commission‘s understanding of CSR: ―CSR is a concept whereby companies 

integrate social and environmental concerns in their business operations and in their interaction 

with their stakeholders on a voluntary basis. Being socially responsible means not only fulfilling 

legal expectations, but also going beyond compliance by investing ‗more‘ into human capital, the 

environment and the relations with stakeholders. CSR should nevertheless not be seen as a 

substitute to regulation or legislation concerning social rights or environmental standards, 

including the development of new appropriate legislation.‖ (EU Commission 2001) 

 The UN Global Compact has faith in building a sustainable and inclusive global economy that 

delivers lasting benefits to people, communities and markets. Their vision also deals with the 

same. The major objective of UNGC are Doing business responsibly by aligning their strategies and 
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operations with Ten Principles on human rights, labour, environment and anti-corruption and to 

take strategic actions to advance broader societal goals, such as the UN Sustainable Development 

Goals, with an emphasis on collaboration and innovation. UNGC strongly believes that corporate 

sustainability starts with a company‘s value system and a principled approach to doing business. 

This means greater emphasis should be given to areas like human rights, labour, environment and 

anti-corruption. Responsible organizations endorse the same values and principles wherever they 

operate, and recognize that good practices in one area do not counterpoise harm to another. So 

they generally incorporate the global compact principles into organizational strategies and 

objectives for long term success. The UN Global Compact‘s Ten Principles are resultant from: the 

Universal Declaration of Human Rights, the International Labour Organization‘s Declaration on 

Fundamental Principles and Rights at Work, the Rio Declaration on Environment and Development, 

and the United Nations Convention against Corruption. 

 Principle 1: Businesses should support and respect the protection of internationally proclaimed 

human rights 

 Principle 2: Make sure that they are not complicit in human rights abuses. 

 Principle 3: Businesses should uphold the freedom of association and the effective recognition 

of the right to collective bargaining; 

 Principle 4: The elimination of all forms of forced and compulsory labour; 

 Principle 5: The effective abolition of child labour 

 Principle 6: The elimination of discrimination in respect of employment and occupation. 

 Principle 7: Businesses should support a precautionary approach to environmental challenges; 

 Principle 8: Undertake initiatives to promote greater environmental responsibility 

 Principle 9: Encourage the development and diffusion of environmentally friendly 

technologies. 

 Principle 10: Businesses should work against corruption in all its forms, including extortion and 

bribery. 

 Thus the UNGC ten principles are revolved around the four general factors like human rights, 

labour, environment and anti-corruption. Looking into the areas that can be taken up for CSR 

initiatives in India according to schedule VII it is basically to uplift the weaker section of the 

community.  

1. Eradicating hunger, poverty and malnutrition, promoting healthcare and making available safe 

drinking water. 

2. Promoting education, including special education, and employment enhancing vocation skills, 

especially among children, women, elderly and the differently abled, along with livelihood 

enhancement projects. 

3. Promoting gender equality, empowering women, setting up homes and hostels for women and 

orphans; setting up old age homes, day care centres and such other facilities for senior citizens 

and measures for reducing inequalities faced by socially and economically backward groups. 

4. Ensuring environmental sustainability, ecological balance, protection of flora and fauna, 

animal welfare, agroforestry, conservation of natural resources and maintaining quality of soil, 

air and water including contribution to the Clean Ganga Fund set-up by the central government 

for rejuvenation of the river. 

5. Protection of national heritage, art and culture including restoration of buildings and sites of 

historical importance and works of art; setting up public libraries; promotion and development 

of traditional arts and handicrafts. 

6. Measures for the benefit of armed forces veteran, war widows and their dependents. 
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7. Training to promote rural sports, nationally recognised sports and Olympics. 

8. Contribution to the Prime Minister‘s national relief fund or any other fund set up by the 

central government for socio-economic development and relief and welfare of the scheduled 

castes, scheduled tribes, other backward classes, minorities and women. 

9. Contributions or funds provided to technology incubators located within academic institutions 

which are approved by the central government. 

10. Rural development projects & Slum area development. 

 Overall comparison drawn from the UNGC and schedule VII CSR initiatives is that the UNGC and 

CSR initiatives are slightly different whereas the former concentrate a lot on human rights the 

latter have no initiatives to it but had mentioned about the betterment of society by empowering 

the deprived class of people. Our Indian perspective is based on more traditional approach which 

focusses a lot on social and environmental issues rather than human rights and anti-corruption. 

Conclusion 

 The agenda for CSR is spreading to all organization specially the organization which comes 

under the mandatory spending ambit as mentioned in the company‘s act 2013. The government has 

made the traditional and philanthropic activities as an important aspect when it comes to spending 

made by the companies and it is not aligned with the United Nations global compact principles, for 

the organizations who have registered as members of UNGC to operate as per UNGC principles it 

can‘t happen in a go but will slowly transformed when CSR principles are integrated into the 

corporate departments. To enhance the role of UNGC in India the network should be properly 

enlarged by including the Societies and forum and creating an agenda that potentially suits all the 

stakeholders. 

 
References 
1. Arora, B. (2004): India and Corporate Social Responsibility. An Explorative Review, 

Nottingham: International Centre for Corporate Social Responsibility, University Business 
School 

2. Arora, B. / R. Puranik (2004): A Review of Corporate Social Responsibility in India, in: 
Development corporate social responsibility, September 2004, Volume 47, Number 3 

3. Belal AR, Owen D. 2007. The view of corporate managers on the current state of, and future 
prospects for, social reporting in Bangladesh: an engagement based study. Accounting, 
Auditing and Accountability Journal 20: 472–494. 

4. Belal AR, Lubinin V. 2008. Corporate social disclosures (CSD) in Russia. In Global Practices of 
Corporate Social Responsibility, Idowu SO, Filho WL(eds). Springer Verlag: Berlin, Germany. 

5. Chahoud, T. (2005): International Instruments for Promoting Corporate Social Responsibility 
(CSR); German Development Institute, Bonn, Briefing paper 2/2005, Bonn 

6. Chahoud, T. et al. (2006)*: Corporate Social and Environmental Responsibility in India—
Assessing the UN Global Compact‘s Role, German Development Institute, Bonn 

7. EU Commission (2001): Green Paper: Promoting a European framework for Corporate Social 
Responsibility, Brussels Mohan, A. (2001): Corporate Citizenship. Perspectives from India, in: 
Journal of Corporate Citizenship, Summer 2001, 107–117 

8. Ruggie, J. G. (2001): The Global Compact as Learning Network, Global Governance (2001),  
pp. 371–378 

9. Utting, P. (2003a): Promoting Development through Corporate Social Responsibility—Prospects 
and Limitations, online: www.un.org 

10. Voss K. E., Sprangenber E.R., Grohmann B., 2001, Measuring the Hedonic and Utilitarian 
Dimensions of Consumer Attitude, Journal of Marketing Research, vol. XI 

11. Webb D.J., Mohr L.A., 1998, A Typology of Consumer Responses to Cause-Related Marketing: 
From Sceptics to Socially Concerned, Journal of Public Policy & Marketing, vol. 17, no. 2. 

  

http://www.un.org/


Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

247 | P a g e  Shanlax International Journal of Management 

 

  
A STUDY ON THE CUSTOMER INSIGHT TOWARDS ADVERTISING PRACTICES 

IN HDFC STANDARD LIFE INSURANCE COMPANY LIMITED 

 

 
 

Ms.J.Sridevi 

Ph.D Research Scholar, Alagappa University and 

Assistant Professor, Vel Tech Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

 
Dr.M.Thiagarajan 

Research Supervisor and Head of the Department 

Department of Business Administration, Alagappa Government Arts College, Karaikudi 

 
Abstract 

 Advertising is a form of communication whose 
purpose is to inform potential customers about 
products and services and how to obtain and use 
them. Many advertisements are also designed to 
generate increased consumption of those products 
and services through the creation and reinforcement 
of brand image and brand loyalty. For these 
purposes advertisements often contain both factual 
information and persuasive messages. Every major 
medium is used to deliver these messages, including: 
television, radio, movies, magazines, newspapers, 
video games, the Internet, and billboards. 
Advertising is often placed by an advertising agency 
on behalf of a company.  Advertisements can also be 

seen on the seats of grocery carts, on the walls of an 
airport walkway, on the sides of buses, heard in 
telephone hold messages and in-store public address 
systems. Advertisements are usually placed 
anywhere an audience can easily and/or frequently 
access visuals and/or audio and print. Organizations 
which frequently spend large sums of money on 
advertising but do not strictly sell a product or 
service to the general public include: political 
parties, interest groups, religion-supporting 
organizations, and militaries looking for new 
recruits. Additionally, some non-profit organizations 
are not typical advertising clients and rely upon free 
channels, such as public service announcements 

 

Introduction 

 Insurance, in law and economics, is a form of risk management primarily used to hedge against 

the risk of a contingent loss, insurance is defined as the equitable transfer of the risk of a loss, 

from one entity to another, in exchange for a premium. Insurer is the company that sells the 

insurance. Insurance rate is a factor rate is a factor used to determine the amount, called the 

premium, to be charged for a certain amount of insurance coverage. Risk management, the 

practice of appraising and controlling risk, has evolved as a discrete field of study and practice 

 Achaemenian monarchs were the first to insure their people and made it official by registering 

the insuring process in government notary offices. The insurance tradition was performed each 

year in Norouz (beginning of the Iranian New Year): the heads of different ethnic groups as well as 

others willing to take part presented gifts to the monarch. The most important gift was presented 

during a special ceremony. When a gift was worth more than 10,000 Derrik (achaemenian gold 

coin) the issue was registered in a special office. This was advantageous to those who presented 

such special gifts. For others, the presents were fairly assessed by the confidants of the court. 

Then the assessment was registered in special offices.  

 

Statement of the Problem 

 Advertiser has understood the psychology of consumers. It becomes necessary to measure the 

effect of advertisement on consumers. Among consumers the most sensitive type are consumers of 
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Fast moving goods as the characteristics of price and easy purchase are present for their product. 

Over the year advertisers has given considerable attention towards consumer to persuade the 

consumers towards purchase of their product. But how far the response of consumers towards their 

advertisement is a matter of serious concern, which needs a continuous research. Another highly 

specialized area for research is the product differentiation adopted by the advertisers and the 

degree of customers, response to the differentials. Thus the study is conducted to study about the 

customers insight towards advertisements of HDFC Standard life insurance company limited. 

 

Scope & Need of the Study 

 The scope of the study, views on the demographic characteristic of markets following the 

cultural differences such as norms, lifestyles and values. 

 And also it covers the media usage and audience size. 

 The need for the study various according to the various product usage, brand attitude and 

media performances. 

 HDFC Standard life insurance is trying to expand the market share through advertisements. 

 To do this studying the effectiveness of advertisement is necessary 

 

Objective of the Study 

 To study the awareness on advertisement of HDFC Standard life insurance company limited. 

 To know the various Medias used for advertising HDFC Standard life insurance product. 

 To analyze the performance and effectiveness of advertisement of HDFC Standard Life 

Insurance Company limited. 

 To suggest the suitable media for various insurance products of HDFC Standard Life Insurance 

Company limited. 

 To suggest the possible ways to overcome the limitations in advertising process at HDFC 

Standard life insurance company limited 

 

Research Methodology 

Descriptive research design: To describe the state of affairs as it exist present. 

Primary Data: Data which are collected for first time and it happens to be original in character. 

Secondary Data: Data which have been published already in the form of magazines, documents, 

thesis etc, 

Convenience sampling: This involves choosing the sample on the basis of our own convenience. 

Questionnaire: It is a list of questions prepared in a logical manner by an investigator. 

Structured 

 The investigator uses predetermined questions of highly standardized techniques. The 

questions are asked in a prescribed order. 

Close-ended and open-ended questions 

 The investigators may uses certain options/alternatives for their questions were known as 

close- ended questions, the open- ended questions are through which open suggestion of the 

respondents are invited.  

Limitations 

 Most of the respondents were not interested in filling up the questionnaires. 

 Convincing the respondent was one of the main problems. 

 To analyze the study, the time duration is not quite enough.  
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 Hence the survey was done only in particular area, the information gathered may not be 

correct or sufficient. 

 
Data Analysis & Interpretation 
Personal information        Chart 1 

  Table 1 Occupation 

Occupation No of Respondents % 

Business men 9 8 

Salaried person 74 62 

Student 17 15 

Housewives 9 8 

Others 8 7 

Total 117 100 

 

Inference 

 From the above table, it can be inferred that the 62% of respondents were salaried persons. 

  Table 2 Age         Chart 2 

 

Inference 
 From the above table, it can be inferred that the 30 % of Respondent‘s were under the age 
group18-28.  

Table 3 Competitor advertisements           Chart 3 

  

  

 

 

 

Inference 

 The above table depicts that majority of 

respondents were aware about various 

competitor advertisements. 

Table 4 Need in advertisements         Chart 4    

 

 

 

 

 

 

Inference 

 From the above table, it can be inferred 

that 45% respondent‘s prefer Celebrities in United India Insurance Company advertisements. 

Age 

 

No of Respondents % 

18-28 35 30 

28-38 34 29 

38-48 28 24 

48& above 20 17 

Total 117 100 

Competitor  
advertisements 

No of  
Respondents 

% 

Yes 110 94 

No 7 6 

Total 117 100 

Need in 
advertisements 

No of 
Respondents 

% 

Content 25 21 

Celebrities 53 45 

Reality 39 34 

Total 117 100 

Need in advertisements
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Table 5 Comparison with competitors     Chart 5 

 Inference: The above table depicts that 34% of Respondents feel good towards the 
advertisement of United India Insurance Company. 

Chi-Square Test: Test- 1 

Rating the advertisements: 

AIM: To test the significance of factors that rates the Advertisements. 

H0: The respondents rating on the advertisements are the same. 

H1: The respondents rating on the advertisements are not the same.  

Table.6 
Expected frequency Ei = ∑Oi/n =117/5 =23.4 

Calculations for Chi-Square 

χ² = ∑(O – E)2 

  E 

 Calculated value of χ² = 76.98  

  Degree of freedom  = n – 1 

 = 5– 1  

 = 4 

 Tabulated value of χ² at 5% level is 9.488 
 
Result  

 For n = 5, the table value of chi-square distribution at 5% level of significance at ‗n-1=4‘ 

degrees of freedom is 9.488. The computed value of chi-square distribution is 76.98 is greater than 

table value is 9.488. So, Null Hypothesis (H0) is rejected. 

 
Weighted Average Method 

Table 7 Opinion about the Company advertisements 

Opinions 
Strongly 

agree 
Some what 

agree 
Neither 

Some 
what 

disagree 

Strongly 
disagree 

Total Percentage 

Under- standable 90*5=450 15*4=60 12*3=36 0*2=0 0*1=0 546 4.67 

Believable 39*5=195 66*4=264 12*3=36 0*2=0 0*1=0 495 4.23 

Relevant 30*5=150 56*4=224 20*3=60 11*2=22 0*1=0 456 3.89 

Benefits is believable 40*5=200 50*4=200 22*3=66 5*2=10 0*1=0 476 4.07 

Considerat-ion in 
purchasing 

30*5=150 36*4=144 38*3=114 13*2=26 0*1=0 434 3.71 

Much better than 
others 

3*5=15 17*4=68 43*3=129 31*2=62 23*1=23 297 2.54 

Compared with competitors advertisements

17.09

33.33

23.93

25.64

0

Very good

Good

Satisfactory

Bad

Very bad

Rating No of Respondents Percentage 

Very good 20 17 

Good 39 34 

Satisfactory 28 24 

Bad 25 21 

Very bad 5 4 

Total 117 100 

S.No. Factors Number of Respondents 

1. Very good 50 

2. Good 42 

3. Satisfactory 15 

4. Bad 5 

5. Very bad 5 

 Total 117 

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

50 23.4 26.6 707.56 30.24 

42 23.4 18.6 345.96 14.78 

15 23.4 -8.4 70.56 3.02 

5 23.4 -18.4 338.56 14.47 

5 23.4 -18.4 338.56 14.47 

   ∑(O-E)^2/E 76.98 
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 Interpretation: The above table shows the opinion about the company advertisements. In this 
the respondents are strongly agree towards understandable, Some what agree towards believable 
and so an. Table 8: Rank of HDFC standard Insurance Company advertisement according to the 
following parameters – 

Factor Score 
Humorous: (1*60) + (2*27) + (3*18) + (4*7) + (5*5) =221 

Attention getting: (1*14) + (2*20) + (3*35) + (4*27) + 

(5*21) =362 

Emotional: (1*13) + (2*17) + (3*27) + (4*37) + (5*23) =391 

Satisfying: (1*10) + (2*13) + (3*15) + (4*27) + (5*52) =449 

Memorable: (1*20) + (2*40) + (3*22) + (4*19) + (5*16) =322 

 According to this method the least scorer will become the number one category in the content 

and from the above calculation it can easily conclude that Humorous is the least scorer among all 

the five categories. Hence Rank 1 will be given to Humorous followed by Memorable. 

 
Findings & Suggestions 
Findings 

 Most of the respondent‘s are very much impressed by the 

outdoor media advertisements given by HDFC standard Insurance 

Company limited. 

 Maximum numbers of the respondent‘s are rated HDFC standard 

Insurance advertisements as humorous one. 

 Almost all the respondents are eager to see advertisements in broadcast media than the 

outdoor media. 

 During peak times there is no advertisement for HDFC standard Insurance Company when 

compared to competitors. 

 Most of the respondent‘s were expecting more HDFC standard Insurance Company 

advertisements in commercial channels also. 

 Most of the respondent‘s feel there is a poor advertisement when compared to competitors. 

 Most of the respondent‘s have watched the Advertisements of HDFC standard Insurance 

Company limited. 

 Majority of respondents have viewed the Advertisements of LIC Regularly among the top most 
insurance company. 

 Maximum numbers of the respondent‘s are Aware about co Brand products of United India 

Insurance Company. 

 Most of the Respondent‘s feel that Publicity is required for HDFC standard Insurance Company 

limited. 

 Most of the respondent‘s have noticed the HDFC standard Insurance Company Advertisements 
mostly in Outdoor medias. 

 Majority of respondent‘s were aware about the HDFC standard Insurance Company websites. 

 Most of the respondent‘s are known about the sponsorship given by HDFC standard Insurance 

Company limited. 

 Most of the respondent‘s prefer Advertisements mostly in Broadcast media. 

 Majority of respondents prefers Specialty advertisements for HDFC standard Insurance 
Company limited. 

 Almost all the respondents were recommended others to see HDFC standard Insurance 
Company advertisements. 

 Most of the respondent‘s are aware about various competitor advertisements. 

Rank Category 1 2 3 4 5 

Humorous 60 27 18 7 5 

Attention getting 14 20 35 27 21 

Emotional 13 17 27 37 23 

Satisfying 10 13 15 27 52 

Memorable 20 40 22 19 16 

 Rank  Categories 

1 Humorous  

2 Memorable  

3 Attention getting 

4 Emotional 

5 Satisfying 
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 Maximum number of the respondent does prefer Celebrities in HDFC standard Insurance 

Company advertisements. 

 Most of the respondent‘s HDFC standard Insurance Company limited Advertisements, is good. 

 Almost all the respondents understand the HDFC standard Insurance Company limited 

advertisements. 

 Maximum number of respondent‘s says that they Remember Company and product but not 

advertisements. 

 
Suggestions 

 Even though HDFC standard Insurance Company having more advertisements in outdoor media 
the company should have to increase their advertisements in broadcasting media also, to fulfill 
the customers and to know the various benefits of HDFC standard Insurance Company products. 

 The company should improve the marketing strategies in terms of advertisements so that the 

awareness level can be increased among all part of the census areas. 

 Outdoor media are also popular among all the categories of public the company should 

increase their advertisements in broadcasting media more frequently, which will cover the 

outskirts area also. 

 The company should also think about the retention of the customers and also company should 

keep contact with the potential customer so that they can help the company by their valuable 

feedback which can help to improve the product as well as the advertisements. 

 The company should frame advertisements on shining celebrities. 

 The company should sponsor series of events to create awareness about HDFC standard 

Insurance Company products. 

 
Conclusion 
 HDFC standard Insurance Company is very good organization with very good, friendly and 
capable staff. In matters of content and quality, HDFC standard Insurance Company sets out to be 
an example to the other upcoming company‘s..HDFC standard Insurance Company is very popular 
Insurance Company among the Business sector‘s and also among the people. Today 
―advertisements‖ plays a vital role in success of any brand or product; this research suggested 
HDFC standard Insurance Company limited. to increase the frequent of advertisements through 
broadcast media, which helps in the mass coverage. More over this project can generalized in all 
companies also. 
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Abstract 

 The quality of teaching and learning 
mathematics has been one of the major challenges 
and concern of the educators especially for students 
of engineering. This study is to identify the 
students‟ obstacles in face-to-face Engineering 
Mathematics classrooms through mathematical 

thinking approach. The data collection for this study 
was carried out through students‟ structured 
questionnaires. The aim of the research is to study 
causes for failure in Mathematics among engineering 
students. 

 

Introduction 

 Students have difficulties in understanding proof statements, making the transition from 

informal to formal reasoning and constructing proofs. Students should acquire creative and 

imitative reasoning. The aim of the research is to study causes of failure in mathematics among 

engineering students in the University Examinations. The study is based on the analysis of 

mathematics subject through survey data analysis. The survey collected data and opinions 

regarding: 1) the curriculum, 2) the teaching process, 3) the learners: their low basic knowledge, 

difficulties to understanding, learning habits, attitudes toward learning process, 

 

Review of Literature 

 Adaval et al. tried to find out the possible causes of failure in Engineering examination and to 
suggest ways and means to eradicate them. The sample comprised of 196 students who had failed 
in the examination conducted by the University. The study revealed that the majority of the 
students were below average in intelligence. Rao investigated the factors related to scholastic 
achievement. He found that intelligence; study habits and school attitude were significantly 
related to the prediction of scholastic achievement. The multiple correlations co-efficient 
between achievement scores of the intelligence, study habits and attitude towards school was 
quite high. The three independent variables namely intelligence, study habits and school attitude 
were significantly related to the prediction of scholastic achievement while the socio-economic 
status was not. 
 
Objectives of the Study  
1.  To identify the slow learners in Mathematics in Engineering College.  

2.  To study intelligence, academic achievement motivation, attitude towards mathematics and 

socio-economic status of the subjects having low achievement in mathematics.  

 

Research Methodology 

 241 Students from various departments were selected for the study. For identifying the causes 

of failure in mathematics, a questionnaire was used. In order to develop a questionnaire due 

attention was given to its contents, language and structure, efforts were made that the objective 

of the study may be achieved by specific question. The specially designed questionnaire was 
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administered personally by the researcher and all the pertinent details were recorded on the 

questionnaire seeking information on various aspects included in the study.  

 
Data Analysis and Interpretation 

1.  Improvement in subject knowledge through choice based system 

 The students were queried about their improvement in subject knowledge through choice 

based system (Refer Question 1 in Annexure-I). The students‘ opinion is shown in Table 1.  

 

Table 1 Improvement in subject knowledge through choice based system 

 It can be seen from Table 1 that around 

three-fourth of the students replied that they 

have improvement in mathematics subject 

knowledge through choice based system when 

compared to the previous semester because of 

their favourite faculty. The faculty members are 

training the students to memorise the formulae in an easiest way. Whereas one-third of the 

students replied that they don‘t have improvement in mathematics subject knowledge through 

choice based system. Because of huge number of students in the class, they felt very difficult to 

pay attention in the class. A very few students replied that their favourite faculty has not been 

assigned to them because of their absenteeism on the chosen day. 

 

2. Increase of percentage level in the university exam  

 The students were asked to mention their confidence in increasing their percentage level in 

the university exam. (Refer Question 2 in Annexure-I). The students‘ increase of percentage level 

is depicted in Table 2.  

 

Table 2 Increase of Percentage level in the University Exam 

 It can be seen from Table 2 that 

majority of the students replied 

that they have confidence in 

increasing their percentage level in 

the forth coming University 

Examination. Because the students 

are having the confidence level of 

securing the percentage between 70 to 80%. Only a very few students mentioned that they can 

secure between 80 to 90%. Similarly, a few students mentioned that they can get atleast 50% in 

the university Examination. Whereas, only one- third of the students do not have a confidence in 

increasing their percentage level in the Examination. Because of more number of students in the 

class, it leads to distraction. Some students mentioned that more training to be given on the 

chapters of integral and differential concepts. 

3. Learning outcome of the Mathematics Subject 

 Students are having the confidence of scoring good marks in the Cycle test and university 

exams. Easily they can solve the toughest problems. Since they have improved their mathematical 

skills, they are having the confident of teaching to their peer groups. And also it will increase their 

technical skills in their relevant field. Some students felt that they can apply in their respective 

specialisations. Problem solving skills will get increased. 

S. No. 
Subject  

Knowledge 
Number of  
Students 

Percentage 
(%) 

1.  Yes 178 74 

2.  No 61 26 

 Total 239 100 

Source: Primary Data 

S. No. 
Increase of Percentage  

Level in the  
University Exam 

Number of  
Students 

Percentage 
(%) 

1.  Yes 169 71 

2.  No 69 29 

 Total 238 100 

Source: Primary Data 
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4. Disturbances faced during the class hours: 

 Since the strength is more, the classes are very noisy. So the concentration level is coming 

down. The students who are sitting at the backside are making so much of noise. They are 

distracting the faculty. Due to this, the faculty members are unable to coach the student‘s up to 

their expectations. Faculty members are finding difficult to control the class. Frequently, students 

are coming late to the class; because of this first ten minutes are becoming waste. Principal and 

Vice Principal have to monitor the students during the Maths period. Segregation of classes to be 

avoided. 

5. Benefits of the choice based system: 

 Since their favourite faculty has been assigned to take class, it is easy for them to understand 

the concepts very clear. And also they can ask doubts without any fear in the class. So that they 

can improve their knowledge level. Having a confidence level of scoring more marks when 

compared to the previous semester. Faculty members are conducting special classes for slow 

learners. More number of problems is discussed in the class. It will increase their percentage level. 

Because of the notes given by the faculty, it is easy for them to solve many problems. Since more 

number of periods has been allocated to Maths paper, it is very easy to work out many problems in 

the class and clarify our doubts by the faculty. It also leads to make more peer groups with other 

department students. But few students hesitate to have a combined class with other departments 

for Mathematics subject. 

6. Choice based system for other subjects 

1. Digital principle and system design.  

2. PDS 

3. Chemistry 

4. Physics 

5. English 

6. BEEE 

7. Circuit theory 

8. All subjects. 

7. Choice based system in future  

 The students were asked to mention their opinion that whether the Choice based system to be 

followed in future (i.e) in the next academic year. . (Refer Question 7 in Annexure-I). The 

students‘ views are depicted in Table 3.  

 

Table 3 Choice based system in future 

 It can be seen from Table 3 that 

around three-fourth of the students 

replied that the choice based system is 

very useful for Mathematics paper and the 

same to be followed in future also. 

Whereas one-third of the students replied 

that they don‘t want to have choice based system in future, especially for Mathematics subject. 

8. Teaching skills of faculty in Mathematics  

 Rating Scale Key: A Likert-scale (Table 4) was employed to facilitate the students to rate the 

teaching skills of faculty in order to determine the level of satisfaction.  

 

S. No. 
Choice based  

system in future 
Number of  
Students 

Percentage 
 (%) 

1.  Yes 178 74 

2.  No 61 26 

 Total 239 100 

Source: Primary Data 
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Table 4 Teaching Skills Attribute Rating Scale 

 The scale involves ratings ranging from 

highly satisfied to highly dissatisfied. This 

rating-scale question is depicted in Table 4 

(Refer Question 8 in Annexure-I). There is no 

repetition of the attributes for Perception 

and Expectation scores by the students.  

 The students were asked to mention 

their satisfaction level of teaching skills of 

faculty in the Mathematics subject. Their 

responses are shown in Table 5 

Table 5 Teaching skills of faculty in Mathematics 

 It can be seen from Table 5 that one-fifths 

of the number of students felt that Teaching 

skills were greatly exceeds their expectations. 

An almost equal number of students felt that 

teaching skills slightly exceeds their 

expectations. Whereas one-fourth of the 

number of students felt that teaching skills 

were slightly just matches their expectations. 

Only a few students felt that Teaching skills slightly falls and far short of their expectations.  

9. Fundamental concepts, Principles and Strategies in Mathematics: A multiple choice (Table 

6) was employed to facilitate the students to rate their understanding level of fundamental 

concepts, principles and strategies in Mathematics.  

Table 6 Understanding Level OF Fundamental Concepts,  

Principles and Strategies in Mathematics 

 It can be seen from Table 6 that only a 

few students were replied that their 

understanding level of fundamental 

concepts, principles and strategies are 

excellent. Nearly, one-fourth of the students 

felt that they are having very good 

understanding level. Almost half of the 

students felt that they are having good 

understanding level of fundamental concepts, principles and strategies. And one-fifths of the 

students replied that their understanding level is in average. Whereas a few students felt that they 

are poor in the understanding level. 

10. Comments & Suggestions for the improvement of Choice based system: 

 Attendance to be taken compulsorily. During class hours, HODs and Principal should  

 monitor the class. 

 Less strength will be provided for each class. 

 Choice based system has to be followed in future also. 

 Need more hours and training on difficult chapters. 

 Implement the same system for all the subjects to increase their grades. 

 The last three periods can be assigned for Mathematics paper to work out more problems. 

Rating Meaning Interpretation 

R1 Highly satisfied 
Teaching skills greatly  
exceeds my expectations 

R2 Satisfied 
Teaching skills slightly  
exceeds my expectations 

R3 Neutral 
Teaching skills slightly just  
matches my expectations 

R4 Dissatisfied 
Teaching skills slightly falls  
short of my expectations 

R5 Highly dissatisfied 
Teaching skills falls far  
short of my expectations  

Source: Researcher 

S. No. 
Teaching skills of 

faculty in Mathematics 
Number of 

Respondents 
(%) 

1.  Highly satisfied 49 20 

2.  Satisfied 108 45 

3.  Neutral 68 28 

4.  Dissatisfied 9 4 

5.  Highly dissatisfied 7 3 

 Total 241 100 

Source: Primary Data 

S. No. 
Fundamental Concepts, 
Principles and Strategies 

Number of  
Respondents 

(%) 

1.  Excellent 18 8 

2.  Very Good 56 23 

3.  Good 105 44 

4.  Average 51 21 

5.  Poor 10 4 

 Total 240 100 

Source: Primary Data 
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 Separate coaching class to be conducted for slow learners. 

 This is the best system, where the students can select their subject teacher. . 

 Prior intimation to be given for selection of the subject teacher. If students absent on the 

selection day, they are expecting them to ask their opinion for choosing the faculty. 

I.  Students‘ Gender 

 The students were asked to mention their gender, either male or female (refer Question b in 

Respondent profile of Annexure – I). Their responses are shown in Table 7. 

Table 7 Students‘ Gender 

 It can be seen from Table 7 that three-fifths of the 

number of students were male. Nearly two-fifths of the 

two-fifths were female. And only a very few students did 

not mentioned their gender in the questionnaire. 

 

 

II.  Students‘ Department 

 The students were asked to mention their department (refer Question C in Respondent profile 

of Annexure – I). Their responses are shown in Table 8. 

Table 8 Students‘ Department 

Conclusion 

 This study will help the students to overcome their failure 

in learning mathematics. It provides an opportunity to 

mathematics teacher to prepare intervention lesson plans 

that meet the needs, abilities and interests of the low 

achievers in the subject. Many students noted that they 

cannot understand Engineering Mathematics due to the 

following reasons: too much concepts/ facts/ theorems/ 

formulas, memorising, fail to remember methods and 

formulas, complex calculations, and poor recall of prior 

knowledge. It seems that the elements of active learning 

were not enough to support students to reduce these difficulties, particularly in recalling prior 

knowledge. Moreover, some students believed that the examples with the solutions in the 

workbook would help them for better understanding. This may be due to the ingrained learning 

behaviour and styles attributed to their previous mathematics learning. Hence, the learning 

environment should be structured in a way that it fosters and nurtures the unique capabilities of 

students. 
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S. No. 
Students‘ 
Gender 

Number of 
Students 

(%) 

1.  Male 154 64 

2.  Female 79 33 

3.  Not answered 08 03 

 Total 241 100 

Source: Primary Data 

S. No. 
Students‘  

Department 
Number of 
 Students 

1.  Automobile 19 

2.  Bio Technology 39 

3.  Civil 4 

4.  CSE 62 

5.  ECE 34 

6.  EEE 2 

7.  IT 9 

8.  Mechanical 54 

9.  Not answered 18 

 Total 241 

Source: Primary Data 
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Abstract 
 This research paper aims at to study the stress 
of nurses working in private hospitals in the semi 
urban areas. The stress is a common phenomena but 
especially nurses are facing stress more due to the 
external factors such as verbal abuse of patients, 
Scolding‟s f Doctors and harassment of patient 
relatives etc. Nurses especially female should tackle 

all type of patients with patients. Here the 
researcher focused on female nurses because they 
are more stressful than male nurses. The paper tries 
to find out the causes of stress and how it is 
managed by nurses in Private Hospitals. 
Keywords: stress, nurses, factors, private hospitals, 
semi-urban

 

Introduction 

 The stress is a common phenomena but especially nurses are facing stress more due to the 

external factors such as verbal abuse of patients, Scolding‟s f Doctors and harassment of patient 

relatives etc. Nurses especially female should tackle all type of patients with patients. 

 

Statement of the Problem 

 Nursing plays a vital role in transformation of healthy society. This profession requires a lot of 

patience, experience, kindness, skills to deal with different type f personalities etc..Due to the 

above said qualities required for the nurses the nurses are facing more stress .So the researcher 

tries to find out the factors causes more stress for the nurses in private hospitals working in semi 

urban areas. 

 
Scope of the Study 

 To know the level of stress faced by the female nurses working in private hospitals in semi 

urban areas. 

 
Objectives of the study 

 To identify the factors casuing stress facing bb the nurses in private hospitals in semi urban 

areas. 

 
Research Methodology 

1 Research Design: Descriptive research design 

2 Data: i. Primary Data ii. Secondary Data 

3 Sampling: Convenience sampling 

4 Research Instrument: Questionnaire 

5 Type of Questionnaire: Structured 

6 Type of Questions: Close-ended and open-ended questions 

7 Sample size: 15 female nurses 



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

259 | P a g e  Shanlax International Journal of Management 

 

8 Mode of collecting data: 

Information such as the perception and attitudes of nurses working 
in private Hospital are the vest obtained by talking to them; by 
observing event, people and objects; by administrating 
questionnaire etc. The primary data are those that are collected 
through questionnaire and direct personal interviews. 

Descriptive research design: To describe the state of affairs as it exist present. 

Primary Data: Data, which are collected for first time and it, happens to be original in character. 

Secondary Data: Data, which have been published already in the form of magazines, documents, 

thesis etc, 

Convenience sampling: This involves choosing the sample on the basis of own convenience. 

Questionnaire: It is a list of questions prepared in a logical manner by an investigator. 

Structured 

 The investigator uses predetermined questions of highly standardized techniques. The 

questions are asked in a prescribed order. 

Close-ended and open-ended questions 

 The investigators may use certain options/alternatives for their questions were known as 

close- ended questions, the open- ended questions are through which open suggestion of the 

respondents are invited.  

 

Limitation of the Study 

 The study area is limited to Semi urban area. 

 
Data Analysis and Interpretation 
 

Table 1 The factors that causes stress 
Source of stress percentage 

Low Salary 12 

Verbal Abuse of Patients 54 

Scolding of Doctors in front of patients 26 

Long Duty Hours 8 

Interpretation: Verbal abuse of patients creates more stress among nurses 

 
Table 2 The most stressful Situation 

Source of stress Percentage 

Treatment for patient in absence of doctors 55% 

Shortage of medicines 13% 

Monotonous job 15% 

Dealing with relatives of patients 23% 

Harassment of Doctors 4% 

 Interpretation: The 55% respondents felt that the most stressful situation is treatment for 

patient in absence of doctors. 

 
Table 4 Non cooperation of patients contribute to stress 

  

Interpretation: 38% nurses are strongly agree that due to non 

cooperatin of patients causes stress 

 
 
 

Source: Primary Data 

opinion Percentage 

Agree 24% 

Strongly Agree 38% 

Neutral 16% 

Strongly Disagree 10% 

Disagre 12% 
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Table 5 peers contribute to stress 

 

 Interpretation: *%% of competition among peers causes 

more stress 

 
 

Source: Primary Data 

 
  Table 6 Coping Methods to Reduce Stress 

 Interpretation: 47% 

respondents are coping the stress 

by listening of music 

 
 
 
 
 
 
 

   
  
  Table 7 Employer Helps to Manage Stress 

 
 Interpretation: 42% of 

respondents are not felt that the 

employer helps to manage the 

stress. 

 

 

Conclusion 

 The Private Hospitals should aim not only their growth but also their employees especially 

female nurses and providing suitable measures to them, the healthy world can be possible. 
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Source of stress Percentage 

Competition 85% 

Respect/Support 6% 

Personal Accountability 7% 

Lack of Teamwork 3 

Individual approaches Percentage 

Exercise/Physical Workout 12% 

Outdoor Hobby (golf, fish, hunt, garden, coach, etc.) 9% 

Chatting 8% 

Rest/Breaks/ 7% 

Indoor Hobby (read, card games, puzzles, etc. 2% 

Other Misc. (sleep, drive, shopping, etc.) 3% 

Eat/Cook/Drink 5% 

Listening Music 47% 

Reading 9% 

Meditation/Breathing/Prayer 3% 

Source: Primary Data  

Organizational approaches Percentage 

Flexible Schedule, Work-Life Balance, Telecommute 7% 

Time Off, Vacation, Holidays 5% 

Nothing/No Support 42% 

Wellness Events 6% 

Miscellaneous 40% 

Source: Primary Data  
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Abstract 
 The Indian banking sector has been facing 
serious problems of raising Non- Performing Assets 
(NPAs). The NPAs growth has a direct impact on 
profitability of banks. Non- performing assets are 
one of the major concerns for scheduled commercial 
banks in India. The recommendations of Narasimham 
committee and Verma committee, some steps have 
been taken to solve the problem of old NPAs in the 
balance sheets of the banks. It continues to be 
expressed from every corner that there has rarely 
been any systematic evaluation of the best way of 
tackling the problem. There seems to be no 
unanimity in the proper policies to be followed in 

resolving this problem. NPAs reflect the 
performance of banks. A high level of NPAs suggests 
high probability of a large number of credit defaults 
that affect the profitability and net-worth of banks 
and also erodes the value of the asset. An attempt is 
made in this paper to understand NPA, the status 
and trend of NPAs in Indian Scheduled commercial 
banks, the factors contributing to NPAs, reasons for 
high impact of NPAs on Scheduled commercial banks 
in India and recovery of NPAS through various 
channels.  
Keywords: Non- Performing Assets, NPA, Scheduled 
Commercial banks, Narasimham committee  

 

Introduction  

 The banking system in India comprises commercial and cooperative banks, of which the former 

accounts for more than 90 per cent of banking system‘s assets. Besides a few foreign and Indian 

private banks, the commercial banks comprise nationalized banks (majority equity holding is with 

the Government), the State Bank of India (SBI) (majority equity holding being with the Reserve 

Bank of India) and the associate banks of SBI (majority holding being with State Bank of India). 

These banks, along with regional rural banks, constitute the public sector (state owned) banking 

system in India The banking industry has undergone a sea change after the first phase of economic 

liberalization in 1991 and hence credit management. Asset quality was not prime concern in Indian 

banking sector till 1991, but was mainly focused on performance objectives such as opening wide 

networks/branches, development of rural areas, priority sector lending, higher employment 

generation, etc. While the primary function of banks is to lend funds as loans to various sectors 

such as agriculture, industry, personal loans, housing loans etc., but in recent times the banks 

have become very cautious in extending loans. The reason being mounting nonperforming assets 

(NPAs) and nowadays these are one of the major concerns for banks in India. 

 Non-Performing Assets are also called as Non-Performing Loans. It is made by a bank or finance 

company on which repayments or interest payments are not being made on time. A loan is an asset 

for a bank as the interest payments and the repayment of the principal create a stream of cash 

flows. It is from the interest payments that a bank makes its profits. Banks usually treat assets as 

non-performing if they are not serviced for some time. If payments are late for a short time, a 

loan is classified as past due and once a payment becomes really late (usually 90 days), the loan is 

classified as non-performing. A high level of nonperforming assets, compared to similar lenders, 

may be a sign of problems.  
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Non-performing Loan  

 A credit transaction involves a contract between two parties, the borrower and the creditor, 

subject to a mutual agreement on the terms of credit. These are defined over five critical 

financial parameters: amount of credit, interest rate, maturity period, frequency of loan servicing 

and collateral. Optimizing decision pertaining to the terms of credit could be different for the 

borrower and the banks. As such, the mutual agreement between the borrower and the bank may 

not necessarily imply an optimal configuration for both. At this juncture, a distinction between a 

defaulter and a non performing loan account is in order. A default entails violation of the loan 

contract or the agreed terms of the contract, while a non performing loan entails that the 

borrower does not renege format of the loan contract but fails to comply with the repayment 

schedule due to evolving unfavorable conditions. However the perspective of corporate finance is 

that both the cases of defaulter and non performer imply similar financial implications viz. 

financial loss to the banks. Moreover, in the Indian context, regulatory and supervisory process 

does not focus on such a distinction between the defaulter and non-performer as far as prudential 

norms are concerned. The Non-performing Loan (NPL) is defined as an amount past due, taking 

into account either no payment of interest or principal, or both. The most important reason for 

default could be a mismatch between borrowers‘ and creditors‘ terms of credit. 

 
Nationalized Banks 
 In July 1969, 14 banks each with a deposit base of ` 50 crores or more were nationalized. 

Again in the year 1980, six more private banks were nationalized bringing up the total number to 

twenty. These Banks were: Bank of Baroda, Punjab National Bank, Bank of India, Canara Bank, 

Central Bank of India, Indian Bank, Indian Overseas Bank, Syndicate Bank, UCO Bank, Allahabad 

Bank, United Bank of India, Oriental Bank of Commerce, Corporation Bank, Vijaya Bank, Dena 

Bank, Bank of Maharashtra, Andhra Bank, Punjab & Sind Bank and, State Bank of India with its 

subsidiaries. 

 
Public Sector Banks 

 Public sector banks are the ones in which the government has a major holding. They are 

divided into two groups: nationalized banks and State Bank of India and its associates. Among 

them, there are 19 nationalized banks and 8 State Bank of India associates. Public Sector Banks 

dominate commercial banking in India. 

 
Private Sector Banks  

 Private sector banks came into existence to supplement the functions of public sector banks 

and serve the needs of the economy better. As the public sector banks were merely in the hands of 

the government without any incentive to make profits and improve the financial health. The main 

difference is that public sector banks follow the RBI rules strictly but Private sector banks could 

have some changes, after the approval by the RBI. Private sector banks are the banks which are 

controlled by the private lenders with the approval from the RBI, their interest rates being 

marginally higher than the rates in public sector banks. 

 
Non-Performing Assets 

 Bank Assets are classified into two categories: Performing assets are those assets on which 

interest or installments are correctly paid by a customer within stipulated time. Non-performing 

assets are those assets on which interest or installments have been due for a period of more than 

180 days. An asset becomes Non-performing when it ceases to generate income for a bank It is also 
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a credit facility in respect of which the interest and or installments of principal have remained 

‗past due‘ for a specified period of two years. 

 

Sub-standard Assets 

 Originally a sub-standard asset was one, which was classified as NPA for a period not exceeding 

two years. With effect from 31 March 2001, a sub-standard asset was one, which remained NPA for 

a period not exceeding 18 months. With effect from 31 March 2005 the norms have been further 

tightened and a sub-standard asset is one, which has remained NPA for a period not exceeding 12 

months. 

 
Doubtful Assets 

 Initially a doubtful asset was one, which remained NPA for a period exceeding two years. With 

effect from 31 March 2001, an asset is to be classified as doubtful, if it had remained NPA for a 

period exceeding 18 months. With effect from March 31, 2005, the norms have been further 

tightened, and an asset would be classified as doubtful if it remained in the sub-standard category 

for 12 months. 

 

Loss Assets 

 A loss asset is one where loss has been identified by the bank or internal or external auditors 

or the RBI inspection but the amount has not been written off wholly. In other words, such an 

asset is considered uncollectible and of such little value that its continuance as a bankable asset is 

not warranted although there may be some salvage or recovery value. 

 

Standard Assets 

 The fourth category of loan accounts, which is not included in NPA category, is Standard Assets 

one which does not pose any problems and which does not carry normal risk attached to the 

business. 

 
Impact of NPA Impact  
 The performance and profitability of banks. The most notable impact of NPA is change in 

banker‘s sentiments which may hinder credit expansion to productive purpose. Banks may incline 

towards more risk-free investments to avoid and reduce riskiness, which is not conducive for the 

growth of economy. If the level of NPAs is not controlled timely they will the earning capacity of 

assets and badly affect the ROI. The cost of capital will go up. The assets and liability mismatch 

will widen. Higher provisioning requirement on mounting NPAs adversely affect capital adequacy 

ratio and banks profitability. The economic value additions (EVA) by banks get upset because EVA 

is equal to the net operating profit minus cost of capital. NPAs causes to decrease the value of 

share sometimes even below their book value in the capital market. 

 
Recommendations for management of NPAs 

 RBI should revise existing credit appraisals and monitoring systems. Banks should improved 

upon and strengthen the loan recovery methods Credit appraisal and post –loan monitoring are 

crucial steps which need to concentrate by all the public sector banks. There must be regular 

follow-up with the customers and it is the duty of banker to ensure that there is no diversion of 

funds. This process can be taken up at regular intervals. Personal visits should be made after 

sanction and disbursal of credit and further close monitoring of the operations of the accounts of 

borrowed units should be done periodically. Managers under credit monitoring and recovery 
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department should have dynamism in their work. Many managers say that ―we do not fear to 

negotiate but we do not negotiate out of fear. Such fear leads to arbitrary negotiation, which fails. 

 Frequent discussions with the staff in the branch and taking their suggestions for recovery of 

dues. Assisting the borrowers in developing his/her entrepreneurial skill will not only establish a 

good relation between the borrowers but also help the bankers to keep a track of their funds. RBI 

may initiate actions against defaulters like, publishing names of defaulters in News papers, 

broadcasting media, which is helpful to other banks and financial institutions. As a part of curative 

measures, bankers may resort to Compromise Settlement or One Time Settlement. Lok Adalats and 

Debt Recovery Tribunals are other ways for the recovery of dues. It has been observed that Banks 

these days are highly resorting to SARFAESI Act for the management of NPA. If the delinquencies 

are due to reasons beyond the control of borrower which are namely draughts, floods, or other 

natural calamities, the banker should suitably restructure the loans taking into account the 

genuine difficulty of the borrowers. 

 

Conclusion  

 The Non-Performing Assets have always created a big problem for the banks in India. It is just 

not only problem for the banks but for the economy too. The money locked up in NPAs has a direct 

impact on profitability of the bank as Indian banks are highly dependent on income from interest 

on funds lent. This study shows that extent of NPA is comparatively very high in public sectors 

banks. Although various steps have been taken by government to reduce theNPAs but still a lot 

needs to be done to curb this problem. The NPAs level of our banks is still high as compared to the 

foreign banks. It is not at all possible to have zero NPAs. The bank management should speed up 

the recovery process. The problem of recovery is not with small borrowers but with large 

borrowers and a strict policy should be followed for solving this problem. The government should 

also make more provisions for faster settlement of pending cases and also it should reduce the 

mandatory lending to priority sector as this is the major problem creating area. So the problem of 

NPA needs lots of serious efforts otherwise NPAs will keep killing the profitability of banks which is 

not good for the growing Indian economy at all. 
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Abstract 
 The thesis purpose is to examine the 
interrelationship of consumer perception and brand 
awareness. The main objective is to research how 
consumers‟ perception of brand awareness before 
and after seeing Nike advertisements influences 
their relation to brands.The thesis has deductive 
quantitative research approach, since it starts from 
theory to gain more understanding of the research 
area. The data is collected through an online 
questionnaire. This study is based upon the general 
brand and branding definitions, with focus on brand 
personality, consumer perception and findings 
within the study of Nike.The study is investigated 

quantitatively. An online questionnaire was used to 
gather the empirical data.This study provides a 
broad overview about consumer perception of brand 
personalized commercial advertisements and what 
is their relation to brands after seeing Nike 
advertisements. The research contributes to brand 
personalization theory and Nike studies and 
demonstrates that Nike influence on brand 
personalization depends on how strong the 
consumer-brand relationship is.  
Keywords: Brands, Brand Personality, Consumer 
Perception, Brand awareness.

 

Introduction  

 The global sportswear market is trending with innovation, increasing health awareness, 

popularity of athleisure, combination of smart clothing and growth of functional clothing. The 

major trends of the market include increased health awareness, product innovation, popularity of 

athlesiure and combination of smart clothing and sportswear. The competition in the market will 

largely be dominated by big firms. The report offers an in-depth analysis of the global sportswear 

market. It also covers the regional aspect of the market. The report profiles Nike, Inc., Adidas 

Group, VF Corporation and PUMA.  

 

Nike's Corporate Mission Statement 

"To be the world's leading sports and Fitness Company." 

 Nike‘s mission statement resembles a vision statement and is therefore a weakness. While the 

mission does broadly identify the business we are in, namely the sports and fitness industry, it is 

not specific as to what products and services we provide. The mission statement also omits any 

mention of distribution channels and customers. It does, however, portray management‘s beliefs 

and values of their desire to be number one and maintain the leading position in the sports and 

fitness shoe and apparel industry.  
 

Areas of Focus 

 Nike sport research focuses on biomechanics, physiology, sensory/perception and data science. 

Researchers test theories and conduct studies in pursuit of enhancing performance, reducing 
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injury, strengthening perception and feel, and delivering innovative products to athletes primarily 

through these their disciplines.  

 
Product Analysis  

 Their primary product focus is athletic sportswear designed for specific-sport and/or leisure 

use(s). We also sell athletic apparel carrying the same trademarks and brand names as many of 

their sportswear lines. Among their newer product offerings, we sell a line of performance 

equipment under the Nike brand name that includes sport balls, timepieces, eyewear, skates, 

bats, and other equipment designed for sports activities. In addition, we utilize the following 

wholly-owned subsidiaries to sell additional sports-related merchandise and raw materials: Cole 

Haan Holdings Inc., Nike Team Sports, Inc., Nike IHM, Inc., and Bauer Nike Hockey Inc. Their most 

popular product categories include the following:  

 Running, Basketball, Cross-Training, Outdoor Activities, Tennis, Golf, Soccer, Baseball, 

Football, Bicycling, Volleyball, Wrestling, Cheerleading, Aquatic Activities, Auto Racing, Other 

athletic and recreational uses  

 
Review of Literature  

1. Bob (2008) stipulates the use of right kind of sportswear. The author observes that most of the 

time people buy sportswear for their looks and do not consider comfort. With the 

advancement in technology even safety shoes come in all styles. The author deliberates on 

certain variety of shoes namely electrical hazard safety shoes, ankle protection shoes and 

chemical shoes and points out the importance of having these shoes depending on the kind of 

job one is in.  

2. The study by Curran (2009) explores the impact of trade defence actions by the European 

Union on China on low cost goods especially textiles and sportswear. The author in his study 

argues that such kind of trade defence actions against China has benefited other developing 

economies like India, Brazil and Indonesia than the European Union. According to the study, 

sportswear imports by the European Union from India rose from 486.4 Euro Million in 2004 to 

732.1 Euro Million in 2007 after the imposition of anti- dumping duties in China. The 

restrictions imposed on China have become a boon for other developing countries.  

3. Hewson (2010) focuses on the pressure exerted by media, government and public for 

exploitation of labour in the clothing and sportswear firms. As it was evident in the cases of 

Walmart and Nike for which they became infamous in the 1990‘s in United States. Therefore 

inorder to incorporate fair labour practices, government and industry coalitions were formed. 

The author observes in his study that with accelerated pace of globalisation in clothing and 

sportswear the vulnerability to competitive pressure increases and therefore sweat shop risks 

shall also increase.  

 

Research Objectives  

Primary Objectives 

 To study the consumer perception about sportswear in NIKE.  

 To analyse how brand awareness affect the buying behaviour of consumer.  

 

Secondary Objectives 

 To study the power of brand NIKE in the market place among competitors.  

 To light out the advantages of brand awareness in profit making through NIKE.  
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 To measure the effectiveness of sales promotional activities taken by the NIKE and suggest 

measure to increase.  

 

Scope of the Study  

 The researcher study entitled comparative analysis of market potential, market share and 

consumer perception for NIKE sportswear.  

 Study on market potentiality depends on different type of market share. The study also gives 

the extent of satisfaction and dissatisfaction among the users, so that the company can take 

the desired step to minimize the dissatisfaction level.  

 Study of the various factors which plays a major role in purchasing decision which provide the 

opportunity for the company to get the information about the most common factors which 

influence the purchase decision.  

 The aim of the study is to estimate the market potentiality and compare it with its 
competitive brands and also forecast the various opportunities available in the market for NIKE 
sportswear for coming years.  

 

Data Analysis and Intrepretation  

  Users of Nike        Chart-5 

     
Inference 
 From the above table respondents that 60% are Nike users and 40% are Non-users of Nike. 
 

What Products did you Purchase from Nike    Chart 

 

Inference 

 From the above table represents that 30% of the customers purchase shoes /socks 10% of the 
customers purchase tract suit cottons   40 % of the cottons purchase no products on  
 
Table Which of the following would you            Chart 
like to Best Describe Nike 

 
 
 
 
 
 
 

Particulars Respondent % 

Yes 30 60 

No 20 40 

Total 50 100 

particulars Respondent % 

Shoes Socks 15 30 

Tract suit Cottons 5 10 

Nothing 20 40 

Shorts & Bags 10 20 

Total 50 100 

Particulars Respondent % 

Cheap 5 10 

Fashionable 20 40 

Innovation 10 20 

Global 15 30 

Total 50 100 
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 From the above table represents that 10% of customers describes Nike product as cheap 40% of 
customers describes Nike product as fashionable 20% of customers describes Nike product as 
innovation and 15% of customers describes Nike product as global. 

 
Table What is the Main Reason you Buy or     Chart 
Caught Nike Product 

 

                           
 From the above table represents that 30% if the customers buy nike product for product design 

as the main reason 20% of the customers buy nike product for brand reputation as the main reason 

10% of the customers buy nike product for memorable advert and 40%  of the customer do not buy 

nike product 

 

Table where would you put Nike in top 100 for  

most innovation companies in the world    Chart 

 

 

Inference 

 From the above table represents that 50% of the customers put nike in top 10 20% of the 

customers put nike in 11-25 20% of the customer put nike 26-50 10% of the customers put nike 

above 50 as the most innovation companies in the world 

 
Table what you would say Nike is Most Recognized for 

 
 
 
 
 
 
 

 
Inference 

 From the above table represents that 40% of 

the customer says nike is most recognized  for 

sporting equipment 30% of the customer says nike is most recognized for footwear 20% of the 

customers say nike is most recognized for clothing 10% of the customers say nike is most 

recognized for accessories 

 

 

Particulars Respondent % 

Product design 15 30 

Brand reputation 10 20 

Memorable advert 5 10 

I do not buy nike 20 40 

Total 50 100 

Particulars Respondent Percent 

Top 10 25 50 

11-25 10 20 

26-50 10 20 

Above 50 5 10 

Total 50 100 

  

Particulars Respondent % 

Sporting equipment 20 40 

Footwear 15 30 

Clothing 10 20 

Accessories 5 10 

Total 50 100 
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Findings 

 The specific brand objective of Nike India would be to build up its brand reputation, image and 

equity. A brand is not simply a collection of products and benefits, but also a storehouse of 

value stemming from awareness, loyalty, and association of quality and brand personality.  

 A brand is a name, term, sign, symbol or design or a combination of them intended to identify 

the goods or services of one seller or group of sellers and to differentiate from those of 

competitors.  

  It can convey up to six levels of meaning: Attributes, Benefits, Values, Culture, Personality 

and User. The branding challenge is to develop a deep set of positive associations for the 

brand.  

 The secondary brand objective of Nike India would be to ensure that they match the market 

share and sales volumes of its competitors.  

 Nike despite being one of the most popular brands in the world has not really caught on in 

India. Hence it is reasonable to state that Nike‘s popularity level in India could do with a 

boost.  

 Nike‘s distinctive competency lies in the area of marketing, particularity in the area of 

consumer brand awareness and brand power.  

 Nike is known for its technologically advanced products and is the leader in this area. The 

company‘s focus also allows it to maintain a somewhat narrow niche that enables it to 

effectively capture the needs and wants of the consumers.  

 Being a company that always strives towards excellence, Nike needs to know exactly what its 

customers think about their products. Suggestions and comments would be welcome.  

 
Suggestions  

 Department stores are the prime sales and marketing channel for leather consumer goods. In 

addition, store decorations and product displays should be designed to create a strong first 

impression. 

 Seasonal promotion campaigns, like special discounts and advertisements, could be employed. 

New lines of collections should be introduced for festivals.  

 In addition to promotional activities in shopping malls and department stores, discounts and TV 

commercials are considered effective channels for promotion.  

 Popular materials used for leather consumer goods include bovine skin, goat/kid/lamb/sheep 

skin and crocodile skin. Regarding colours, black is by far most sought-after with dark brown in 

second place  
 

Conclusion  

 Nike is known for its technologically advanced products and is the leader in this area. This 

allows Nike‘s products to stand out from the rest. Presently, the only form of customer 

relationship management activity that Nike has adopted in India is product warranty. NIKE has a 

very good brand preference among the youngsters currently according to the survey, and NIKE also 

blooming because of its reliability on product quality. The innovative sophisticated produces of the 

NIKE attracts the customers across the world. NIKE has very effective strategies to sustain in the 

market and also the heart of the customer despite the heavy completion, and its advertising 

strategy also efficient to attract all segment of consumer which will leave the everlasting impact 

on consumer mind. In India NIKE is being one of the top most sports apparel concern among 

toughest competition. 
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Abstract 
 A recent study found that 1 in every 4 women 
experience sexual harassment in the workplace. A 
similar poll found 1 in 10 men experiencing sexual 
harassment as well. A fourth of men are concerned 
of becoming falsely accused of sexual harassment. 
Stress is a feeling of strain and pressure. 
Harassment is also one of the causes for stress. This 
is one type of psychological pain. Sexual 
harassment can jeopardize the victim's emotional 
and mental health. It can lead to the loss of self-

esteem and it may even compromise personal 
relationships. Sexual harassment in the workplace 
can cause significant stress and anxiety. Both the 
employer and women should take precautionary 
steps to stop the harassment. This paper aims to 
create awareness among the women to reduce this 
kind of stress and stresses the responsibility for an 
employer to safeguard the security for their woman 
employees. 
Keywords: Awareness, Stress, harassment, women, 
workplace 

 

Introduction 

 Creating awareness regarding sexual harassment of women in work place is need of an hour. 

Creating awareness in the sense, the meaning of sexual harassment, types, employer‘s duties, and 

prevention of harassment. Women employee is affected by this harassment causes stress and leads 

to less productivity sometimes even to suicide. This is one type of psychological pain. Sexual 

harassment can jeopardize the victim's emotional and mental health. Sexual harassment in 

the workplace can cause significant stress and anxiety. Both the employer and women should take 

precautionary steps to stop the harassment. This paper aims to create awareness among the 

women to reduce this kind of stress and stresses the responsibility for an employer to safeguard 

the security for their woman employees. 

 

Harrassment 

 A recent study found that 1 in every 4 women experience sexual harassment in the workplace. 

A similar poll found 1 in 10 men experiencing sexual harassment as well. A fourth of men are 

concerned of becoming falsely accused of sexual harassment. 

 Workplace harassment is any unwelcome or unwanted conduct that denigrates or shows 

hostility or an aversion toward another person on the basis of any characteristic protected by law, 

which includes an individual's race, color, gender, ethnic or national origin, age, religion, 

disability, marital status, sexual orientation, gender identity, or other personal characteristic 

protected by law. A conduct is unwelcome if the employee did not solicit, instigate or provoke it, 

and the employee regarded the conduct as undesirable or offensive. Harassment is unwelcome 

conduct that is based on race, color, religion, sex (including pregnancy), national origin, age (40 or 

older), disability or genetic information.  
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 Harassment becomes unlawful where 1) enduring the offensive conduct becomes a condition of 

continued employment, or 2) the conduct is severe or pervasive enough to create a work 

environment that a reasonable person would consider intimidating, hostile, or abusive. Anti-

discrimination laws also prohibit harassment against individuals in retaliation for filing a 

discrimination charge, testifying, or participating in any way in an investigation, proceeding, or 

lawsuit under these laws; or opposing employment practices that they reasonably believe 

discriminate against individuals, in violation of these laws. 

It can include behavior such as 

 Telling insulting jokes about particular racial groups 

 Sending explicit or sexually suggestive emails 

 Displaying offensive or pornographic posters or screen savers 

 Making derogatory comments or taunts about someone‘s race or religion 

 Asking intrusive questions about someone‘s personal life including their sex life. 

 

Review of Literature 

 The emergence of the term ‗sexual harassment‘ can be traced back to the mid 1970s in North 

America, although in the UK, the first successful case when sexual harassment was argued to be a 

form of sex discrimination was in 1986, under the Employment Protection Act (Hodges Aeberhard, 

2001). 

 There is no one definition of sexual harassment, either in terms of behaviour or the 

circumstances in which it occurs (Bimrose, 2004; Fitzgerald and Ormerod, 1991; Fitzgerald et al, 

1995; Stockdale and Hope, 1997).  

 A study which examined the frequency and nature of sexual harassment amongst women in 

traditional male occupations in North America defined it as: …any action occurring within the 

workplace whereby women are treated as objects of the male sexual prerogative. (Lafontaine and 

Tredeau, 1986: 435) while Stanko (1988: 91) stated that sexual harassment is: …unwanted sexual 

attention. Its behavioural forms are many and include: visual (leering); verbal (sexual teasing, 

jokes, comments or questions); unwanted pressure for sexual favours or dates; unwanted touching 

or pinching; unwanted pressure for sexual favours, with implied threats of job related 

consequences for non co-operation; physical assault; sexual assault and rape. The behavioural 

manifestation may be a singular event or continuous series of events. 

 

Objectives of the Study 

 To create awareness regarding sexual harassment of women in work place 

 To know the obligations taken by the employers to prevent harassment. 

 

Types of Harassment 

Workplace Bullying 

 The repeated less favorable treatment of a person by another or others in the workplace, 

which may be considered unreasonable and in appropriate workplace practice. It include physical 

or verbal abuse, yelling screaming or offensive language, excluding or isolating employees, 

psychological harassment, intimidation, assigning meaningless tasks unrelated to the job, giving 

employees impossible jobs, deliberately changed work rosters to inconvenience particular 

employees, undermining work performance by deliberately withholding information vital for 

effective work performance.  
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Stalking 

 It is a form of harassment which is being more commonly reported. It involves pestering an 

individual, either in person or in writing or electronic formats or on the telephone. 

Sexual Harassment 

 It is unwanted behaviour of a sexual nature that denigrates or ridicules or is intimidating. It 

can be verbal and may include unwanted personal comments or sexual slurs, belittling, suggestive, 

abusive remarks, explicit jokes or innuendo, and compromising invitations, including demands for 

sexual favors. 

Racial Harassment 

 It includes written or verbal threats or insults based on race, ethnicity or skin colour, abusive 

comments about racial origins, ridicule joke, damage to property, the display of offensive graffiti 

or insignia and incitement of others to commit any of the above. 

Religious Harassment 

 It is unwanted behaviour based on religious beliefs or practices. 

Disability harassment 

 It is unwanted behaviour based on disability, impairment or additional need. It includes 

inappropriate reference to disability, refusal to work with and exclusion of peo0ple with 

disabilities from social events or meetings. 

Sexual Orientation Harassment 

 It includes name calling, stereotyping, assault, verbal abuse, actual or threatened unwanted 

disclosures of sexuality etc. 

 
Quid Pro Quo 

 A form of sexual harassment when a manager/supervisor or a person of authority gives or 

withholds a work related benefit in exchange for sexual favors. Typically, the harasser requires 

sexual favors from the victim, either rewarding or punishing the victim in someway. 

 

Hostile Environment 

 A form of sexual harassment when a victim is subjected to unwelcome and severe or pervasive 

repeated sexual comments, innuendoes, touching or other conduct of a sexual nature which 

creates an intimidating or offensive place for employees to work. 

 

Psychological Harassment 

 It is vexatious behaviour that manifests itself in the form of conduct, verbal comments, actions 

or gestures characterized by the following four criteria: 

 They are repetitive 

 They are hostile or unwanted; 

 They affect the person‘s dignity or psychological integrity, and  

 They result in a harmful work environment. 

 Workplace harassment or discrimination must not be confused with legitimate comment and 

advice (including relevant negative comment or feed back) from managers and supervisors on the 

work performance or work related behaviour of an individual group.  

 The process of providing feed back to staff during a formal performance appraisal of 

counseling staff regarding their work performance will not always be free of stress. Managers 

should manage these processes with sensitivity, but they should not avoid their responsibility to 
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provide full and frank feedback to staff.The law does not prohibit simple teasing, offhand 

comments, or isolated incidents that are not extremely serious. The conditions of employment are 

altered only if the harassment culminates in a tangible employment action or is sufficiently severe 

or pervasive to create a hostile work environment. 

 
Women Employee should do the following Hints 

 Talk about the problem you are experiencing with someone that you are close to, a person 

that you trust. 

  Do not remain isolated; 

 Express very clearly to the person who is the source of the unwanted behaviour your wish to 

see such behaviour cease immediately. 

 Check inside the undertaking if there is a procedure making it possible to report the unwanted 

behaviour confidentially. 

 Bring the matter to the attention of your employer who must put a stop to this behaviour by 

taking appropriate step 

 

The following preventive Measures helps for woman employees to reduce stress 

 Learn to say NO  

 Keep the record: Written record should be kept in a safe place. Do not keep the record at 

work.  

 Report the harassment: Tell to the supervisor, or human resources department or some other 

department or person within the organization has the power to stop the harassment. If 

possible, tell them in writing. It is very important that she should report the harassment 

because the employer must know or have know about the harassment in order to be legally 

responsible for a co-worker, client or customer‘s actions.  

 Use the grievance procedure at work: Many employers have policies for dealing with sexual 

harassment complaints. Women may be able to problem through this process. To find out the 

employer‘s policies, look in the employee manual/personnel and/or speak to a human 

resources officer. It is important to follow the employer‘s procedures 

 The employee is not required to report harassment to a supervisor who has engaged in 

harassment against the employee or who is a close associate of the person who has engaged in 

the harassment. In this situation, the employee should report the problem directly to human 

resources or a member of management to handle the problem 

 Dress code: Dressing sense makes the person beautiful. But unwanted make ups, tight jeans 

small skirts leads the women into unwanted trouble. Over dressing sense may lead to slavery. 

 

The Obligation of the Employer in Preventing Harassment in the Work Place 

 The employer must take all reasonable steps to prevent discrimination and harassment from 

occurring. If harassment does occur, the employer must take immediate and effective steps to 

stop further harassment and correct any effects of the harassment.  

 The employer must develop and implement a harassment preventive policy. The policy should 

describe the types of prohibited behavior, provide complaint procedures to follow, explain the 

investigation process, provide assurance that prompt and effective corrective action will be 

taken, and ensure that there will be no retaliation for either filing a complaint or for 

participating in an investigation.  
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 The employer must also educate its employees as to the kind of behavior that is to be avoided. 

The employer should tell employees that it is against company policy and against the law to 

harass another person in the workplace.  

 The employer must have an effective mechanism to prevent and promptly correct any sexual 

or other harassing behavior.  

 The employer must distribute an information sheet on sexual harassment to all employees.  

 
After the Employee has Reported Harassment 

 Each report of harassment will be evaluated on an individual basis. Management will need the 

employee‘s full cooperation to thoroughly review and investigate the problem. Throughout the 

process, confidential or sensitive information will be shared only with those who have a need to 

know. After the investigation, an employee who is found to be in violation of the company‘s policy 

on harassment will be subject to appropriate corrective action, up to and including 

termination. Management will advise the employee who has been harassed of the results of the 

investigation. Retaliation against any employee who reports a problem or files a complaint of 

harassment, or anyone who participates in the investigation will not be tolerated 

 

In Case of Complaint of Harassment that Occurred after Work and Away from Company 

Premises 

 Generally, the company should not intrude or become involved with the private lives of 

employees. However, supervisors may be viewed as company representatives when off the job, 

depending upon the circumstances. If there is a report or complaint of supervisory harassment, the 

company should look into the matter and ascertain if the employee‘s outside activity has a nexus 

to the workplace or a harmful effect on the employer‘s operation. 

 
Employer Liability for Harassment 
 Ignoring the problem may be construed as an admission that the company intentionally failed 

to act. Supervisors should take any comments or statements of harassment seriously, no matter 

how casual, and report the incident to management so that a prompt and thorough investigation 

can be conducted.The employer is automatically liable for harassment by a supervisor that results 

in a negative employment action such as termination, failure to promote or hire, and loss of 

wages. If the supervisor's harassment results in a hostile work environment, the employer can 

avoid liability only if it can prove that: 1) it reasonably tried to prevent and promptly correct the 

harassing behavior; and 2) the employee unreasonably failed to take advantage of any preventive 

or corrective opportunities provided by the employer. 

 The employer will be liable for harassment by non-supervisory employees or non-employees 

over whom it has control (e.g., independent contractors or customers on the premises), if it knew, 

or should have known about the harassment and failed to take prompt and appropriate corrective 

action. 

 

Conclusion 

 The Attitude of woman should change. They should be bold in facing the problems. Unwanted 

behavior and misleading statements of women is not desirable. They should be very careful in 

dealing with other gender. The women should come forward to report the harassment. 

 ―To call woman the weaker sex is a libel; it is man's injustice to woman. If by strength is 

meant brute strength, then, indeed, is woman less brute than man. If by strength is meant moral 
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power, then woman is immeasurably man's superior. Has she not greater intuition, is she not more 

self-sacrificing, has she not greater powers of endurance, has she not greater courage? Without 

her, man could not be. If nonviolence is the law of our being, the future is with woman. Who can 

make a more effective appeal to the heart than woman?‖  

― Mahatma Gandhi 
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Abstract 
 Employee experience is a new upcoming trend 
that is gaining importance in the field of human 
resources. It is the sum of perceptions that 
employees have about the organisation they are 
employed under. What is interesting about 
employee experience is that regardless of all the 
efforts put in by an organisation it depends on the 
employees perceives and reacts to the intentions 
behind the activities designed by the organization. 
The main aim of curtailing good employee 
experience to employees is to manage and retain 
talent. An organisation that has the perfect 

employee experiences to provide for their 
employees are at an advantage of retaining satisfied 
and engaged employees. Engaged employees are 
enthusiastic about their work and take positive 
action in achieving the organizational goal and 
interests. The aim of the study is to understand if 
there is any relation between employee experience 
and engagement of employees working in tech 
companies.  
Keywords: Employee Experience, Employee 
Engagement, Innovative Tech Companies, Human 
Resources. 

 

Introduction 

 Employee experience will soon become a priority for the human resource department of 

companies. Companies are beginning to realize that in order to achieve an end result like 

employee engagement the employees first need to be treated right, this is where employee 

experience comes in. Jacob Morgan, a best-selling author and futurist specifies that in order for an 

employee to attain a positive employee experience the organisation has to look into three areas; 

the technological, physical and cultural environment. This specification covers everything an 

employee experiences throughout his or her connection to the organization from the time of 

joining to leaving a company. A good employee experience is believed to result in creating 

employee engagement. Employee engagement is a much-needed outcome that companies desire as 

engaged employees are productive workers. Positive productivity improves the performance and 

efficiency of any company. In this study we have chosen to use innovative tech companies as 

according to a survey conducted by Culture Amp new and innovative tech companies are not just 

creating revolutionary products but are also reshaping the way people work. The survey showed 

that tech companies had an engagement score of 71 percent, while those in other industries had a 

63 percent engagement rate. 

 
Objectives 

 In this study we intend to find the if there is any significant relationship between employee 

experience and employee engagement of employees working in innovative tech companies in 

Chennai.  
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Review of Literature 

 Employee experience turns out to be a hot and recent topic in the field of human resources. 

Creating a good employee experience results in organizations attracting and retaining talented 

employees, which in turn results with having an engaged workforce Organizations with engaged 

workforces are more profitable, enjoy greater growth, and win the battle to keep the most 

talented personnel (Tracy Maylett and Matthew Wride, 2017). Josh Bersin et al. (2017) in their 

study point out that employee experience will become an increasingly important dimension of 

competing for and engaging the workforce in a world being transformed by digital technologies, 

increasing transparency, and the rising demand for talented professionals and workers with fast-

changing skills. Employee brand and reputation shared by employees through their experiences in 

the external world will be the critical competitive differentiator. The human resource department 

needs to monitor their employees‘ productivity through various feedback tools and surveys in order 

to understand the needs of their employees. A research study conducted by IBM Corporation 

mentions that a sense of belonging, purpose, achievement, happiness and vigour sum up employee 

experience according to an employee experience index model developed by them. A part of the 

index model was referred to in building up the base of the study with regard to employee 

experience. In the three studies mentioned, employee experience influences the engagement of 

an employee. Employee engagement is an outcome which organizations desire. Solomon Markos 

and M. Sandhya Sridevi (2010), in their study point out that employee engagement is the key to 

improving work performance. Owais Nazir and JamidUl Islam (2017) in their study specify the 

significance of employees‘ commitment on their performance and engagement towards the 

organisation they work for. A positive relationship was established in their study. Arti Chandani et 

al. (2016) in their study show that an employee organisational pride through fair treatment, talent 

recognition and redesigning their jobs to suit the employees has a direct effect in creating 

employee engagement. William H. Macey and Benjamin Schneider (2008) in their study point that 

the employees pride, satisfaction and commitment toward his job and organisation are some of the 

indicators to employee engagement. The above studies aided in shaping the framework of the 

study and collection of data. 

 
Hypothesis 

The hypothesis tested in this study is: 

1. There is significant relationship between employee experience and employee engagement. 

 
Research Methodology 

 A well-structured questionnaire was carefully prepared for the collection of primary data. 

Multiple choice and Likert scale questions were carefully framed to study the variables influencing 

the employee experience and employee engagement of employees working in innovative tech 

companies. The researcher used convenience sampling method and has used a sample size of 105 

respondents. The non-normal data was transformed into normal data andthey were all considered 

fit for analysis. Data was entered into the Statistical Package of Social Sciences (SPSS) ver. 20.0 for 

analysis. The statistical technique used for analysing the data isLinear Regression Analysis.  
 

Analysis and Findings 

 The objective of the study was to find out if there was any significant relationship between 

employee experience and employee engagement of employees working in innovative tech 

companies. 
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 Linear regression was run to determine the presence of any relationship between the 

independent and dependent variable, employee experience and employee engagement. Employee 

experience is a transformed sum of 17 items which cover a sense of belonging, purpose, 

achievement, happiness and enthusiasm. For employee engagement there were a total of 5 items 

before the transformation of the variable. Employee engagement summed indicators like 

organisational pride, commitment and satisfaction. 

 

Table 2 Model Summary 

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

1 .634a .402 .396 2.18582 

a. Predictors: (Constant), Employee Experience 

b. Dependent Variable: Employee Engagement 

Source: Computed Data 

 In Table 2 the value of correlation coefficient (R Square) is .402, which means that 40.2% of 

employee engagement variable have an effect on employee experience.  

 Table 3 shows that the independent variable employee experience statistically predicts the 

dependent variable which is employee engagement, F (1,104) = 69.949, p < .05. Since significance 

of the value is .000 which is less than .01 it implies that the regression model is a good fit of the 

data.  

 

Table 3. ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 334.202 1 334.202 69.949 .000b 

Residual 496.892 104 4.778   

Total 831.094 105    

a. Dependent Variable: Employee Engagement 

b. Predictors: (Constant), Employee Experience 

Source: Computed Data 

The table 4 can be equated as: 

Employee Experience = 3.507+.181(Employee Engagement) 

 

Table 4. Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 3.507 .768  4.566 .000 

Employee 

Experience 
.181 .022 .634 8.364 .000 

a. Dependent Variable: Employee Engagement 

 The coefficients table provides us with the necessary information to predict the effect 

ofemployee engagement to employee.  

 

Discussion and Conclusion 

 The study shows that there is a significant relationship between employee experience and 

employee engagement of employees working in innovative tech companies. Under the data 
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collected the various items considered to sum up employee experience based on literature review 

covered a sense of belonging, purpose, achievement, happiness and enthusiasm. For employee 

engagement variables like organisational pride, commitment and satisfaction were covered. 

Overall the study confirms that there is a positive relationship between employee experience and 

employee engagement.  

 

Recommendations for Further Research 

 The study can be replicated using different variables that affects or influences employee 

experience and employee engagement. Research can be conducted on different study groups just 

as this study was based on employees in innovative tech companies. 
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Abstract 
 Effective marketing today means capturing the 
essence of a great idea in a quick snack able way. 
Potential of marketing cartoons replacing the flood 
of infographics and Cartoons lend themselves to this 
powerful approach. B2B technology companies are 
quite serious about the business impact, relevant 
content that gets to the essence of what your 
audience cares about is the basic concept of market 
cartooning. More businesses are looking to use 
marketing cartoons in their marketing efforts, 
rather than looking for mass appeal, the trick is to 
find things that are directly meaningful to the 
audience you're going after." This speaks to the 
power of niche marketing. The marketing cartoons 
acts as a strong influencer in minds of customer 
which affects the consumer behaviour. When there 

is a deep connection with a niche target audience, 
we can mine for some great humour. When you put 
yourself in the space of your audience, we can 
surface the exact expectations and emotions of the 
targeted audience. If that case is achieved then the 
audience would share via their social channels which 
are the greatest weapon in today‟s world. 
This paper discusses about the need and preferences 
of using market cartooning to convey our marketing 
concepts effectively and quickly and their 
essentiality to cope up with the expectation of 
customers that in turn influence the consumer 
behaviour. 
Keywords: Content marketing, social channels, 
target audience, business impact, consumer 
behaviour, perception, awareness etc. 

 
Introduction 

 Market cartooning is also a branch of Advertising, which not only aim at either calling for 

attention or creating awareness for its products, developing and maintenance of interest, but also 

encourages trial or repeat purchase, or better still, ensure cognitive consonance 

From the inception of static pictures, motion pictures and animated caricatures it has deeply 

affected human mind. It has been used to tender messages of different nature across using the 

mediums and methods of humour, sarcasm, horror, and other literary devices. History of cartoons 

can be traced from the first caricature drawn by human being. Initial cartoons were believed to be 

drawn by Raphael and Leonardo da Vinci. 

 In 1843, Punch Magazine started using satirical drawings in its pages, actually coined the 

trend. Then almost all other magazines and newspapers took the trend like New Yorker, The 

Times, and The Tribune. This also spawned a different type of literature called ‗Comic Books‘ 

where stories are imparted by drawing caricatures with funny expressions and messages. With the 

help of Walt Disney cartoon history received its current popularity in popular culture 

 With cartoons invading entertainment market, it has highly influenced the raw minds and early 

teenagers with its effective use of mind penetration techniques which can be categorized both in 

terms of consequences, good and Bad. People have always tried to pin point the merits and de-
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merits of cartoons and popular culture. In this research I would like to describe its effect on 

consumer behaviour. Consumer behaviour reflects the totality of consumers‟ decisions with 

respect to acquisition, consumption and disposition of goods, services, time and idea by (human) 

decision making units (over time). It also includes whether, why, when, where, how, how much 

and how often and how long consumer will use or dispose of an offering. Consumer purchasing 

behaviour covers ―all activities and decisions which relate to choosing products, purchasing and 

post- purchasing use‖.  

 
Objectives 

 Objectives of this research are to pinpoint the behaviours, attitudes which are results of 

watching cartoons in social sites, and other media network.  

 To identify the level of impact of consumer behaviour through marketing cartoon.  

 To understand whether the marketing cartoons are a competent advertising tool for the 

prevailing situation that promotes consumer awareness and perception. 

 

Significance of the Study 

 This particular research focuses on the impact of cartoon marketing on the consumer 

behaviour. It explores the factors which are affected by the cartoon and its ultimate behaviour on 

consumer. This study will help the readers to understand the consumer behaviour while purchasing 

the products/services so that they can devise appropriate strategy to advertise their 

products/services in a best possible way.  

 
Research Methodlogy 

 Research Design- Descriptive-Qualitative 

 
Methods of Data collection 

Primary Data: Data are collected from respondents through questionnaires 

Instrument for data collection- Questionnaire 

Sampling Unit: Retails stores and Super Market 

Sampling Method: Convenience sampling method 

Sampling technique:  

Non- Probability sampling method - Convenience sampling technique 

Area of the study: Chennai 

Sampling Size: 200 

 Data collected is then analysed with the help of statistical tools and the tools used are Mean, 

Media &Mode, standard deviation, ANOVA and Percentage analysis  

 
Data Analysis and Discussions 

 Consumer behaviour is a massive factor which involves consumer perception, Motivation, 

Psychological, attitude, buying behaviour and decisions. These series of decisions drive from the 

consumer awareness and consumer perceptions. Buyers are aware of the product through one 

source or multiple sources have more information regarding the brand and the product. In our 

research we consider the advertisement as a basic source of creating awareness in the mind of 

customers. The main reason behind the creating awareness in the mind of the customers is the 

content and information used in the particular advertisement. In the same way content of the 

advertisements (for example pictorial representation- cartooning) also build the perceptions of the 
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customers who are watching these advertisements. The results of our research depict that 

advertisements are the main source of creating awareness as well as shaping the perceptions of 

the customers. Consumer awareness and consumer perceptions are considered as the two main 

drivers that lead towards the consumer behaviour. 

 Also Results states that marketing cartoon creates awareness for event and shows advertising 

effectively rather than products/services promotion and also puzzling cartoons invokes the interest 

to make aware of the product for the targeted audience. 

 Results show that the people having adequate amount of income and education are more 

responsive to the marketing cartoons as compared to the low income and less educated 

individuals. In our sample size there are individuals having income (between (INR) 25000 to 60000) 

and educated individuals have been interviewed. They are middle class people who watch cartoons 

in hoarding and media such as news paper, TV and social network sites to gain the information and 

make suitable decisions while purchasing the particular product/services and also they share the 

positive and negative feed back with other through word of mouth and mode of communication. 

 Hypothesis were conducted relating impact of cartoon marketing in creating consumer 

perception and awareness in which it is analysed that as cartoon marketing is the source of 

information which creates awareness in the mind of the customer which is useful in introducing 

the new products/services whereas customer perception need not be built only through cartoon 

marketing where as consumer perception is built upon trial and other sources of advertising modes 

such as peer and friends, through personal experiences and word of mouth and Above all 

experience is the major driver of building perceptions  

 Through ANOVA it has been identified that the consumer awareness and perception has a 

positive impact upon marketing cartons which influences the consumer behaviour 

 

Conclusion 

 Hence, it can be concluded that there is significant relationship between consumers behaviour 

towards market cartooning are directly related with each other and hence advertising through 

Market Cartooning should incorporate good values in cartoons to attract and influence the 

consumer behaviour. While we really can't force something to go viral, when you discover specific 

universal truths and find humorous ways to express them, there is a high probability that your 

audience will take the time to share your clever insights with their peers and friends. Thus the 

effect of cartooning is more on politicians and other social issues in India which should be altered 

and the cartoon marketing should be used to spread useful and positive information on worthy 

products and services that is beneficial for all human kinds 
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Abstract 
 Human resource management (HRM) is essential 
as it touches diverse elements in varied areas in the 
organization. It includes Job design and analysis, 
Performance management, Training and 
development, Workforce planning, Compensation 
and benefits, managing legal issues in the workplace 
etc. The market volatility, layoffs, rapid shifts in 
technology talent shortages pose heightened 
challenges for human resources managers in 
organizations and One of the most important 
challenges is becoming an employer of choice. This 
involves offering an environment where people 
aspire to come and work, and make contribution 
while they are there and to stay long enough to 
bring about a change or make a difference. 

Therefore becoming, remaining and being ranked 
the employees top choice is an important challenge 
faced in today‟s corporate world. Employees need a 
culture, a place in which they can grow and develop 
themselves and feel good about their surroundings. 
The workforce and the workplace have changed in 
the past and will continue to change,posing 
challenges to the human resource managers in 
keeping abreast with the dynamic needs of the 
environment. Thus in this paper an attempt has 
been made to study the challenges encountered by 
human resource professionals in IT companies. 
Keywords: Employer, Culture, Workplace, 
Challenges, Management, Corporate, Dynamic 
Environment. 

 
Introduction 

 The personnel function is required not only for simply processing the payroll and handling the 

open enrollment season once a year rather it plays an essential role in developing a company's 

strategy and handling of all employee-centered activities in an organization. One of the important 

responsibilities of Human resource managers is that they are charged with the task of determining 

the level of employee satisfaction and addressing the issues of employee diss. 

333atisfaction by identifying the reasons and finding out the ways to improve employee morale 

through motivation Every organization thrives to create a corporate image as the ―employer of 

choice‖. Such an image creation can be made possible only when the corporate companies receive 

due recognition for the way they treat their employees. Thus becoming an employer of choice 

demands the personnel function department to focus and pay keen attention on the mission of 

recruiting, selecting and retaining the most suitable and talented employees in the organization. 

Further to ensure a clear match or fit between the employees and the organization, the employer 

should focus on analyzing the ability of the workforce and to respect and embrace the company‘s 

philosophy and corporate principles. Workplace conflicts are inevitable given the diversity of 

personalities constituting the workforce. Timely Conflict resolution is mandatory for the 

organization for its smooth functioning. Therefore the roles and responsibilities of human resource 

personnel are not limited. In order to ensure the smooth and successful functioning of the 

https://en.wikipedia.org/wiki/Human_resource_management
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organization, the human resource department is faced with multiple challenges. This paper is 

intended to identify the major challenging factors faced by the Human resource professionals in 

the corporate companies. 

 
Review of Literature 

 Balwinder Singh and Dr. SeemaDhawan in their paper titled Challenges Faced by H R Managers 

in the Contemporary Business Atmosphere have discussed about the various challenges faced by HR 

Managers in Contemporary Business Environment. They have stated that the rapid transformation 

of business landscape means that there are human resource management challenges which will 

continue to evolve for years to come.They have concluded that the challenges of HR professionals 

do not stop with recruiting the right person but it extends to the management of the performance 

of employees.The creation of a performance culture providing opportunities for enhanced 

performance and achieving optimum performance becomes a way of life. They have further stated 

that the future role of HR professional is expected to change from a less administrative role to 

more of a strategic role and the HR managers will continually be faced with the challenge to prove 

their effectiveness and their existence. 

 Mrs. EktaSrivastava and Dr. NishaAgarwal in their study on The Emerging Challenges in HRM 

have tried to analyze the various challenges that are emerging in the field of HRM. This has led to 

a paradigm shift in the roles of professional personnel. The great challenge of HRM is to attract, 

retain and nurture talented employees and this paper analyses how to overcome these challenges 

with cross cultural, technological and informational training of HR people and through various 

motivational techniques .They have concluded that in order to reduce mobility of professional 

personnel HR people need to motivate employees using monetary and non -monetary techniques, 

proper performance evaluation system and proper career development plans to reduce 

professional mobility. 

 Francis C. Anyim, Cyril OselokaIkemefuna and Samuel E in their paper titled human resource 

management challenges in Nigeria under a globalized economy have intended to identify the 

problems, issues and changing trends faced by HR professionals in Nigeria. In the Era of 

globalizations, there is rapid expansion of global markets forcing the HR practitioners to adapt to 

the international needs by moving people, product, ideas and information around the world to 

meet local needs.In addition to these factors, the multiculturalism, geographic dispersion, cross-

border movement of capital, goods, services and people, different legal and social system that the 

international firm faces adds a need for both competency and sensitivity that is not found in the 

domestic firm. The study is concluded saying that following the challenges posed by globalization, 

it is hoped that the HR professionals will not just destroy the stereotype methods of doing job but 

would launch HR full potentials for more positive contributions to organization building and 

employees‘ wellbeing. 

 M. Ravi Babu&AsgharEimani in their research paper titled Human Resource Management: A 

Challenging Scenario In The Indian Context have concluded that India is witnessing a revolution in 

the field of Human Resource that is, it has moved from being just a support function to a strategic 

partner in the growth of the organization. It has transformed itself from being merely Personnel 

Management to keep employee satisfaction on an even keel and to being an integrated part of the 

corporate machinery. The HR function of 21st century has made a transition from being ‗behind-

the scenes‘ support to becoming the critical differentiator in corporate organizations. Rapid 

globalization has made companies to realize that people are the key to growth and the only 
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strategic resource that any enterprise truly needs. This in turn has made the companies to 

routinely use their innovative HR practices as their USP (Unique Selling Proposition)so as to keep 

up with the times in the wake of a rapidly changing labor landscape and ultimately making the 

Companies to recognize that a ‗Highly engaged employee‘ is the key to success, across corporate 

sectors.  

 Dr. SimranKaur,In her paper Key Challenges And Trends Faced By Human Resource Managers 

have mentioned that it is a great to understand the psychology of workforce, retain the best 

talents for the company, motivate employees to perform better and simultaneously handle 

diversity while maintaining unity. The author has concluded her study that the capacity to face all 

the challenges of globalization and industrialization in the 21st century depends heavily on the 

human resources. Firms may have the necessary capital, the technology and human resources; but 

the HR is the only one who can help facing the challenges brought in by business globalization. 

Capital can be somehow generated. So can technology. But the human resources are needed for 

propelling the organization and the nation through encouragement and motivation. Therefore HR 

managers are required to identify and overcome the barriers that have inhibited the process of 

employee selection, retention, development and promotion of diverse groups in the workplace. 

 From the above literature review it is found that there is rapid transformation of business 

landscape bringing about a complete revolution in the way of managing human resource in the 

organization. The challenges of HR professionals do not just stop with recruiting the right person 

but it extends to the effective management of the performance of employees. Therefore it is 

necessary to identify the various challenges faced by Human resource professionals in the 

corporate companies. 

 
Objective of the Study 

 In today‘s dynamic corporate environment, it‘s not enough for HR professionals to simply react 

to change. HR must be quick enough to lead the change. This study is about identifying the 

challengesof HRprofessionin the corporate companies. 

 

Research Methodology 

 Data for the study was collected through primary data and secondary data. Convenient 

sampling method was used. A sample population of 102 respondents was selected for the survey. 

The primary data for the study was collected with the help of a well-structured questionnaire, 

framed on the basis of different factors challenging HR professionals in the corporate companies. 

The target population was corporateemployees in selected IT companies in the city of Chennai. 

Different books, journals, newspapers and relevant websites have been consulted so as to make 

the study an effective one.  

 
Statistical Techniques and Analysis 

Demographic profile of the respondents 

 Table.1 gives the summary of the demographic and socio-economic characteristics of the 

respondents. A look at demographic and socio-economic detail shows frequency and percentage of 

respondents between the age of 21 to 60 and above. The percentage of male respondents is 22.5% 

, female respondents is 62.7% and the percentage of respondents who prefer not to say their 

gender is 14.7%. 
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Table 1 Demographic and Socio Economic details of the Respondents 

 Majority of the respondents under post 

graduate level is 42.2%, followed by 35.5% of 

them being under graduates, others being 

12.7%, followed by diploma holders with 8.8% 

and those of them who have completed upto 

+2 with 1% .The monthly Income slab of 

employees shows that the majority of 44.1% of 

employees earn an income between 45001-

60000, followed by 31.4% of employees earning 

between 30001-45000 and 16.7% of employees 

earning an income between 15001-30000. The 

years of work experience of employees 

shows that the majority of 38.2% of 

employees have 21-30 years of experience 

followed by 23.5% having between 31-40 

years of experience, 19.6% of employees 

with below 10 years of experience and 

15.7% of employees having between 11-20 

years of experience. 

 
 

 Table 2 Challenges due to Globalization 

 From the above table.2 showing the 

factors that create challenges due to 

globalization, it is seen that among the 

various factors, Incorporation of flexibility 

and adaptability into the organization has 

the highest mean score of 3.3627 followed 

by facing political unrest with a mean score 

of 3.2451 and Keep up with the pace of 

technological changes with a mean score of 

3.1471. 

   Table 3 Leadership Challenges 

 From the above table.3 showing the 

factors that pose challenges to leadership, 

among the four factors, the factor ie., 

Deciding on the workload to be assigned 

has the highest mean score of 3.6078, 

followed by the factor Construction of an 

effective training program with a mean 

score of 3.3824 and Leadership 

development with a mean score of 3.2549. 

 

 

 

  Frequency % 

Age 

21-30 7 6.9 

31-40 15 14.7 

41-50 36 35.3 

51-60 41 40.2 

Above 60 03 2.9 

Gender 

Male 23 22.5 

Female 64 62.7 

Prefer not to say 15 14.7 

Qualification 

Up to +2 1 1.0 

Diploma 9 8.8 

Under Graduate 36 35.3 

Post Graduate 43 42.2 

Others 13 12.7 

Monthly Income 

Below 15000 2 2.0 

15001-30000 17 16.7 

30001-45000 32 31.4 

45001-60000 45 44.1 

Above 60000 6 5.9 

Work Experience 

Fresher 3 2.9 

Below 10 years 20 19.6 

11-20 years 16 15.7 

21-30 years 39 38.2 

31-40 years 24 23.5 

Source: Primary Data 

 N Mean 
Std.  

Deviation 

Incorporation of flexibility and  
adaptability  
into the organization 

102 3.3627 1.39865 

Managing the workplace  
diversity 

102 3.0098 1.28583 

Keep up with the pace of  
technological changes 

102 3.1471 1.31554 

Facing political unrest 102 3.2451 1.43807 

Valid N (listwise) 102   

Source: Primary Data 

 N Mean 
Std.  

Deviation 

Leadership development 102 3.2549 1.28730 

Construction of an  
effective training program 

102 3.3824 1.50276 

Creation of  
self-motivated employees 

102 3.3039 1.21695 

Deciding on the  
workload to be assigned 

102 3.6078 1.18703 

Valid N (listwise) 102   

Source: Primary Data 
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 Table 4 Staffing Challenges 

 From the above table.4 showing the various 

factors that create staffing challenges, it is seen that 

among the five factors, the most challenging factor is 

Designing of a compensation system with the mean 

score of 3.4902, followed by the factor Fixation of 

time for task completion with a mean score of 3.4314, 

and Becoming the employer of choice having a mean 

score of 3.3529. Recruiting the right person for the 

job is a factor having the mean score of 3.2941 and 

finally the challenging factor of Employee retention 

has the mean score of 3.2059. 

           Table 5 Social Challenges 

 From the above table.5 showing the factors 

that pose social challenges to HR, among the 

five factors, the factor ie., Handling issues of 

employee grievance has the highest mean score 

of 3.5686, followed by the factor HR 

collaboration with line managers with a mean 

score of 3.4412 and Actions on overstepping of 

social norms with a mean score of 3.2549. 

 
 
 
 

     Table 6 Individual Challenges 
 From the above table.6 showing the various 

factors that create Individual challenges to HR, it is 

seen that among the five factors, the most 

challenging factor is Offering Regular feedback on 

performance with the mean score of 3.5000, followed 

by the factor Achieving Employee satisfaction with a 

mean score of 3.2059, and Structuring of benefit 

packages and to measure its success having a mean 

score of 3.0294. Upgradation of professional skills is a 

factor having the mean score of 3.0000 and finally the 

challenging factor of Laying down the proper codes of 

conduct has the mean score of 3.2059. 

 
 

Recommendations of the Study 

 It is clear that the dynamism in the field personnel management is inevitable. As stated 

earlier, the workforce and the workplace have changed in the past and will continue to change, 

posing challenges to the human resource managers in keeping abreast with the dynamic needs of 

the environment. This study is intended to identify the challenges of HR professionals in corporate 

companies. Due to time constraints, the study is limited to selected corporate companies in 

 N Mean 
Std.  

Deviation 

Designing of a  
compensation  
system 

102 3.4902 1.39124 

Becoming the e 
mployer of choice 

102 3.3529 1.28700 

Fixation of time for  
task completion 

102 3.4314 1.38242 

Employee retention 102 3.2059 1.40253 

Recruiting the right  
person for the job 

102 3.2941 1.43222 

Valid N (listwise) 102   

Source: Primary Data 

 N Mean 
Std.  

Deviation 

HR collaboration with  
line managers 

102 3.4412 1.38288 

Setting up of social  
norms in the workplace 

102 3.1275 1.34732 

Handling issues of 
 employee grievance 

102 3.5686 1.31638 

Actions on overstepping of  
social norms 

102 3.2843 1.35980 

Achieving corporate  
social responsibility 

102 3.0784 1.41901 

Valid N (listwise) 102   

Source: Primary Data 

 N Mean 
Std.  

Deviation 

Upgradation of  
professional skills 

102 3.0000 1.34973 

Structures benefit  
packages and  
measure its success 

102 3.0294 1.50547 

Achieving Employee 
satisfaction 

102 3.2059 1.40253 

Offering Regular  
feedback on  
performance 

102 3.5000 1.28779 

Laying down the  
proper codes of 
 conduct 

102 2.7843 1.51969 

Valid N (listwise) 102   

Source: Primary Data 
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Chennai region using convenient sampling method with limited sample size. For an in-depth study, 

a national level survey can be conducted with a larger sample size covering a wider region using 

random sampling. 

 
Conclusion 

 From the study it is found that among the various factors that pose challenges to the Human 

resource professional, Incorporation of flexibility and adaptability into the organization,facing 

political unrest and keeping up with the pace of technological changes are the major challenges 

due to globalization. Factors like deciding on the workload to be assigned,Construction of an 

effective training program for employees and development of leadership qualities foster leadership 

challenges for HR professional.Designing of a compensation system, Fixation of time for task 

completion and becoming the employer of choice are staffing challenges for HR professionals. 

Among the factors creating social challenges, Handling issues of employee grievance, collaboration 

of HR with line managers and actions to be taken on overstepping of social norms pose the greatest 

challenges. Finally Offering Regular feedback on performance, Achieving Employee satisfaction 

and Structuring of benefit packages pose Individual challenges to HR professionals in corporate 

companies. Therefore, in the inevitable dynamic corporate environment HR professional have to 

be quick enough to lead the change in the way of personnel management by focusing on the above 

identified major challenging factors. 
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Abstract 
 Innovation has enhanced and changed the way 
we live in; Developed nations undergrads say that 
they can't envision an existence without their smarts 
telephones and their devices. Consistently the 
utilization of mobile phones and person to person 
communication destinations and applications has 
continued expanding. There are a few examinations 
have depicted the impacts and the outcomes of the 
utilization of innovation and social networking sites 
got both adverse and constructive effect however in 
the greater part of cases, it has the pessimistic 

effect on physical and emotional well-being. College 
and school students are mostly addicted to the 
social networking sites like Instagram, Facebook, 
tinder, WhatsApp and other social networking sites 
and social networking applications. In this paper, we 
analyze the effects of the social media on both 
college and school students, with the help of the 
fact and findings of the articles related to social 
media and with the help of secondary data available 
on the internet and in newspaper 
Keywords: social network, Facebook students 

 
Introduction 

 Sir Timothy John Berners-Lee the inventor of the World Wide Web (www) has changed the way 

we communicate; he invented the World Wide Web in the year 1989. The web was initially 

imagined and created to take care of the demand for programmed data sharing between 

researchers in colleges and organizations around the globe. On April 30th, 1993 an open permit 

expanded the dispersal procedure. "Through these activities, making the product required to run a 

web server openly accessible, alongside a fundamental program and a library of code, the web was 

permitted to thrive" (CERN, 2014) Just ten years prior, in 2004, another revolutionary social 

networking site Facebook was invented by Mark Zuckerberg. As of the final quarter of 2017, 

Facebook had 2.2 billion month to month dynamic clients. In the second from last quarter of 2012, 

the quantity of dynamic Facebook clients had outperformed 1 billion, making it the main informal 

community ever to do as such. 

 Facebook has changed the way we speak with others it causes us to share the post and view 

photographs and remarks of our companions, family, and associate; it has changed the coordinated 

correspondence to one an excessive number of correspondences. Despite the fact that these 

correspondence stages are remarkable and make our correspondence less demanding, yet at the 

same time researchers and scientists say that it has the negative effect on the conduct of the 

person 

 Inside a couple of years, online networking has turned into a necessary piece of the world. 

Especially adolescents cannot consider communication without considering the web frameworks 

like Facebook, Google+, Twitter, people so vigorous about using these new advances of virtual 

association Since the period of Aristotle, individuals have been portrayed as social animals, and 
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one may express these progressions empower them to grandstand their key assessment social 

having a place in like manner 

 Today very nearly 90% of school and school going understudies are utilizing the long range 

informal communication locales and applications like Facebook, WhatsApp, tinder, Instagram, 

Twitter and different interpersonal interaction destinations and applications, understudies utilize 

these applications and destinations for amusement reason which drives them to not ready to 

center their scholastic and individual life 

 Khurana N (2015) in his article titled ―The Impact of Social Networking Sites on the Youth. 

Finds out that 60% of students community spends more than 6 hours on social networking sites as a 

result of this student‘s community are finding difficulty to mingle with the family and their friends 

in the society  

 This paper expects to give a review of a mind-boggling theme by breaking down the 

conceivable impacts of online networking on school and undergrads in their individual and social 

life, will clarify the conduct changes of understudies with the assistance of the current 

neuroscience research and finding directed worldwide level 

 

Positive Impact on Students  

Online Learning  

 The utilization of web-based social networking has helped the understudies to learn through 

different web-based learning stages accessible to them. The utilization of YouTube to watch 

instructive recordings has helped the understudies to increase more extensive learning 

 

Gain Wider Knowledge 

 Web-based social networking upgrades understudy scholastic execution and increment their 

insight through information and data gathering. At the point when understudies are been given a 

task in school, they experience different online stages to assemble data in order to discover 

answers for their task. 

 
It Helps To Build Relationship 

 Understudies can become acquainted with each other better through online networking 

systems. It unites at least two individuals, where they can share their concern, which it can get 

comprehend by their kindred partners. On the off chance that an understudy discovers that he or 

she is having an issue in a specific course, he or she can open up through talk and finds a solution 

for the issues 

 

Negative Impacts on Students  

Waste of Time  

 Nearly majority of students spends maximum time in social networking sites and applications 

and invests most extreme energy in person to person communication and visiting with companions, 

perusing on the web stories and playing recreations in online aftereffects of this numerous 

understudies discover hard to go going to their ordinary life 

 
It Causes Disorders and Distraction  

 Studies demonstrate that, students who use social networking sites and applications tend to 

have mental clutters and effectively occupied and look into demonstrates that understudies who 

utilize interpersonal organization destinations frequently could ready to focus on the investigations 
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and work they include it as the outcome it winds up in the poor execution in their scholastics and 

it likewise has effect on their physical and emotional well-being 

  

Health Issues 

 The usage of PCs, mobile phones, and Social systems administration applications by 

understudies may hurt their wellbeing, consistent utilization of cell phone and access to person to 

person communication application may cause them eye related issues An abundance of use of 

interpersonal interaction locales may prompt reason for medical problems like a sleeping disorder, 

diabetics, stress, issue, and heart-related illnesses 

 

Fact and Findings  

Teen Vs Social Network  

 Teens are spending more than one-third of their days using media such as online video or 

music — nearly nine hours on average, according to a new study from the family technology 

education non-profit group, Common Sense Media. For teens, those between the ages of 8 and 12, 

the average is nearly six hours per day. 

 

Facebook Use in India 

 
Source: Brand new.com 

 

Social Networking Sites And Applications Uses Analysis Worldwide  

 
Source: betatech.com 

Conclusions  

 Social networking sites and application got both constructive and pessimistic effect on the 

student's community, however, in significant cases, it has the antagonistic effect. students and 
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teenage community utilize Facebook as their pressure reliever, high use of social networking sites 

and applications will affect their scholarly execution and it likewise influences their physical and 

emotional wellness , a few investigations have expressed that extreme utilization of online 

networking social networking sites like facebook, tinder, myspace, and mobile application like 

WhatsApp, Instagram & tinder may prompt permanent wellbeing related issues, because of 

abundance utilization of social network youngsters are not interfacing with their folks and 

companions they indicate more enthusiasm for associating with outsiders and acquaintance, 

however the coin has both sides likewise social networking has its boon and bane students 

community should understand the social networking site pros and cons and utilize it for limited 

time, The student's community has decided their own particular limits and has set them to claim 

confines in the matter of how and when to utilize online networking regardless of the positive and 

negative impacts it gives. Young people should be spent their time with interacting with family 

members and with their close friends instead of spending time with interacting with strangers in 

social network 
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Abstract 
 The increasing competitiveness in the business 
sector, organizations are in need of maximizing its 
resources in order to operate successfully. One of 
these important resources is the organizational 
workforce. By means of determining the different 
approaches related to human resource development 
practices, workforce issues encountered by other 
companies may be resolved. In addition, companies 
intending to operate of expand on the global level 
may achieve this goal by assessing and improving 
their human resource development practices. This 
research may also be of value to employees as this 
could encourage business companies in general to 
give due value to their workforce so as to achieve 
better business outcomes. This investigative study 
could also contribute to the human resource sector 
particularly by increasing awareness on Human 
Resource Development Practices and the new 
approaches other companies could apply. Clients or 

consumers may also benefit from this study as the 
increased awareness on Human Resource 
Development Practice approaches can likely enhance 
both production and service provision of other 
companies. Growing internalization of business has 
its impact on human resource management 
functions. The human resource department is 
required to cope up with problems on individual 
employee‟s attitude, culture, behaviors, ethics and 
morale. Human resource management is the 
planning, organizing, directing and controlling of the 
manpower.This particular topic is chosen because 
one of the major missing parts in the success 
equation of an organization is better HR practices 
and to frame the better HR practices for the 
betterment of the organization.  
Keywords: Workforce, HR Development practices, 
Business outcomes etc. 

  
 The objective of the study is, 1. To determine the role of human resource management in the 

achievement of IT SECTOR growth and success 2. To analyze the performance assessment, training 

and potential-maximizing strategies of the company that allowed it to operate globally. 3. To 

identify how the employees are responding to the existing human resource practices of the 

company. 

 

Research Methodology 

 The judgment sampling has been used in this study and the sample size chosen for the study 

is 100. Carefully developed practices are vital to human resources management because 

employees are vital to the organization employees are sensitive to any differences, no matter how 

slight in treatment they may receive compared with others. Morale is for the manager to show 

favoritism in decisions such as those of relating to vacations, work schedules, raises and 

promotions, overtime and disciplinary actions. Decisions can be made more rapidly and more 

consistently if policies and practices relating to these and other subjects have been formulated 

and communicated throughout the organization. 

 
Data Analysis and Interpretation 

Table 1 Depicting Respondents view on increase in Morale 

S.No. Particulars No.of persons Percentage 

1 Strongly agree 56 56% 

2 Mildly Agree 16 16% 

3 Agree 13 13% 
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4 Disagree 8 8% 

5 Strongly Disagree 7 7% 

 Total 100 100% 

 Inference: It is found that 56% of the employees strongly agree, 16% of the employees mildly 

agree, 13% of the employees agree, 8% of the employees disagree and 7% of the employees 

strongly disagree that they are increase in morale. 

 
Table 2 Depicting Respondents view on Organizational Climate 

 Inference: It is found that 89% of 

the employees strongly agree, 10% of 

the employees mildly agree, 1% of the 

employees agree, none of the 

employees disagree or strongly 

disagree that they about 

Organizational Climate. 

 

Table 3 Depicting Respondents view on Job Satisfaction 

 Inference: It is found that 59% of 

the employees strongly agree, 12% of 

the employees mildly agree, 12% of the 

employees agree, 15% of the 

employees disagree and 2% of the 

employees strongly disagree on their 

Job satisfaction. 

Statistical Analysis 

 Chi-square test: Employees satisfaction on existing Human Resources Development Practices. 

 Ho: There is no relationship between gender and employees satisfaction on existing Human 

Resources Development practices. 

 H1: There is relationship between gender and employees satisfaction on existing Human 

Resources Development practices. 
 

Gender Highly satisfied Satisfied Neutral Not Satisfied Highly Not satisfied Total 

Male 12 20 10 10 7 59 

Female 13 15 3 6 4 41 

Total 25 35 13 16 11 100 

 
Solution 

Oi Ei Oi –Ei (Oi –Ei)2 (Oi –Ei)2/Ei 

12 14.75 -2.75 7.56 .512 

20 20.65 -.65 .42 .020 

10 7.67 2.73 7.45 .971 

10 9.44 .56 .32 .034 

7 6.49 .51 .26 .040 

13 10.25 2.75 7.56 .737 

15 14.35 .65 .42 .029 

3 5.33 -2.33 5.43 1.018 

6 6.56 -.56 .32 .048 

4 4.51 .51 .26 .057 

   Total 3.466 

 

S.No. Particulars No. of persons Percentage 

1 Strongly agree 89 89% 

2 Mildly Agree 10 10% 

3 Agree 1 1% 

4 Disagree 0 0% 

5 Strongly Disagree 0 0% 

 Total 100 100% 

S.No. Particulars No. of persons Percentage 

1 Strongly agree 59 59% 

2 Mildly Agree 12 12% 

3 Agree 12 12% 

4 Disagree 15 15% 

5 Strongly Disagree 2 2% 

 Total 100 100% 



Vol.5     Special Issue 4   March 2018             ISSN: 2321- 4643 

 

 

297 | P a g e  Shanlax International Journal of Management 

 

Table value: 9.49 

 Hence the calculated value of Chi-square is less than the table value. The null hypothesis is 

accepted. 

 Result: There is no relationship between gender and employees satisfaction on existing Human 

resources Development Practices. 

 

Suggestions and Recommendations 

1. Employees involvement in decision making 

2. Sufficient communication between Managers and Subordinates. 

3. Sufficient Monetary reward 

4. Motivation level of employees 

5. Individual talent and equality among employees 

6. Responding to good suggestions for improvement from employees. 

7. Equality and effective communication among departments 

8. Evaluating employees in terms of level of judgment on techniques and skills 

9. Fairness and equality in handling work issues. 

10. Selection of employees based on their abilities and potentials. 

 

Conclusion 

 Training is an important aspect of the company‘s Human Resources Development Practices. 

Aside from ensuring that all employees have equal access to the company‘s training opportunities, 

IT sector also develops training programs that improve the competency of its workforce.  

 The company include appropriate HR policies particularly in the recruitment, selection and 

hiring of employees. Other common work issues are also covered by the company‘s HR regulations. 

Through these policies, the company is able to maintain its standards and meet desired business 

outcomes. 
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Abstract 

 Take the talent to identify the talent! a 
monotonous tone will never appreciate the music of 
the masters. entirely associate skilled jeweler would 
perceive that everything that shines is not real! And 
entirely those that can acknowledge the value of a 
diamond can appreciate it, for others it's merely a 
stone! Talent can what others notice robust. in an 
exceedingly corporation, there is nothing further 
crucial than putt the proper worker inside the 
proper position. otherwise you'd be trying to mount 
a sq. peg throughout a spherical hole. once people 
do employment that simply does not satisfy their 
tastes, inclinations or temperament, the results, or 
rather their lack, ar aiming to be disastrously 
obvious. Low productivity, discontent, low morale, 
absence and different negative behaviors will 
become typical until you show the employee at the 
door. Or maybe, there is another option 

 Talent management. talent management: a 
acutely aware and deliberate approach to attract, 
develop and retain of us with the power and skills 
necessary to satisfy current and future structure 
desires. Talent management involves individual and 
structure development in response to a dynamic and 
complex operational atmosphere. It includes the 
creation and maintenance of a substantiating and 
people-oriented structure culture. Talent 
management implies recognizing a personality's 
inherent skills, traits, temperament and giving him 
an identical job. every body incorporates a 
distinctive talent that suits a selected job profile 
and the other position can cause discomfort.  
Keywords: Talent Management, temperament, Low 
morale, absence. 

 

What is Talent Management? 

 Talent management could also be a advanced assortment of connected human resources 

processes that gives a straightforward basic advantage for any organization: Talent drives 

performance. we tend to all acknowledge that teams with the only people perform at a much 

better level. prime organizations acknowledge that exceptional business performance is driven by 

superior talent. The people are the excellence. Talent management is strategy. Analyst analysis 

has tried that organizations victimization talent management ways and solutions exhibit higher 

performance than their direct competitors and also the market normally. From Fortune one 

hundred international enterprise recruiting and performance management to tiny and medium 

business recruiting, leading firms invest in talent management to pick the simplest person for 

every job as a result of the apprehend success is steam-powered by the overall talent quality of 

their force. Talent Management is useful to each the organization and also the workers. The 

organization edges from: redoubled productivity and capability; a much better linkage between 

individuals' efforts and business goals; commitment of valued employees; reduced turnover; 

redoubled bench strength and a much better match between people's jobs and skills. workers 

profit from: Higher motivation and commitment; career development redoubled data regarding 

and contribution to company goals; sustained motivation and job satisfaction. 
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How Can a Talent Extremely Work Associate in Nursing Organization? 

 Recognition of talent: Deem what staff knock off their free time and ascertain their interests. 

try to discover their strengths and interests. Also, encourage them to seek out their latent talents. 

as an example, if Associate in Nursing employee inside the operations department explains 

convincingly why he thinks he is right even once he is wrong, deem moving it to sales!  

 Attract talent: wise companies manufacture a powerful complete identity with their shoppers 

and, therefore, fulfill that promise. the big work brands do a standardized, with quantitative and 

qualitative results. As a result, the proper people value more highly to be a part of the 

organization. choice of talent: the administration ought to implement verified talent selection 

systems and tools to create the profiles of the proper people supported the skills of high 

performance staff. it is not concerning finding the "best and brightest", it's concerning creating the 

proper answer, every for these days and tomorrow.  

 Maintenance talents: inside this climate of change, it's essential to retain key people. These 

unit the those that will lead the organization to future success, and will not afford to lose them. 

the price of replacement Associate in Nursing derived employee is mammoth. Organizations ought 

to promote diversity and magnificence ways in which to retain people, reward high performance 

and provide opportunities for development. Succession management: effective organizations 

anticipate the leadership and talent needed to realize the long run. Leaders understand that 

strengthening their talent pool is crucial through succession coming up with, sure-handed 

development, work rotation and men coming up with. they have to determine the potential talent 

and govern it. 

 modification the culture of the organization: raise yourself: "Why can a talented person value 

more highly to work here?" If the organization wishes to significantly strengthen its talent pool, 

it ought to be able to alter key aspects like company strategy, structure structure, culture and 

even the caliber of the organization's leaders. 

 A properly managed talent appears to be a gold mine. it's inexhaustible and valuable. it's going 

to still provide wealth and value to the organization. 

 In turn, the Administration ought to love, extract it, polish it and use it. do not trouble Talent, 

pay generously, kind of a fashionable person UN agency lights up his luxuries, as a results of 

talent is wealth! 

 

Importance of Talent Management 

 Like human capital, Talent Management is gaining extra attention. 

 Talent Management (TM) brings on an enormous amount of human resources (HR) and 

management initiatives. 

 Organizations that formally attempt to "manage their talent" undertake a strategic analysis of 

their current human resources management processes. this is {often this can be} often to 

create certain that a coordinated and performance-oriented approach is adopted. 

 terribly typically, organizations that take Associate in Nursing MT approach will concentrate on 

coordination and integration: 

 Recruitment: certify that the right people square measure drawn to the organization. 

 Retention: development and implementation of practices that reward and support staff. 

 worker development - guaranteeing continuous informal and formal learning and development.  
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 Leadership and "high potential employee" development - specific development programs for 

existing and future leaders Performance management - specific processes that nurture and 

support performance, together with feedback/measurement.  

 Workforce designing - designing for business and general changes, together with the older 

personnel and current/future skills shortages.  

 Culture - development of a positive, progressive and high performance "way of operating".  

 An important step is to spot the workers or staff (people and positions) that area unit vital to 

the organization. they are doing not essentially have to be compelled to be senior workers 

members. several organizations lost plenty of "organizational knowledge" within the economy 

exercises of many years agone. The impact of the loss wasn't instantly apparent. However, it didn't 

take long for several firms to understand their mistake once they didn't have folks with the 

information and skills to either anticipate or solve issues that arose.  

 The current discussions concerning talent shortages and also the ageing population are serving 
to organizations to specialize in the talent management issue. it's going to not be attainable to 
easily quit and recruit new folks to fulfill operational desires. several leading firms have 
determined to develop their own folks, instead of attempting to rent totally sure-handed staff.  
In summary, each organization ought to be implementing talent management principles and 
approaches.  
 

Six Talent Management Practices That Matter 

 Competing in an exceedingly "flat world", a term popularized by editorialist Tom economic 

expert, needs (well) rounded folks. turning into a well rounded talent needs continuous learning 

and development of information and skills. Organizations that wish to reach flat world competition 

higher be making enriching work experiences if they want to draw in.  

 How are you able to produce AN enriching workplace? it is not straightforward and does not 

happen nightlong. however with some designing, plenty of persistence and adept execution of 

seven key practices, ANy organization will produce an enriching work.  

 
Job Stretch and quality  

 Feel like you are stuck in an exceedingly box at work? If you are doing you've lots of company. 

several organizations outline jobs narrowly and permit very little or no movement across structure 

boundaries or maybe among them. however to grow, gifted folks got to be perpetually challenged 

and stretched. this implies the power to require risks, to do new things, and yes, even to fail - 

whether or not by doing one thing otherwise in AN existing job or endeavor a completely new one. 

If expertise is so the simplest teacher what quantity area unit we have a tendency to learning if 

SEI Investments, a number one international supplier of outsourced investment business solutions, 

has created AN surroundings that has continual challenge to workers and allows them to often 

move round the organization and to oft fight new tasks and responsibilities. 

 

Mentoring Not Just Managing 

 Nothing hurries up the transfer of information ANd power or enhances individual development 

quite a high quality matched dialogue between AN old person and an up-and-comer.  

W.L. Gore, creator of Gore-Tex materials, may be a mentoring-intensive organization. Managers 

area unit known as "Sponsors" and act as advocates for his or her assigned workers. They arrange to 

being knowledgeable their activities, well being, progress, accomplishments, personal issues and 

ambitions. every associate has a minimum of one sponsor and a few have quite one. 
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Deep Immersion 

 Nothing frustrates gifted individuals, notably young up-and-comers, quite being asked to 

attend their flip before obtaining the chance to contribute to special comes or initiatives. this can 

be not solely demotivating to individuals however counter-productive to performance as 

opportunities to contribute rely additional on tenure and chain of command than benefit.  

Trilogy, a software system company based mostly in Austin|state capital} Texas not solely avoids 

this downside, however has created a fast- track, merit-based method that starts with each new 

rent. Its induction program is on steroids - goals aren't solely cultural induction, bonding and 

ability development however to form the company's next generation of concepts, product and 

leaders. The program is diode and go by Trilogy's high executives, together with its business 

executive. 

 

Teaching and training 

 This means having individuals within the organization - each managers and specialists - whose 

role it's to assist others to grow, learn and understand their potential. several organizations have 

de-emphasized this key task as pressure to satisfy quarterly performance targets have cascaded all 

the way down to each level of the organization. Schools give a plan and model from that 

alternative organizations will learn. they need lecturers whose solely job is to develop their 

student's skills and learning. whereas few organizations ar positioned to use full-time lecturers, 

several ought to encourage and facilitate managers and employees to require on this role. they'll 

try this by expressly acknowledging the worth of teaching and training and together with these 

responsibilities within the expectations and measures of performance set for managers and 

employees.  

 

Diversity of abilities and Personalities 

 The value of diversity in business appears obvious to most observers, however few leaders very 

savvy to leverage the variations that folks bring back the work., head of the innovative Brazilian 

conglomerate Secom puts it - "I like Coq-au-Vin to Chicken McNuggets". he's not talking concerning 

food however rather cultures that mix numerous abilities and views (like the ingredients during a 

slow baked Coq-au-Vin) versus those who impose desensitizing conformity on their individuals (like 

the industrial-style sameness of Chicken McNuggets). And believe Maine, many companies have 

Chicken McNugget talent - mass produced, standardized and consistently mediocre. Far better to 

blend diverse ingredients into a rich and unique tasting  

 It frequently pairs younger and older employees along. Its "Lost in Space" program affords 

young employees the chance to maneuver round the company on a daily basis throughout their 1st 

few years. This helps them to each develop new views area unit well as inject their own 

contemporary concepts throughout the business. Their "Trading Places" initiative let's folks trade 

jobs as some way of gaining new expertise and skills.  

 

Horizontal Growth methods 

 Flattening of hierarchies in recent years has severely curtailed growth methods in several 

organizations. however growth should not simply be up the ladder or rely strictly on deed social 

control skills. Another productive growth path is horizontal and progressive organizations have 

created lateral methods that enable folks to broaden their skills and data at intervals their 

disciplines and jobs. Companies like IBM, TX Instruments and Intel have instituted technical 
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mastery programs to permit individual contributors and specialists to develop their data and 

learning and to be paid and recognized for it. this implies talent will advance supported their 

learning pace instead of need to modification jobs or be promoted to induce ahead.  

 
The New 60 Minutes Mission and Talent Management Processes 

Many difficult hands problems confront 60 minutes, including:  

 Heightened competition for sure-handed employees.  

 Impending retirement of the baby boomers.  

 Low levels of worker engagement. 

 Acknowledgement of the high value of turnover. 

 Arduous demands of managing international workforces. 

 Importance of succession designing 

 Off shoring and outsourcing trends. 

 This requires new thinking and a replacement mission to realize business success. These 

factors—coupled with the necessity to align folks directly with company goals—are forcing 60 

minutes to evolve from policy 

creation, value reduction, 

method potency, and risk 

management to driving a new 

talent mindset in the 

organization. One vital 

distinction is that the evolution 

of the distinction between 

military science hour and 

strategic talent management. 

Transactional hour activities ar 

body overhead. Talent management could be a continuous method that delivers the optimum men 

for your business.In this new model—instead of being the homeowners of processes, forms, and 

compliance—HR becomes the strategic enabler of talent management processes that empower 

managers and workers whereas making business price. With this read, talent management is also 

outlined because the implementation of integrated methods or systems designed to enhance 

processes for recruiting, developing and holding folks with the desired skills and ability to fulfill 

current and future structure desires 

 

Why Talent Management? 

 Workforce value is that the largest class of pay for many organizations. Automation and 

analysis of your recruiting and hiring processes provides the immediate hands visibility and insights 

you wish to considerably improve your bottom line. Performance management provides the 

continuing processes and practices to take care of a stellar hands. Today, several organizations ar 

scuffling with silos of time unit processes and technologies. the longer term of talent management 

is embodied in solutions designed from the bottom up to supply business-centric practicality on a 

unified talent management platform. Since nearly all competitive business factors became 

commoditized, talent is what ultimately drives business success and creates worth. Leading 

organizations have faith in Taleo solutions and services to assess, acquire, develop, and align 

talent with business objectives whereas considerably reducing method prices, up quality of rent, 
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reducing risk, and achieving higher levels of performance. Though it's going to appear intuitive, it's 

worthy to articulate the elemental significance of no-hit talent management practices: The key 

enabler of any organization is talent. The quality of your individuals is your last true competitive 

mortal. Talent drives performance. Talent management needs sturdy government support, beside 

systems and processes all directed towards having the proper talent doing the proper work the 

proper time. That‘s once talent actually drives higher business performance. 
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Abstract 

 Retail industry in India is the largest among all 
industries accounting to 10 per cent of the country 
GDP and employs around 8 per cent of the 
workforce. India has seen a drastic shopping 
transformation in terms of format and consumer 
buying behaviour. India has also been world‟s top 
sourcing destination in 2016-17 and the share in this 
category is 55 per cent. Our working population with 
a median age of 24 years, along with emerging 
opportunities in the retail sector is one of the major 
factors of the growth in the retail industry of India. 
As many 0new businessmen are entering the 
industry, there is expected to be a growth in the 
retail sector. India is still largely an unorganized 
retail market where maximum retailers operate in 
less than 500 sq. ft. of space. The total retail 

industry is estimated at 9 lakh crore of which the 
organized sector accounts for a mere 9 per cent. GST 
taking its shape, it has helped the retailers simplify 
its tax structure. The global share of US and the UK 
retail markets is 19 per cent and 39 per cent, 
respectively, while its share in India is just 6 
percent. It gives a tremendous opportunity for the 
homegrown label to expand its base. The high cost of 
real estate and non-availability of skilled labour in 
rural market are a few challenges to this industry. 
This study briefly presents an overview on the Indian 
Retail Industry: Growth, Trends, Challenges, and 
Opportunities. 
Keywords: Retail Industry, India, Growth, Trends, 
Challenges, Opportunity, Business, GST 

 

Introduction 

 The word 'Retail' has been derived from the French word 'retailer' which means 'to cut a piece 

off' or 'to break bulk'. Retailing can be defined as procurement of varied products in large 

quantities from various sources/manufacturers and their sale in small lots, for direct consumption 

to the purchaser. The evolution of retail trade in India can be traced to the times when majority 

of trade was routed through formats such as Haats, Mandis and Melas. Mostly organised on a 

periodical basis and limited to a particular locality/village, such formats gained prominence. The 

retail sector in India is emerging as one of the largest Market size over the past few years (USD 

billion) sectors in the economy By 2016 the total market size was USD 680 billion, thereby 

registering a CAGR of 7.45 per cent since 2000. Retail industry is expected to grow to USD1.3 

trillion by 2020, registering a CAGR of 9.7 per cent from 2000 to 2020. The retail industry is a 

sector of the economy that is comprised of individuals and companies engaged in the selling of 

finished products to final consumers. 

 
Types of Retailing in the Industry 

 Brick-and-Mortar Store Retailers – Those engaged in the sale of products from physical 

locations which warehouse and display merchandise with the intent of attracting customers to 

make purchases on site. Super markets, Hypermarkets, Departmental stores, Specialty stores, 

Convenience Stores, Discount Stores, Factory Outlets and Shopping Malls 

Non-Store Retailers – Those engaged in the sale of products using marketing methods which do not 

include a physical location.  
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Table 1 Percentage share of organised and traditional retail in India 

 From the above table reveals that an 

Organised retail in India witnessed a CAGR of 

19-20 per cent. Organised retail is expected 

to account for 24 per cent of the overall 

retail market by 2020. This study briefly 

presents an overview on the Indian Retail 

Industry: Growth, Trends, Challenges, and 

Opportunities.  

 
Importance of Retail Industry 

 Retail involves the selling of goods to customers. While meeting the needs of customers, 

following are some of the functions performed by a retailer. A vibrant retail sector benefits the 

consumers by providing range of products and services efficiently. Retailing can be done in either 

fixed locations or online. Retailing also helps to increase the living standards, Economic 

Development, Employment, Social Responsibility and enable the consumers to possess various 

goods, services and utilities. 

 
Present Status of Indian Retail Industry 

 As per World Development Indicators database published by World Bank in February 2017, India 

is the 3rd largest economy in the world in terms of Purchasing Power Parity (PPP), only behind 

China and US. Indian GDP growth stood at 7% as on December 31, 2016 as mentioned by Central 

Statistics Office (CSO) and it is expected to be the same for FY17.  

 As per IMF, Indian economy is likely to grow by 7.2% in FY18 and 7.7% in FY19. This shows 

India's growth potential in Organized Retail Penetration also. Improving economy, changing 

demographic profile, increasing disposable incomes in hands of the middle class, changing tastes 

and preferences and growing urbanization along with rising discretionary spends are the main 

growth drivers in the organized retail market in India.  

 Within retail, the emerging sectors would be food and grocery, apparel, electronics,  

e-commerce, fashion and lifestyle. Incorporation of technology in the organised retail segment has 

been something to reckon with in the past few years. Use of computers for merchandise planning 

and management, control of inventory costs and supplies and replenishment of goods done 

electronically and internal store billing has changed the face of product retailing. India's modern 

consumption level is set to double within five years to US$ 1.5 trillion from the present level of 

US$ 750 billion. The growing middle class is an important factor contributing to the growth of 

retail in India. By 2030, it is estimated that 91 million households will be ‗middle class‘, up from 

21 million today. Also by 2030, 570 million people are expected to live in cities, nearly twice the 

population of the United States today. Thus, with tremendous potential and huge population, India 

is set for high growth in consumer expenditure. With India's large ‗young‘ population and high 

domestic consumption, the macro trends for the sector look favourable. 

 
Table 2 Global Retail Sales Volume Growth Percentage Per Annum 

Region 2013 2014 2015 2016 2017 2018 

Asia and Australia 4.1 4.1 4.6 4.8 4.8 4.9 

Africa 1.6 - 0.8 2.4 3.4 3.4 3.8 

America 2.7 2.3 2.5 2.4 2.5 2.6 

Year Organised retail Traditional retail 

2008 3.3 96.7 

2010 3.6 96.4 

2012 4.1 94.9 

2014 5.0 95.0 

2016 8.0 92.0 

2018 E 21.0 79.0 

2020 E 24.0 76.0 

Source: IOSR Journal of Business and Management 
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Europe -0.7 0.6 0.8 0.9 1.0 0.9 

Transition Economies 3.0 1.2 2.7 4.3 4.1 4.6 

World 2.4 2.3 2.9 3.2 3.3 3.4 

Source: Economic Intelligence Unit 2017 

 From the above table clearly indicates Asia`s Retail industry always booming trends. 

 

Table 3 Asia Retail Sales Volume Growth Percentage Per Annum 

 From the above table clearly shows 

the Indian Retail industry always 

growing from 2013 to 2018. 

 
Review of Literature 

 India has been ranked number one 

in A.T. Kearney‘s 2017 Global Retail 

Development Index, which ranks the top 

30 developing countries for retail investment worldwide. According to the National Skill 

Development Corporation, India‘s retail sector will need around a workforce of around 56 million. 

The sector will have one of the highest incremental human resource requirements - of 17.35 

million till the year 2022. The Indian Brand Equity Foundation (IBEF) estimates the industry to grow 

at a CAGR of over 17% over the next 4 years and reach USD 1,300 billion by 2020. However, with 

the Private Final Consumption Expenditure expected to grow by about 12.5% y-o-y till 2020 (has 

grown at about 10-12% historically) and GDP by 8.5-9%, CARE expects the retail industry to register 

a growth rate of about 12-14% over the next 4 years and reach about USD 1,150 billion by 2020. 

 According to panel members at the seventh Food and Grocery Forum India, the opportunities 

in food and grocery retail in India are immense, given that it constitutes about 69 per cent of 

India‘s total retail market. The Indian retail market, currently estimated at $490 billion, is project 

to grow at a compounded annual growth rate of 6 per cent to reach $865 billion by 2023. Modern 

retail with a penetration of only 5% is expected to grow about six times from the current 27 billion 

USD to 220 billion USD, across all categories and segments. According to India Retail Report 2017, 

over the past two years, 100 per cent cash and carry operations are gaining significance in India 

with Thailand's Siam Makro being the latest entrant in this space following Metro, Walmart and 

Booker. Furthermore, Swedish-furniture maker Ikea plans to open its lone distribution centre or 

warehouse in the country in Pune by end 2017 and its first store in Hyderabad by early 2018 with 

overall plans to invest USD 1.56 billion to set up 25 stores in India. In addition to the bigger 

retailer and brands, the mid-size brands from across the world are also looking to cash on the 

relaxed retail policy in India. Food as well as retail Brands such as Korres, Migato, Evisu, Wallstreet 

English, Pasta Mania, Lush Addiction, Melting Pot, Yogurt Lab and Monnalisa and many others from 

across the world, are expected to invest about USD 300-500 million cumulatively to open roughly 

2,500-3,000 stores, the study said. 

 
Objectives of the Study 

1. To know the nature of retail industry in India 

2. To study about the major and emerging retail formats in India 

3. To highlight the recent trends in Indian retail industry and challenges and opportunities 

4. To find valuable suggestion in improve the retail business in India 

  

Countries 2013 2014 2015 2016 2017 2018 

China 9.3 8.8 8.7 8.6 8.0 7.9 

India 1.7 4.0 5.6 6.2 6.2 6.6 

Japan 0.7 0.2 0.1 0.3 0.4 0.6 

Pakistan 6.1 3.9 4.1 3.8 4.3 4.3 

Singapore 1.2 1.7 2.5 2.9 2.4 2.9 

Vietnam 3.8 9.5 8.4 7.8 6.0 6.5 

Source: Economic Intelligence Unit 2017 

https://retail.economictimes.indiatimes.com/tag/national+skill+development+corporation
https://retail.economictimes.indiatimes.com/tag/national+skill+development+corporation
https://retail.economictimes.indiatimes.com/tag/national+skill+development+corporation
https://timesofindia.indiatimes.com/topic/India-Retail-Report
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Research Methodology 

 The data, which is collected for the purpose of this conceptual study, is collected from various 

secondary sources i.e. Articles, government reports, newspapers, magazines and some websites.  

 
Scope of the study  

 The study undertakes to analyse the current status of retail industry scenario in India only. 

 
Reason for the Study 

 An increase in the double-income households trend, Large working population, Reasonable 

Real estate prices, Increase in disposable income and customer aspiration, Demand as well as 

increase in expenditure for luxury items, Growing preference for branded products and higher 

aspirations, Growing liberalization of the FDI policy in the past decade, Increasing urbanisation, 

Rising affluence amid consumers and Emergence of nuclear families. Now there is a customer 

called New Age Customer. Indian companies are making highly ambitious plans for set up large 

multi-brand retail operations.  

 

Challenges 

The Indian retail industry poses a unique set of challenges: 

 1. Strong Suppliers: Organised retail in India has been dominated by strong suppliers that have 

a strong hold over retail margins. Although the balance of power between suppliers and organized 

players is changing, organized retail‘s low contribution to the suppliers‘ overall business (ranging 

from 6-15% PwC Analysis, Public information) will continue to pose challenge on extracting higher 

intake margins. 

 2. Value conscious customers: Irrespective of the income strata, Indian customers are 

extremely value conscious. This in turn puts pressure on price points, resulting in lower size per 

transaction. 

 3. Competition from low cost traditional channel: Sandwiched between the strong suppliers 

and the value conscious consumer organised retailers have had to deal with strong competition 

from the traditional channel that not only operates at low cost but also has low margin 

expectations. 

 4. Higher costs on account of infrastructure challenges: With a geographically dispersed 

population, the distribution structure at a pan-India level is fragmented. Lack of proper 

infrastructure makes the cost to service stores very high. 

 
Opportunities 

 Today, the organized players have ventured into each and every retail category. India‘s retail 

sector is witnessing accelerated growth, with retail development taking place not just in major 

cities and metros, but also in Tier-II and Tier-III cities. The purchasing power of Indian consumer is 

growing in categories like apparels, cosmetics, shoes, watches, beverages, food and even 

jewellery .Due to the large scope of business and high growth potential, India is attracting 

investors across the globe. The share of private label strategy in the US and the UK markets is 19 

per cent and 39 per cent, respectively, while its share in India is just 6 percent. Thus this gives a 

tremendous opportunity for the homegrown label to expand its base. India‗s price competitiveness 

attracts large retail players to use it as a sourcing base. Many international retailers are increasing 

their sourcing from India and are moving from third-party buying offices to establishing their own 

wholly-owned/wholly-managed sourcing and buying offices. It would surprise nobody to say 
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that Asia will be driving the world‘s retail sales in the next five years. According to the retail 

report, the region‘s retail sales will grow by 8.5% in US dollar terms, higher than the global 

average growth rate of 5.6%. By 2018, it is estimated that Asian retail sales will amount to US$10 

trillion, much of which will be driven by India and china. 

 

Findings and Conclusion 

 Indian Retail Industry has immense potential as India has the second largest population with 

affluent middle class, rapid urbanisation and solid growth of internet. India‘s retail market is 

expected to increase by 60 per cent to reach US$ 1.1 trillion by 2020, on the back of factors like 

rising incomes and lifestyle changes by middle class and increased digital connectivity.  

 India‘s Business to Business (B2B) e-commerce market is expected to reach US$ 700 billion by 

2020. Online retail is expected to be at par with the physical stores in the next five years and has 

grown 23 per cent to $17.8 billion in 2017. India‘s total potential of Business to Consumer (B2C) is 

estimated to be US$ 26 billion, of which $3 billion can be achieved in the next three years from 16 

product categories, according to a study by Federation of Indian Chambers of Commerce and 

Industry (FICCI) and Indian Institute of Foreign Trade (IIFT). 

 The Indian retail trading has received Foreign Direct Investment (FDI) equity inflows totalling 

US$1.09 billion during April 2000–September 2017, according to the Department of Industrial 

Policies and Promotion (DIPP). Investments by private equity firms in Indian retail sector reached 

US$ 200 million in the first half of 2017, with seven new global brands entering India during the 

period. 

 Government of India has allowed 100 per cent Foreign Direct Investment (FDI) in online retail 

of goods and services through the automatic route, thereby providing clarity on the existing 

businesses of e-commerce companies operating in India. On 7 December 2012, Government of India 

allowed 51% FDI in multi-brand retail in India.  

 

Future of Retail Industry in India 

 The consumption story of India and ease of doing business have placed India at the top of the 

2017 Global Retail Development Index, surpassing China. As a result, the organised retail market is 

slated to grow at a CAGR of 32% and 63% CAGR over the next 5 years—brick and mortar and e-retail 

respectively—achieving a 24% market share by 2020. India‘s top ranking and market predictions are 

clear signs of confidence in its vast growth potential. India has replaced China as the retail 

destination in 2017 as part of the global retail development index, according to industry experts. 

"India has replaced China this year as the top retail destination as part of the study on global retail 

development index," The future shows tremendous potential for growth in the retail sector. In 

future India will see a phenomenal growth of shopping malls and specialty retail stores. Retail 

Industry experts predict that the next phase of growth in the retail sector will emerge from the 

retail markets. The total number of shopping malls is expected to expand to the growth rate of 

18.9 per cent by 2025. India is becoming a dynamic market with many international brands 

entering India to capitalize on the growing consumption pattern shown by the country. With right 

reforms and government initiatives, India retail industry is surely inching its way towards becoming 

the next boom industry. The future of the retail industry looks promising, as more and more 

Government policies have come into play, making it favourable to do business. 
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Abstract 
 Evolution of Indian Tax System the Assignment 
System. The assignment of tax powers in the 
constitution provides the framework for the 
evolution of the tax system in India. It assigns most 
of the broad-based and mobile tax bases to the 
center. These are taxes on non-agricultural incomes 
and wealth, corporation tax, customs duties, and 
excise duties on manufactured goods. States tax 
powers include taxes on agricultural incomes and 
wealth, sales taxes, excises on alcohol, taxes on 
motor vehicles, passengers and goods, stamp duties, 
registration fees on transfer of property, and taxes 
and duties on electricity. Of these, sales tax is the 
most important and contributes 60 percent of states 
tax revenue. The evolution of tax policy within the 

framework of planned development strategy had 
important implications. After demonetization come 
across the tax powers and reforms assign and provide 
growth of economy. First, tax policy was directed to 
raise resources for the public sector without regard 
to efficiency implications. The achieving a socialistic 
pattern of society on the one hand and the attempt 
pursuit of a multiplicity of objectives complicated 
the tax system with adverse effects on both 
efficiency and horizontal equity. Finally, poor 
information system was both the cause of selective 
Central and state Tax system applicable of the tax 
system and its effect. 
Keywords: Indian Tax Systems, Evolution, 
Development Strategy, Effects and Efficiency. 

 

Introduction 

 Tax system the world over have undergone significant changes during the last twenty years as 

many countries across the ideological spectrum and with varying levels of development have 

undertaken reforms. There have been major changes in Tax systems of countries with a wide 

variety of economic systems and levels of development of the every country. The motivation for 

these reforms has varied from one country to another and the trust of reforms has differed from 

time to time depending on development strategy and philosophy of the times in the Reforming the 

Tax system. In many developing countries, the immediate reason for tax reforms has been the 

need to enhance revenues to meet impending fiscal crises and also to be develop the economic 

aspects.  

 Thus, the system has to adjust to the requirement of a market economy to ensure 

international competitiveness. The transition from a public sector based, heavy industry 

dominated, import substituting industrialization strategy to one of allocating resources according 

to market signals has necessitated systemic changes in the tax system. Globalization is the one of 

the most important factor to consider as a economic development. In an export-led open 

economy, the tax system should not only raise the necessary revenues to provide the social and 

physical infrastructure but also minimize distortions. Thus, the tax system has to adjust to the 

requirements of a market economy to ensure international competitiveness. 
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Meaning of Tax Reforms 

 Tax Reforms is the process of changing the way taxes are collected or managed by the 

government and is usually undertaken to improve tax administration or to provide economic or 

social benefits. 

 
Review of Literature 

 Stephanie A. Sikes And Robert E. Verrecchia (2012) discussed about the study was Prior 

literature predicts a positive relation between firms' expected pre-tax rates of return and investor-

level capital gains tax rates. We show that this relation is more nuanced than suggested by prior 

literature and that in three circumstances the relation can actually be negative. The first 

circumstance is when a firm's systematic risk is very high. The second circumstance is when the 

market risk premium is very high. The third circumstance is when the risk-free rate of return is 

very low. The circumstances arise because, in addition to reducing investors expected after-tax 

cash proceeds, capital gains taxes reduce the risk that investors associate with the expected after-

tax cash proceeds. 

 Jenny Phan (2013) this paper briefly discusses each of these justifications and why each may 

be flawed. The ten principles of good tax policy are applied to the preferential treatment of 

capital gains to evaluate its merits. However, tax on any gain was deferred while the taxpayer 

held the property and, thus, perhaps justifies a non-preferential rate. The next justification for a 

preferential rate is that part of the gain actually represents inflation rather than any real 

purchasing power. The last justification is that a lower capital gains rate serves the goal of 

encouraging investments, which in turn, creates jobs and facilitates economic growth. However, 

there is no evidence that a lower capital gains tax rate leads to economic growth.  

 Ming-Min Lo (2015) in this study we applied classical linear regression model and DID model 

while minimized the effects of international markets to investigate the short-term and long-term 

lock-in effects following the announcement of the capital gains tax for securities in Taiwan stock 

market. The challenge of balancing the interests of different groups has made the capital gains tax 

for securities difficult to implement. The empirical results showed the evidence that the changes 

in trading volume of the Taiwan stock market exhibited negative short-term and long-term lock-in 

effects caused by the capital gains tax for securities as compared with those in Hong Kongs stock 

market. The overall impacts of the tax appear to have generated a loss greater than the gain. 

 

Objective of the Study 

The present study is carried out with the following objectives 

 To Study on various aspects of Direct Tax Reforms system in India and to analyze the various 

aspects of Tax Reforms in developed countries. 

  To examine response from the experts regarding implementation and administration of Direct 

Tax Reforms in Tamil Nadu. 

 To analyze the current Direct Tax Reforms and its impact of Tax administration for Direct Tax 

Reforms. 

 To study the problems and prospects of administration of the proposed Tax Reforms in the 

years to come.  

Statement of the Problem 

 The basic framework for the tax system in independent India was provided in the 

constitutional assignment of tax powers. Tax system through reform the various aspects likes slap 
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changes as well as reform the tax systems. The important features of tax assignment are the 

adoption of principle of separation in tax powers between the central and state governments. Both 

central government and state government has the power to levy the major broad based and mobile 

tax bases, which include taxes Direct tax are wealth, corporate income taxes, customs duties, 

excise duties. Every decision from the viewpoint of maximizing Indian economic development. 

 

Scope of the study 

 The study is conduct to analyze the Tax Reforms effectiveness of implementing direct Taxes. It 

covers the opinions of the Tax payers, traders, manufacturers and consumers. It brought to light 

the beneficial impacts of Tax Reforms of direct Taxes. Tax is important revenue of the every 

country. Tax reform is main influence in Economic growth within the country. This study evaluated 

that reason for transition from Reform of Direct Taxes.  

 

Research Methodology 

 This Research Based on Descriptive in nature. The study shall be based on the secondary data 

with respect to historical perspective, tax policy and its structure, Present status, and 

International Comparison. 

 
Direct Tax Reforms 

 Tax Information Network (TIN): On behalf of the Income Tax Department, the National 

Securities Depository Limited (NSDL) established Tax Information Network (TIN). This is a 

source of the countrywide tax related data. The basic idea behind establishing TIN was to 

modernise collection, processing, monitoring and accounting of direct taxes using information 

technology. TIN has three subsystems viz. ERACS, OLTAS and CPLGS. 

 Electronic Return Acceptance and Consolidation System (ERACS): ERACS consists of a system 

for interface with the taxpayers (TIN Facilitation Centres that is TIN-FC) and an internet 

supported system for upload of electronic returns of Tax Deduction at Source (TDS) and Tax 

Collection at Source (TCS) and Annual Information Return (AIR) to the central system of TIN. 

 Online Tax Accounting System (OLTAS): OLTAS is used for upload to the central system the 

details of tax deposited in numerous tax collecting branches across the country every day. 

Central PAN Ledger Generation System (CPLGS) It is the central system that merges the details 

of TDS/TCS and advance tax into the PAN. 

 e-TDS & e-TCS: TDS refers to Tax Deduction at Source. The third parties deduct tax at source 

and then deposits it at pre-determined bank branches. Since 2004–2005, it has been made 

mandatory to file TDS returns electronically for the operators, the Government as well as 

corporate sector. Further, the Income Tax Act, 1961 states that when tax is collected at 

source by the seller from the buyer, it is named TCS (Tax Collected at Source). Under the 

scheme named ‗Electronic Filing of Returns of Tax Collected at Source Scheme, 2005‘, the 

corporate and Government deductors have to pay electronically or physically to NSDL. 

 

Principles Tax Reform  

 Fiscally Responsible: Tax reform should not increase federal deficits or debt. Reforming taxes 

in a way that worsens our fiscal condition is counter-productive because increasing our 

national debt harms economic growth. Ideally, lawmakers should pursue policies that improve 

our already unsustainable fiscal outlook over the short and long run. 
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 Pro-growth: Tax reform should support economic growth, productivity and competitiveness. 

This can be done by eliminating market-distorting loopholes and improving incentives to work 

and invest. 

 Realistic: Tax reform should be evaluated with realistic assumptions. Lawmakers should use 

non-partisan CBO scoring and consensus economic assumptions, wait for full scoring before 

voting, and avoid gimmicks that obscure the true fiscal and economic impact of legislation. 

 Comprehensive: Reform should be comprehensive tax cuts are not tax reform. Lawmakers 

should seize the rare opportunity to reform our outdated tax code by enacting comprehensive 

changes to both individual and corporate taxes that can have a significant positive effect on 

the economy. Well-designed reform would pair rate reductions with the elimination or 

modification of tax expenditures to make the code more supportive of economic growth and 

improve our fiscal outlook. 

 Fair: The benefits of tax reform should be widely shared, with the most economically 

vulnerable protected. Our tax code is riddled with preferences that help some constituents 

while hurting others reform can level the playing field and eliminate unfair distortions. 

 Simple: Tax reform should increase simplicity. Our tax code is overly complex. Lawmakers can 

reduce the burden of compliance while increasing efficiency and transparency. 

 Permanent: Reform should enact permanent changes to the tax code. American companies 

and individuals depend on certainty, predictability and permanency in the tax code to make 

important operating and investment decisions. Policymakers should not sidestep the ―Byrd 

Rule‖ by proposing fiscally irresponsible policies that sunset before the 10-year budget 

window. 

 Bipartisan: Bipartisan tax reform would be more durable and long-lasting. Tax reform that 

does not include support from both parties is subject to continued political battles, making it 

less certain, thereby reducing the benefit to the economy. 

Effectiveness of Demonetization in India Ratings for GDP 

 India Ratings lowered its 2016-2017 GDP forecast stating that PM Modi's demonetization move 

will lead to an erosion Rs 1.5 trillion from the economy.  

 "We have revised GDP growth forecast for 2016-17 to 6.8%, 100 basis points lower than earlier 

projection of 7.8%.  

 The downward revision is a fallout of the disruptions caused at various levels in the economy 

due to the de-legalisation of banknotes from November 9, which according to our analysis can 

cost economy a Rs 1.5 trillion," it said.  

 It said the measure, which the government claims root out black money, is likely to destroy Rs 

4.004 trillion worth of cash held in black money and fake currencies. 

 This constitutes a mere 12% of the black economy, leaving 88% of black money to remain in the 

system.  

 Global experience has shown that the impact of such measures have been fairly short-lived as 

it does not attack or plug the mechanism that gives rise to black income, the report said.  

 The nation has tested demonetization twice in the past, first in 1946 and then in 1978. It 

pointed out that the investment will be worst affected due to the demonetization. 

  Investment, particularly private investment, which is already down and out due to various 

reasons, will face the brunt of the de-legalisation. We now expect gross fixed capital 

formation for this year to grow at 2%, down 306 bps from our earlier projection," the agency 

said. 

 

https://www.pgpf.org/budget-basics/understanding-complex-budget-terms-and-processes-and-why-they-matter/what-is-the-byrd-rule
https://www.pgpf.org/budget-basics/understanding-complex-budget-terms-and-processes-and-why-they-matter/what-is-the-byrd-rule
https://www.pgpf.org/budget-basics/understanding-complex-budget-terms-and-processes-and-why-they-matter/what-is-the-byrd-rule
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Administration of Direct Tax  

 The taxpayer services should be extended both in quality and quantity and taxpayers should 

get easy access through internet and email. 

 PAN (Permanent Account Number) should be expanded and it should cover all citizens. 

 Block assessment of search and seizure cases should be abolished. 

 To clear the backlog, the department should outsource the data entry work. 

 All returns and issue of refunds should be completed in a four month period. Dispatch of 

refunds should be outsourced. 

 Government should establish a Tax Information Network to modernize, simplify and rationalize 

tax collection, particular TDS and TCS. 

 Abolish the requirement of Tax Clearance Certificate on leaving the country. 

 Empower CBDT with appropriate administrative and financial powers. 

 

Personal income tax 

  Increase in exemption limit to Rs.1 lakh for the general categories of taxpayers and further 

exemption for senior citizens and widows. 

 Rationalize income tax slabs, eliminate surcharge on personal income tax. 

 Incentives‘ home loans by providing interest subsidy on home loans @2%. 

 Increase deduction under Section 80CCC for contribution to pension funds. 

 
Corporation Tax 

 Reduce the Corporate tax to 30% for domestic companies and 35% for foreign companies. 

 The listed companies should be exempted from tax on dividends and capital gains. 

 Increase rate of depreciation for plant and machinery. 

 Abolish Minimum Alternate Tax.  

 

Wealth Tax 

 Abolition of wealth tax. 

 

Highlights of Union Budget 2018-2019 

 No changes in personal income tax slabs. 

 Salaried tax-payers to get a standard deduction of 40,000 in lieu of transport allowance and 

"other medical expenses". 

 2,000-crore fund for development of agri markets. 

 All senior citizens will now be able to claim benefit of a deduction of 50,000 for any medical 

insurance. 

 For critical illnesses, the deduction has been increased to 1,00,000. 

 Free power connections to 4 crore homes under Saubhagya Yojana. 

 Eight crore free gas connections for poor women through Ujjwala Yojana. 

 Govt. to implement minimum support price for all crops; It is hiked to 1.5 times of production 

costs. 

 Govt. to contribute 12% of wages of new employees for all sectors. 

 New flagship National Health Protection Scheme, providing a health insurance covers of 5 lakh 

per family per year announced. 
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 Railway capex for 2018-19 set at 1.48 lakh crore. 

 Disinvestment target for this year set at 80,000 crore. 

 Automatic revision of emoluments parliamentarians every five years, pegged to inflation. 

 

Conclusion 

 These low growth rates can be partly attributed to counterproductive tax policies that 

undermine long-term growth by discouraging saving and investment. Although broad tax reform is 

needed to address the deficiencies in the tax code, many economists believe that reducing the 

capital gains tax rate is an important step in the right direction. Tax reform should increase the 

economic benefits and also revenue. The effects of a capital gains tax reduction should not be 

over stated, nonetheless, its beneficial effects on the economy would make a significant 

contribution to long-term growth. After Demonization to tax reforms to attend lot of modification 

in Indian Tax system. The principle of tax neutrality, the demand elasticity of the subject of 

taxation such as stock should be analyzed and the taxation structure of these securities market as 

a whole should best systematically and comprehensively improved. 
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Abstract 
 The development of country showcases as very 
undiscovered potential underscores the need to 
investigate them. Marketers in the course of recent 
decades, with imaginative methodologies, have 
endeavoured to comprehend and tap rural markets. 
Some of their endeavours paid off and numerous 
business sectors still a riddle. Provincial promoting is 
a developing idea, and as a piece of any economy, 
has undiscovered potential; marketers have 
understood the open door as of late. Change in 
foundation and achieve, guarantee a brilliant future 
for those planning to go country. Rural customers 
are excited about marked merchandise these days, 
so the market measure for items and administrations 
appears to have prospered. The rural populace has 
demonstrated a pattern of moving to a condition of 
progressive urbanization regarding introduction, 

propensities, ways of life, and in conclusion, 
utilization examples of merchandise and ventures. In 
this way, there are risks on focusing more on the 
country clients. Decreasing the item includes so as to 
bring down costs is a hazardous diversion to play. 
Rural purchasers get a kick out of the chance to take 
after the urban example of living. To take the 
upside of these openings, an uncommon showcasing 
system 'Country Marketing' has risen. This paper tries 
to comprehend the significance of rural promoting 
and status of rural market. The fundamental point 
of the examination to watch the possibility of Indian 
rural markets and discover different issues are being 
looked by rural marketer. 
Keywords: Rural Market, FMCG, Rural Consumers, 
Rural Marketers 

 

Introduction 

 As indicated by the third yearly version of Accenture Research, "Experts of Rural Markets: From 

Touch focuses to Trust focuses - Winning over India's Aspiring Rural Consumers," provincial buyers 

are especially seeking or endeavouring to buy marked, astounding items. Subsequently, 

organizations in India are hopeful about development of the nation's country customer markets, 

which is relied upon to be quicker than urban shopper markets. The report features the better 

systems administration among country customers and their propensity to proactively look for data 

by means of huge number sources to be better educated while settling on buy choices. Essentially, 

the more extensive reach of media and telecom administrations has given data to India's rural 

customers and is impacting their buy choices. In accordance with general pattern, country 

customers are advancing towards a more extensive idea of significant worth gave by items and 

administrations which includes parts of cost joined with utility, feel and includes, and not simply 

low costs.  

 The hinterlands in India comprise of around 650,000 towns. These towns are occupied by 

around 850 million shoppers compensating for around 70 for every penny of populace and 

contributing around half of the nation's Gross Domestic Product (GDP). Utilization designs in these 

country zones are step by step changing to progressively look like the utilization examples of urban 

zones. Some of India's biggest purchaser organizations serve 33% of their buyers from rural India. 
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Attributable to a positive changing utilization incline and in addition the potential size of the 

market, country India gives a huge and appealing venture open door for privately owned 

businesses. 

 
Market size 

 India‘s per capita GDP in rural regions has grown-up at a Compound Annual Growth Rate 

(CAGR) of 6.2 per cent since year 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 attainUS$ 100 billion by 

2025. 

 

Rural Marketing in India 

 Following are a portion of the significant ventures and advancements in the Indian country 

division. 

 India's joblessness rate has declined to 4.8 for each penny in February 2017 stood out from 9.5 

for every penny in August 2016, in view of the Government's extended fixation towards nation 

occupations and the Mahatma Gandhi National Rural Employment Guarantee Act (MGNREGA) 

plot. 

 The Ministry of Rural Development is hoping to accomplish its yearly focused on length of 

48,812 kilometers of rural roads by March 31, 2017 under the Pradhan Mantri Gram Sadak 

Yojana (PMGSY), which has achieved a finish phase of 67.53 for each penny (32,963 kms) as on 

January 27, 2017. 

 The National Bank for Agriculture and Rural Development (NABARD) plans to give around 

200,000 purpose of-offer (PoS) machines in 100,000 towns and appropriate RuPay cards to 

more than 34 million ranchers crosswise over India, to empower ranchers to attempt cashless 

exchanges. 

What makes rural marketing attractive? 

 The developing open door in the country‘s rural markets is no uncertainty the prime factor. 

The rural request has been developing quickly and its creation has been improving lately. The 

expanded wage/obtaining energy of the country buyer and the enhanced pay dissemination has 

improved rural interest for a few items. Better access to numerous cutting edge items/brands has 

added to this development. 

Heat of competition in the Urban Market, A Stronger Driver:  

 The open door in the country showcase turns into all the more rosier when the corporate see it 

in mix with the developing rivalry in the urban markets. The warmth of rivalry in the urban market 

really fills in as the more grounded driver behind the developing enthusiasm of corporate in the 

rural Market. The way that the rural market is still to a great extent an undiscovered and virgin 

market and the way that the early contestants can tap it without facing extraordinary rivalry as on 

account of the urban market, makes the country showcase all the more appealing to them. 

 Corporate have been finding the going progressively intense in the urban market, particularly 

for items in regard of which entrance levels are as of now high. For instance, entrance level for 

toothpaste in the urban market has now achieved near 80 percent. Interestingly, it is underneath 

30 percent in the country showcase. Clearly, any considerable further development in the item can 

come just from the country showcase. In addition, in the urban market, numerous shoppers have 

been utilizing specific toothpaste for a long while and have settled down to the brand, its flavour 

and different qualities. They can't be relied upon to switch their brands effectively. Conversely, in 
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provincial territories, there are considerable measures of first-time clients of toothpaste whom the 

organizations can tap from the scratch. Various Companies have adequately taken to the rural 

market generally. It can be seen from the demonstrate that various associations/organizations 

have formally taken to the generally common market e. It can be seen from the FMCG class, half 

of the pay of Hindustan Lever and Colgate starts from the nation publicize. By virtue of various 

diverse associations too, the totally open records for a critical segment (25-30 percent) of the 

total arrangements. It can in like manner be seen that around one-fifth of pharma bargains occur 

in the common India. For Glaxo, the degree is hardly higher at around 25 percent. In respect of 

high – evaluated durables, around one-fourth of the TV bargains happen in nation India; Kinetic 

offers around 30 percent of its bicycles, Toyota just about half of its vehicles and Hero Honda 40 

percent of its bikes. 

Tapping the Rural Markets 

 While country India constitutes an appealing and sizeable market, firms need to endeavour 

hard to secure it. For, the market swarms with an assortment of issues. The firm needs to think 

about them and find imaginative arrangements. Basically in each assignment of showcasing, rural 

promoting represents some exceptional issues. 

Objectives  

 To gain an understanding of rural Marketing. 

 To identify the challenges facing by the Marketers 

 To study the opportunities for rural Marketing. 

Scope  

 The study is embraced to evaluate the difficulties and open doors for Rural Marketing part of 

organisation in building up the country Marketing and contributing towards to the monetary 

improvement of India. 

Opportunities of Rural Marketing 

 The rural market has been becoming steadily finished the previous couple of years and is 

currently significantly greater than the urban market. The sparing to salary rate in provincial 

territory is 30% higher than urban region. At introduce 53% of all FMCGs and 59% of customers 

durables are being sold in provincial zone. Real open doors accessible in country showcase are: 

 Enhance in literacy rate: Literacy rate is increasing in rural areas. According to census 2011 it 
understood that there are more graduates in rural than in urban India. This brings social and 
cultural changes in buying behaviour of the rural customers and more aware about national 
and international brand. Due to increase in literacy rate they get jobs in nearby towns. They 
earn urban salaries but continue to live in self owned homes in the villages, they have high 
purchasing power and prefer to buy branded product  

 Augment in disposable income and purchasing power: Projects from private companies and 
the rural employment initiatives by the Government like MNREGA (Mahatma Gandhi National 
Rural Employment Guarantee Act) schemes have given the rural population an opportunity to 
meet their daily needs. Government decided to expand the agriculture loan at lower rate of 
interest and distribute million of Kisan Credit Cards, has given a boost to the income level to 
the rural sector. According to advanced estimates of national income released by centre 
statistic organization  

 Infrastructure improving rapidly: In 50 years only, 40% villages have been connected by 
roads, in next 10 years another 30% would be connected. Rural telephone density has gone up 
by 300% in the last 10 years. Government of India is planning its most ambitious national 
program in Jan.2013 to facilitate electricity through decentralized renewable energy sources. 
The government aims to provide LED lights to around 400million homes that do not have an 
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electricity connection by 2017. Rapid development of rural infrastructure is also major 
attraction for marketers. 

 Increase population and hence increase in demand: The rural market in India is monstrous 
and scattered and offers an a lot of chances conversely with the urban territory. It covers the 
most outrageous people and districts and thus, the best number of customers. More than 80% 
of nation grandstands in India still don't approach any sort of dealt with promoting and 
scattering. 

 IT diffusion in Rural India: Today‘s rural children and youth will grow up in an environment 

where they have data access‟ to training openings, openings for work, government plans, and 
overall news and mindi costs. Rural regions offer an incredible potential for development in 
web use with the quantity of asserted web clients in these spaces to be come to at 45million 
by Dec. 2012, as indicated by the current IMRB overview, led together with web and Mobile 
Association of India (IMAI). The quantity of guaranteed web clients has seen an aggravated 
yearly development rate of 73% since Dec. 2010. As the electronic ethos and IT culture moves 
into provincial India, the likelihood of progress are getting to be obvious. 

 Reduction of risk during recession: It has been observed that organisations which carter both 
urban and provincial markets handle the subsidence in the better way. The requests for 
products in the urban market frequently take after a cyclic while in the rustic market it is 
relentless. So organizations can defend themselves from the hurtful impacts of subsidence 
subsequent to entering in the provincial market. 

Challenges of Rural Marketing  

 Deprived people and deprived markets: The number of individuals beneath the neediness line 

has not diminished in any considerable way. Hence, needy individuals and therefore immature 

markets describe rural markets. A dominant part of provincial individuals is custom bound, and 

they additionally confront issues, for example, conflicting electrical power, rare foundation 

and temperamental phone framework, and political-business affiliations that obstruct 

improvement endeavours. 

 Lack of communication facilities: Indeed, even today, most towns in the nation are difficult 

to reach amid the rainstorm. An extensive number of towns in the nation have no entrance to 

phones. Other correspondence framework is additionally exceedingly immature. 

 Transport: Numerous provincial regions are not associated by rail transport. Numerous streets 

have been inadequately surfaced and got seriously harmed amid rainstorm. The utilization of 

bullock trucks is inescapable even today. Camel trucks are utilized as a part of Rajasthan and 

Gujarat in both provincial and urban areas. 

 Many languages and vernaculars: The languages and vernaculars vary from state to state, 

locale to area and most likely from region to region. Since messages must be conveyed in the 

neighbourhood dialect, it is troublesome for the marketers to plan limited time techniques for 

every one of these zones. Offices, for example, telephone, wire and fax are less created in 

towns adding to the correspondence issues looked by the marketers. 

 Distributed markets: Rural population is scattered over a substantial land territory. What's 

more, it is relatively difficult to guarantee the accessibility of a brand everywhere throughout 

the nation. Area fairs are intermittent and periodic in nature. Producers and retailers favour 

such events, as they permit more prominent perceivability and catch the consideration of the 

intended interest group for bigger ranges of time. Promoting in such a profoundly 

heterogeneous market is likewise extremely costly. 

 Low per capita Income: The per capita income of rural people is low when contrasted with 

the urban individuals. In addition, request in rural markets relies upon the agrarian 

circumstance, which thus relies upon the storms. In this way, the request isn't steady or 

normal. Henceforth, the per capita wage is low in towns contrasted and urban regions. 
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 Low levels of literacy: The level of proficiency is bringing down contrasted and urban 

territories. This again prompts an issue of correspondence in these rural areas. Print medium 

becomes incapable and to a degree superfluous, since its span is poor. 

 Prevalence of spurious brands and seasonal demand: For any branded product, there are a 

large number of neighbourhood variations, which are less expensive and subsequently more 

attractive. Likewise, because of lack of education, the buyer can scarcely make out a 

deceptive brand from a unique one. Rural purchasers are mindful in purchasing and their 

choices are moderate, they by and large give an item a trial and simply after entire fulfilment 

they get it once more. 

 Warehousing problem: Warehousing facilities in the form of godowns are not accessible in 

rural India. The accessible godowns are not legitimately kept up to keep merchandise in 

appropriate conditions. This is a noteworthy issue in view of which the warehousing cost 

increments in rural India. 

 Problems in sales force management: Sales force generally hesitant to work in rural regions. 

The languages and vernaculars fluctuate from state to state, locale to area, and likely from 

region to region. Since messages must be conveyed in the local languages, it is troublesome for 

sale force to speak with the rural customers. Sales force thinks that it is hard to acclimate to 

the rural environment and facilities accessible in rural regions. 

 Distribution problem: These numerous levels increment the cost of conveyance. Rural markets 

typically signify the means of complex calculated difficulties that specifically convert into high 

dissemination costs. Bad roads, insufficient warehousing and absence of good wholesalers act 

like real issues to the marketers. 

Conclusion 

 The study concluded that rural India offers huge opportunities which companies can tap for 

their growth and development. A vast untapped opportunity is available in the Indian rural market 

but marketer unable to tap these opportunities because of lack of infrastructure facilities at the 

initial stages however, Organisations confronted numerous difficulties in handling the rural 

markets. Later there was a quick advancement in framework every one of these open doors pull in 

organisations to target rural market. With some technologies breakthrough in distribution and 

marketing of products in rural India, companies in rural market earned more profits, market share, 

etc. Rural market has become a greater future prospect for the marketers and there are many 

opportunities available for them in rural markets. As literacy rate in rural area is increasing. 

Number of middle and higher income household in rural India had rapid growth lead to an 

extended opportunity for the marketers 
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Abstract 

 Rural marketing is an essential and dominant 
part of Indian marketing system. As a result of 
increase in urbanization, the rural population 
declined from 72.18% in 2001 to 68.84% in 2011. Still 
rural market offers potential opportunities to 
marketers because substantial portion of population 
live in rural areas. Economic liberalization has 
brought about unprecedented economic boom in the 
country. The disposable incomes of rural consumers 
increased substantially during the last two decades.  
 The changing life styles and consumption 
pattern of rural people with increase in literacy 
levels and education and penetration of mass media 
have exposed rural India to the world. In a 
partnership summit organized by Confederation of 
Indian Industries (CII) in 2001, the management 
expert C.K.Prahalad (who proposed the concept of 
Fortune at the Bottom of the Pyramid popularly 
known as BOP model) exhorted the Indian corporate 
world to wake up and help create a consumer 
market in the rural areas In order to tap this vast 
potential rural market, companies need to develop, 
inter alia, effective marketing communication 
strategies taking all the challenges into account. 
Marketing in its broader sense, includes the 
creation, pricing and distribution of products and 
services as well as communications.  

 
 Marketing communication mix in recent times 
has been playing the important role to promote 
goods and services. It essentially includes 
advertising, sales promotion, publicity and personal 
selling. The dynamics of rural marketing 
communications is worth studying. But the way the 
products are marketed ought to be different. 
Marketers always look for innovative ways to make 
their presence felt, but what could be the possible 
communication strategy to reach this huge market. 
The rural environment is different from the urban 
and therefore communication to potential 
customers in a proper and effective manner is a 
major challenge for corporate marketers.  
 The majority of advertisements designed by 
urban marketers is largely urban-oriented and 
extend themselves to rural areas without any 
consideration to values and sensitivities of rural 
consumers. The selection of media is vital to reach 
the rural audience. The advertisers have to use a 
wide variety of media to convey their messages to 
rural customers. In addition to mass media, the 
options available to advertisers include various 
manifestations of non-conventional media.  
Keywords: Rural Marketing, Rural Marketing 
Communications, Media for Rural Marketing, Rural 
Advertising. 

 

Introduction 

 The advent of economic liberalization has brought about unprecedented economic boom in the 

country. The face of rural India has changed ever since the introduction of economic reforms in 

the country in 1991. The disposable incomes of rural consumers increased substantially during the 

last two decades. The changing lifestyles and consumption pattern of rural people have witnessed 

a sea change. Consumption in rural India is growing faster than in urban India for the first time in 

two decades, a new report by Credit Rating Agency CRISIL Ltd said between 2009-10 and 2011-12, 

additional spending by rural India was Rs.3750 billion significantly higher than Rs.2994 billion 

residents of urban areas. A 2011 news report in the Financial Express based on a study by Rural 

Marketing Association of India (RMAI) highlighted that the rural market accounts for over two-

thirds of India‘s population, 56 percent of its income and 33 percent of its savings. It also accounts 

for 53 percent for FMCG and 59 percent for consumer durables. As a result of these changes, rural 

markets have caught the attention of many corporate companies. Rural marketing has become the 

latest mantra of most corporate companies like Pepsi, Coca-Cola, Philips, HUL, Godrej, ITC, LG 
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Electronics, Colgate Palmolive, LIC, ICICI, Telecom and Auto Companies and many more. In a 

partnership summit organized by Confederation of Indian Industries (CII) in 2001, the management 

expert C.K.Prahalad (who proposed the concept of Fortune at the Bottom of the Pyramid popularly 

known as BOP model)exhorted the Indian corporate world to wake up and help create a consumer 

market in the rural areas.  

 The BOP model aims at providing new opportunities for marketers to bridge the economic and 

developmental divide between rural and urban India. It argues that in the process of marketing to 

the poor consumers of the world, marketers can make a profit too: a win-win situation for both 

marketers and consumers. The dynamics of rural marketing communications is worth studying. But 

the way the products are marketed ought to be different. Marketers always look for innovative 

ways to make their presence felt, but what could be the possible communication strategy to reach 

this huge market. The rural environment is different from the urban and therefore communication 

to potential customers in a proper and effective manner is major challenge for corporate 

marketers.  

 The majority of advertisements designed by urban marketers are largely urban oriented and 

extend themselves to rural areas without any consideration to values and sensitivities of rural 

consumers. The selection of media is vital to reach the rural audience. The advertisers have to use 

a wide variety of media to convey their messages to rural customers. Rural advertising goes 

beyond mass communication; advertisers have to unveil a complex mix of media forms to tackle 

the problem of how to reach the unreachable. In addition to mass media, the options available to 

advertisers include various manifestations of nonconventional media. In order to tap this vast 

potential rural market, companies need to develop, interalia, effective marketing communication 

strategies taking all the challenges into account.  

 Marketing in its broader sense includes the creation, pricing and distribution of products and 

services as well as communications. Marketing Communications Mix in recent times has been 

playing the important role to promote goods and services. It essentially includes advertising, sales 

promotion, publicity and personal selling. 

 

Objectives of the Study 

 The main aim of this article is to present various issues relating to marketing communications 

in the rural context. 

However, the specific objectives of the study are: 

1. To present the general communication platforms available for rural marketers. 

2. To examine the issues relating to design of rural advertisement. 

3. To analyse the strategies relating to rural positioning and rural segmentation of various 

products. 

4. To evaluate different media available for rural marketers including the rural specific media. 

5. To discuss about various opportunities and challenges in the Indian rural market context. 

Communication Platforms in Rural Areas 
A General Picture of Communication Platforms available for Rural Marketers 

1. Advertising 

 Newspaper and Magazines (though reach is low, secondary readership is common) 

 Television Channels (Channels in the local language including cable TV and Doordarshan. Godrej 
brand No.1 preferring Govt. owned television network and All India Radio) 

 Cinema (a favorite entertainment for rural folks in south India. HUL & Godrej uses this medium to 
promote their personal care products) 

 Radio (the advent of FM Channels increases the scope to reach rural audience. Philips uses Radio to 
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drive its growth in rural areas) 

 Packaging (attractive colour, memorable logo, size and local language communication) 

 Poster, leaflet (pictorial demonstration of product use in local language) 

 Outdoor Print (Constantly remind the rural consumers about brand names and logos Ex: wall 
paintings, well paintings) 

 Point Of Purchase (POP) display 

 Mobile vans with projectors and video-on-wheels( HUL & Nippo batteries uses Cinema Vans to 
advertise their products) 

 Internet/Electronic Kiosks (ITC‘s e-choupal network, EID Parry‘s India 

 Stickers on the hand pumps, walls of the wells, tin plates on the trees surrounding ponds (used by 
HLL for LUX, Lifebuoy, Rin, Wheel, the idea was to advertise at the point of consumption) 

2. Sales Promotion 

 Price-Offs (HUL and Godrej introduced large no. of variants of their brands with low price 
specifically for rural markets) 

 Gift Schemes (very strong incentive for rural buyers) 

 Sampling (Small Sample Sachets of tooth paste, fairness cream, shampoo and talcum powder were 
handed over by HUL to 2 million households) 

 Rebates 

 Trade oriented Sales Promotions 

 Tie-in with other company products 

 Exchange offer-new for old (for example: agro machinery, consumer durables) 

3. Publicity 

 Endorsement by leading rural luminaries 

 Speeches by socially respectable persons linked with companies (use of local idioms and lingo) 

 Sponsorships of rural sports events 

 Puppet Shows and Folk theatres 

 Demonstrations in Villages and Fairs (Asian Paints paint the village sarpanch house to demonstrate 
the colour of the paint) 

 Development of Road and other Infrastructure, Charitable programmes (Example: Bima Gram of LIC) 

 Rural Art Forms- Dance, Bhajans, Hari katha 

 Decorated Elephants, Bullocks, Buffalo and Camel carts 

 Magic Shows, Skits (Example: BBLIL uses these) 

 Circuses 

4. Personal Communication 

 Presentation by Sales Person 

 Modes of Personal communication: 

 Door-to-door or village gathering specially arranged in a place in village (Marico uses door-to-door 
campaign to bring awareness about packed coconut oil) 

 Opinion leaders such as Panchayat heads, socially respectable persons in villages (the composition of 
opinion leaders is changed. The successful farmers for agro inputs, youth migrating to cities for 
education and employment have become opinion leaders for life style products) 

 Rural Self-Help Groups (SHGs), NGOs, Cooperatives, Post offices (HLL shakti project uses rural SHGs 
for selling HLL brands; Reckitt & Coleman uses NGOs to educate customers about product benefits) 

 Icon retailers influencing purchase 

 Company retail shop or branch office in rural hinterlands helps in brand building through trust and 
emotional bond 

 Pre and after sales service (customer care camps; company designated service providers; mobile 
service centers by Hero Honda). 

5. Direct Marketing 

 Network Marketing (Example: Amway) 

 Interactive Communication (ITC e-choupal: LIC has a partnership with ITC e-choupal network for 
educating and selling insurance in rural markets.) 

 

Design of Rural Advertisement 

 The rural advertisement should clearly state what the product is, its benefits, directions for 

use, purpose served etc. Rural customers relate brands with colours, logos and symbols. Use of 
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idioms, expressions, words in the rural accent in relation to product category would prove 

effective. For Ex: Escorts punch line Shandar Sawari and Coca-Cola‘s Thanda Matlab Coca Cola 

popularized the brands. The use of local icons and idols is appropriate in designing advertisement 

messages. Companies do well to use regional stars for regional languages or featuring religious 

festivals for more effective penetration of brands in rural areas. Advertisements touching the 

emotions of the rural folk would hit the sales. Education with entertainment is a good route to 

take when targeting rural audience. 

 

Rural Positioning and Segmentation 

 Advertising in the rural areas is expensive as the villages are far flung, mostly inaccessible and 

the target audience is mostly illiterate. Hence the Ad strategy message and media differ with 

respect of positioning of the product and the segment targeted. In India, if the segmentation of 

population is done based on income, the very rich constitute nearly 6 million people, the 

consuming class about 150 million, the new market segment of climbers 275 million and the 

aspirants another 275 million. The trend here is an increase in population of the consuming class 

and climbers.  

The ORG population breakdown indicates there are 3 different classes in the rural market as 

follows: 

1. Class I population over 5,000 

2. Class II population over 1000 and 5000 and 

3. Class III population over below 1000 

 Mainly the consumer goods and durable product marketers today are targeting Class I villages 

for their products. The changes that the rural market has undergone are to be kept in mind while 

taking decisions regarding the communication strategy for rural markets. For example, in 

segmentation based on age, let us consider the rural youth in the villages. They no longer wear 

traditional Indian attire. Their dress code is made up of trousers, shirts and T-shirts. Jeans is 

another upcoming favourite. They prefer sober shades of color. The youth do not play marbles, 

gillidanda or kho-kho. Cricket is the craze of every age group. A large number of them consume 

cold drinks and chew gum (big babool and center fresh). Pepsi, Thums up, Coke and Miranda have 

replaced lassie and nimboo pani. Tooth paste is purchased by youth from local stationary more.  

 The traditional datun and tooth powder are replaced fast by Pepsodent and Colgate pastes. 

Brand choices for motor cycles and scooters depend on durability, speed, and style and fuel 

efficiency. Youngsters play a vital role in purchase decision of motor vehicles. The rural population 

also knows about the various brands of TV such as BPL, PHILIPS, ONIDA, AKAI etc. Hence if the 

marketers are to target this segment of rural youth his positioning of the product has to satisfy this 

brand savvy young consumer who is very much like his urban counterpart. Rural women are also 

playing vital role in purchasing decision of many consumer goods. 

 

Rural Media 

 In the transmission of a message, the media plays an important role. The rural media can be 

broadly classified into two groups: non-conventional (personal) and conventional (impersonal or 

mass). Rural advertising goes beyond mass communication. Advertisers have to unveil a complex 

mix of media forms to tackle the problem of how to reach the unreachable. In addition to mass 

media (Television, radio and print), the options available to advertisers include various 
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manifestations of non-conventional media. In short, the media for rural advertising are diverse 

than urban advertising on both qualitative (information processing) and quantitative grounds. 

 

Reach of Mass Media in Rural India-2012 

 Urban (in Percent) 
Rural 

(in Percent) 
All India 

(in Percent) 

Press 35 13 20 

TV 82 45 57 

Satellite 77 38 51 

Radio 17 13 14 

Cinema 5 2 3 

Internet 10 2 4 

All Media* 87 53 64 

Estimated Individuals(Million) 290 611 901 

*Press+ TV+ Satellite+ Radio+ Cinema 

Source: Indian Readership Survey, 2012 

1. Print Media: The reach of the print medium is very low in rural India due to the high 

percentage of illiteracy. Kerala is only exception with over half the rural population (64%) 

exposed to press. Secondary readership is the common scene with household press subscription 

virtually non-existent. Newspapers subscribers are the banks, grocery shops or tea shops. A 

pattern of group readership is seen in banks, tea stalls and grocery shops. Usually one person 

reads while the rest listen and discuss. Readership of magazines is hardly found in the rural 

areas. 

2. Radio: Though the Radio is considered to be one of the cheapest mass media to reach masses, 

the reach of radio in rural areas is limited in recent times. However, the advent of FM 

channels has increased the scope for Radio to reach more villages in the years to come. Radio 

is being used by many consumer goods companies to promote their brands. 

3. Television: Rapid expansion of Television in the last decade has significantly increased the 

awareness levels regarding availability of convenience products to the rural customers. Since 

TV as a medium has greater reach (45 percent) in rural India, Advertising on TV gives maximum 

exposure to product/brand. This is being used by manufacturers of most of the FMCG products, 

consumer durables and even the agricultural inputs. The reach of cable and satellite channels 

to rural areas is significant. The rural consumers are exposed to a no. of TV channels especially 

the Regional language channels like ETV, Gemini TV etc. Film and film based programmes are 

the most preferred programmers in rural India. Godrej advertises its brands through cable TV 

channels in rural areas. The rural youth are exposed to cricket matches. The advertisements 

during cricket events also attract a significant no. of rural population. 

4. Cinema: Though Cinema is most popular among the rural masses of south India, It does not 

seem to dominate life in the rest of rural India. In Andhra Pradesh, Tamilnadu and 

Pondicherry, cinema seems to be an integral part of their life and is next only to TV. The 

frequency of cinema viewing is also high, 60 percent of the cinema going population do so at 

least once in a month. Cinema halls present an exciting audio visual media option for the rural 

market. Advertisements served before the movie starts and those during intervals are enjoyed 

by the rural population. 

5. Publicity and Word-Of-Mouth Communication: The advertisement campaigns should lead to 

some discussion among the villagers and this gives word-of-mouth publicity. Rural people 



International Conference on Emerging Trends in Management ICETM 2018 
 

 

326 | P a g e  VEL TECH Rangarajan Dr.Sagunthala R&D Institute of Science and Technology, Chennai 

depend substantially on the recommendations and views of their friends, neighbors, relatives 

and retailers in deciding which product or brand to buy. An ideal advertisement should 

generate positive word-of-mouth publicity among the villagers. Opinion leaders are the key 

persons of the village like village Sarpanch, the Gram Sevek or other prominent villagers like 

school teacher or doctor. These people on account of urban exposure get information about 

urban products and brands and through their advice influence the village people to buy 

products. So these people should be taken into account to spread Ad message in villages. An 

‗appeal advertisement‘ aimed at the rural consumers can generate a lot of positive discussion 

about the product which increase the chances of a trial. The Ad for TVS 50 moped shows the 

vehicle, bouncing over rough roads moving easily through shallow, water bodies, carrying 

large, heavy loads, by educated village youth. 

6. Wall Paintings: Traveling by train or bus through suburban and rural areas, one is sure to come 

across colorful paintings on walls of buildings, compound walls, railway staircases, tanks, 

flyovers, public walls etc. They advertise a whole lot of products from detergents, soft drinks, 

and biscuits to electronic goods like TV, Washing Machine, and Fridge etc. Wall paintings are 

important because they constantly remind rural people about name and logos. Dabur India has 

exploited this medium resulting in high coverage through wall paintings. HUL is promoting its 

new tooth paste to rural areas. The general characteristic of wall paintings is that they are 

loud and colorful increasing recall levels. 

7. Mobile Vans: Mobile/Publicity vans fitted with audio-visual gadgets should be used to reach 

rural people especially people living in remote tribal and hilly areas. These vans help in 

delivering customized messages. A van can demonstrative a product, induce trial/sampling, do 

spot sales, and establish a direct contact and rapport with the consumer. A company can even 

run interactive games around a van. HUL had early success with video vans, which also doubled 

its video van and mobile retail outlets. GIC‘s Suraksha policy was promoted by sending vans 

and mobiles into the hinterland to the Taluka level. Recently, mobile companies using this 

medium as most appropriate to reach rural people. The companies like Airtel, Idea, and 

Vodafone are sending vans to the rural areas where the mobile network is available. 

 
Rural Specific Media 

1. Melas: Melas are a prominent feature of Indian rural life, held periodically or annually to 

commemorate important events or honour a deity. According to Research done by Indian 

Marketing Research Bureau (IMRB) around 25,000 melas are held in rural India every year and 

can last from anywhere between one day to 45 days. The Maha Khumb Mela at Allahabad which 

is held once in 12 years. FMCG and consumer durable companies compete for space in this 

mela. Melas can be classified on the basis of their nature into commodity fairs, cattle fairs, 

combination of the exhibition and religious fairs and on the basis of their periodicity. Melas 

work best for fast moving consumer goods, as buyers are more favorably deposed towards new 

brands of non-durables, especially like more women and children are present. An important 

aspect of mela is that it gives the opportunity for the company to demonstrate its products 

which gives great confidence to villagers to buy the products. The advantages of mixer-

grinder, pressure cooker etc. can be demonstrated. The stalls are required to be richly, 

brightly, colorfully decorated with banners, Posters, dummies, danglers, mannequins etc, and 

attractive enough to pull maximum crowd especially women and children. 
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2. Haats: Haats are periodic markets and offer a major rural marketing infrastructure in India. In 

spite of the development of permanent shops, these temporary markets play a vital role in the 

rural economy. It is estimated that 47,000 haats are held annually. It is the oldest trading 

institution in existence. These markets provide an opportunity not only to sell consumer goods, 

but also to sell surplus agricultural and allied products. They play a vital role in the lives of 

villagers, as they provide a first contact point for villagers with markets, a means for 

distributing local products and exchanging rural surplus, an opportunity for buying daily 

necessities, supplies and equipment and a place for socio-political-cultural contact. 

3. Puppetry: Puppetry is the indigenous theater of India. For long period it has been the most 

popular form and well-appreciated form of entertainment available to the village people. It is 

an inexpensive activity. The marketers use the puppets as a medium to express and 

communicate ideas, values and social messages. Thus in rural India puppetry is a source of 

livelihood, avenue for entertainment and creative expression which is ritually sacred and 

meaningful as a means of social communication and vehicle for social transformation. LIC of 

India used puppets to educate rural masses about life insurance. The number of inquires at 

local life insurance companies during the period immediately following the performance was 

compared with normal frequency and found to be considerable high. The field staff of the 

corporation also reported a definite impact on the business. 

 

Types of puppet theatre in India 

Place Type Content 

Rajasthan 
String puppets (or) 
Kathputtis 

Heroic deeds of Vikramaditya, Prithviraj 
Chawhan, Amar Singh rathore 

Orissa String puppets Radhakrishna 

Bengal Road puppets Mahabharat, Manas, Radhakrishna 

South 
String and Road puppets Kath kali 

Shadow puppets Ramayana 

Source: Singh.S, Marketing Rural India, www.mediatreks.com/rural2.htm. 

4. Folk Theatre 

Folk theatres are mainly short and rhythmic in form. The simple tunes help in informing and 

educating the people in informal and interesting manner. It has been used as an effective medium 

for social protest against injustice, exploitation and oppression. Folk songs have been effectively 

used during results of Telangana and naxalbari and nowadays its best exploiters are political 

parties. Govt. has used this media for popularizing improved variety of seeds, agricultural 

implements, fertilizer etc. BB LIL used magic shows quite effectively for launch of Kadakchap tea. 

Folk Theatre/Song forms in India 

Place Name of the folk form 

Andhra Pradesh Yakshaganam, Veedhinatakam, Kuchipudi, Burrakatha 

Assam Ankiya nat, Kirtania natak, Ojapali 

Bihar Bidesia, Serikala chhau, Jatjatni bidpada, Ramkelia 

Gujarath Bhavai 

Haryana Swang, Naqqal 

 
Place Name of the folk form 

Himachal Pradesh Kariyala, Bhaqat, Ras, Jhanki, Harnatra Haran or Harin 

Jammu & Kashmir Bhand Pathar or Bhand jashna, Vetal Dhamaji 

Karnataka Yakshaganam, sanata, Doddata-Bayalata, Talamaddle or Prasang, Dasorata, Radhna 

Kerala 
Kodiyattam, Mudiattam, Therayattam, Chavittu, natakam, Chakiyar kooth, 
Kathakali 

Madhya Pradesh Tamasha, Lalit Bharud, Goudha, Dashavatar 

Orissa Pala jatra, Daskathia, Chhau mayur bhanj , Manqal Ras, Sowang 

http://www.mediatreks.com/rural2.htm
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Punjab Nautanki, Naqaal, Swang 

Rajasthan Khyal, Rasdhari, Rammat, Turra kilangi, Gauri, Nautanki, Jhamatara 

Tamilnadu 
Therukuttu, Veedhinatakam, Bhagwat mela natakam, Kurvaanji, Paqal vasham, 
Kavadi chindu 

Source: Singh. S, Marketing Rural India, www.mediatreks.com/rural2.htm. 

 
Conclusion 
 The field of Rural Marketing has been witnessing lot of change during the last two decades 

with the entry of corporate giants and manufacturers of FMCG and Consumer Durables. Rural 

market is not just any emerging market. It is a market approximately 2.5 times the US population. 

The changing lifestyles and consumption pattern of rural people with the increase in literacy levels 

an education and penetration of mass media has exposed rural India to the world. On the other 

hand, increase in stiff competition and saturated urban market led the companies to search for 

new markets. Modern marketing calls for more than developing a good product, pricing it 

attractively and making it accessible to the consumers, companies must also communicate 

effectively to its target customers. Marketing communications in the rural context demands design 

of advertising message that suits the sensitivities of rural markets. Rural market environment is 

different from the urban and therefore communication to potential customers in a proper and 

effective manner is a major challenge for corporate companies. The selection of media is vital to 

reach rural audience. The advertisers have to use a wide variety of media both conventional and 

non-conventional to convey their messages. 
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Abstract 

 Development takes place within the frame work 
of the broad policies of the various agencies 
including Statutory authorities of the government 
and also subject to number of uncontrollable 
factors.  Many sectors have developed phenomenally 
and gave e birth to allied services like hospitality, 
facilities, security, house keeping etc. In recent 
times the need and demand for security services 
have grown dramatically in the wake of security 
threats in all sectors irrespective of the nature of 
the business and size.  Aftermath of Mumbai 
terrorist attack in business hub of the nation, 
brought wide awareness that it is not only our  
country and people that need  protection, but also   
industries where the actual seed of  economic 
progress is sown.  The limitation of government is 
that it is neither their constitutional duty nor has 
the adequate resources to protect the private sector 
at all times.  Given the limitations many private 
sector players in Private Security Industry took the 

initiative to secure their properties by training, 
deploying the civilians to guard the commercial 
establishments.  It is  against this backdrop the 
Training assumed a rightful place because of the 
necessity of the trained security guards to carry out 
the routine duties. The training factored the 
performance indicators which reflect the efficiency 
of the Security guards.  Scores of areas starting 
from physical fitness, alertness to documentation 
and regulation of men and materials require the 
periodical review, examination and orientation at  
different levels. While this is the scenario, the 
training infrastructure is far from the actual 
demand to meet the needs.        
Key words: Security services, employment, 
Importance of private  Security services  Training, 
orientation, on job training, regular appraisal, 
continuous improvement, career analysis and 
progression and Organisation development, 
Challenges and issues facing the industry and the 
ways and means to address them.     

  

Introduction  

 All civilized societies, want to live in peace and harmony shunning violence and isturbance of 

any kind in their surroundings. They uphold the rule of law and respect the rights of the individual 

to live with dignity in a just and fair environment. Democracy is the most preferred form of 

Government in such societies. On attaining independence from the British rule in 1947, India 

embarked upon nation building and upholding the above values cherished by the free world. It 

chose for its people a parliamentary form of democracy placing its faith in secularism for its multi 

cultural society having vast ethnic diversities of religion, caste, creed and language. These in 

themselves had the seeds of dissension and violence. In this backdrop, free India‘s journey over 

the past 64 years has not been smooth as it has had to face numerous challenges of a developing 

third world economy in a not too friendly neighbourhood in South Asia. Besides having had to fight 

five wars it has also had to confront insurgency in the  states of  Nagaland, Mizoram,  Tripura, 

Assam, Punjab and Jammu & Kashmir, the last having turned into an ongoing proxy war spreading 

over twelve years. Concurrently, the Indian state is being challenged by ‗Naxalism‘ in over 263 

districts of the country.  

Role for Private Police  

 The above situation has more than stretched the state security apparatus comprising the 

Armed Forces, Central Police Organisations (CPO‘s) and the State (Public) Police. This has put 
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those responsible for security of the people under tremendous pressure. Interestingly, India has 

one of the lowest civil police to population ratios resting at 0.95:1000 compared with the global 

average of 3:1000. The impact of this can be appreciated when India‘s population stands at 1.2 

billion and is growing. 

 The open spaces so created in the security environment manifest a huge role for the private 

police force. The last decade has witnessed audacious terrorist strikes in India starting with the 

attack on its parliament (2001), Mumbai (2009), blasts at Delhi High Court (2011) and numerous 

other bomb blasts in crowded market places which have been occurring as a matter of routine.  

In these wanton strikes, innocent civilians have lost their lives and suffered grievous injuries.   

This dictates that the private police force must be capable of taking on security threats and 

challenges that are not covered by the state machinery for want of troops. This calls for the 

private police force to be well motivated, trained,  organised and equipped to confront these 

challenges so as to become a third line of defence for the people of India after the Armed Forces 

and the CPO‘s.  

 

Growth of Private Security Sector (PSS) in India  

 The PSS in India is huge comprising seven million people and growing at a yearly rate of 25%. 

The PSS, which is the second largest employer of manpower in the country after the agriculture 

sector, unfortunately falls in the unorganised sector of the economy and is staffed by youth lacking 

in education and hailing from the weaker sections of society. The global security service industry is 

pegged at USD 132 billion and it is expected to reach USD230 billion by 2020. The Indian private 

security service sector is expected to grow to higher rate  at 20% and estimated to reach the 

astronomical figure of 700 billion in 2020.  In this situation, the manned guarding service occupies 

90% of market.  

 
Literature Review 

Private security Industry scenario 

 The private security services market is dominated by large multinational and Indian players on 

one end of the market and a fairly fragmented, unorganized segment on the other. The key service 

offerings for private security players are around manned guarding and cash services and allied 

services such as electronic security services. The Indian security services industry has grown 

rapidly in the last decade, given the continuing threat perception from crime and terrorism; 

demand for security in new infrastructure projects such as airports roads and telecom towers; 

emergence of modern retail and growing need for security for movement of cash within the 

banking system. The industry appears to have been relatively less impacted by the current 

economic slowdown, and is expected to grow at 20% over the next few years. 

 The private security services market is estimated to be INR 450 billion in FY16. Manned 

guarding is the largest component of the private security services industry and is expected to 

contribute more than 90% of the private security services market. Cash services is expected to 

grow at a faster rate as compared to the manned guarding market over the next few years. 

However, considering the relative market sizes, manned guarding is expected to be a predominant 

component of the private security services market 

1. Berrong, Stephanie (2009): India‘s Growing Security Industry, Security Management 

Downloaded from http://www.securitymanagement.comPage, M. and Rynn, S. (ed.) (2005) 

SALW and Private Security Companies in South Eastern 
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Discussions of the Paper in the following Areas 

1. Challenges as driving force for growth 

2. Govt initial role  in the Private Security Service sector   

3. Some insights of the positive side of the sector 

4. Over view of training and skilling for the workforce employed.  

5. Role of HR and the issues  in Security function 

6. Current challenges in Training and development of the security personnel. 

7. Basic attributes required for security personnel. 

8. Outcome of training to various stake holders   

                             

Challenges as a Driving force for Growth 

The industry is married to an innumerable challenges by default. Some of them are listed below: 

1. Fragmentation of service and unorganized sector.  

2. Huge demand and supply gap. 

3. Procurement and retention of manpower.  

4. Dismal and mismatched compensation for  the workforce 

5. Lack of training amongst the workforce 

6. Poor compliance of statutory regulations.  

7. Unwillingness on the part of different stake holders e.g principal employers, private security 

agencies to embark on investment on security.  

8. Almost nil job security to the workforce.  

9. Social stigma attached to the private security force.  

10. Absolute lack of ideology called Career in private security sector. 

 

Government‘s Initial Role on the Private Security Industry                      

 To set these matters right, the Central Association of Private Security Industry (CAPSI) a 

federal body, was formed in 2005 with a view to organizing this sector to occupy its rightful place 

in society. One of the first steps taken by CAPSI was to have a legislation passed by the Indian 
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Parliament, the Private Security Agencies Regulatory (PSAR) Act 2005. The Act places the PSS 

under the Ministry of Home Affairs (Ministry of Interior) and lays down guidelines on licensing, 

recruitment and training standards for security companies.  The Central Government subsequently 

promulgated the Model Rules 2006 to standardize functioning of the PSS across 26 states and 6 

Union Territories of India. The thrust is on regulation with a view to organizing the PSS. Despite 

this effort, a great deal more needs to be done to uplift the current standards of the PSS which 

needs up skilling to successfully meet the challenges that confront it. Honing their skills falls 

within the ambit of this vision,   up skilling the youth of the country had been embarked upon by 

the Govt of India through different platforms like NSDC, SSSDC   in preparing them to take their 

rightful place in India‘ s growing economy.  

 

Some of the Insights on Positive Side of Private Security Service sector 

1. Government sustained initiatives from different perspectives eg. Employment skilling in this 

sector.  

2. Aims to employ the vast unemployed but employable rural and underprivileged society.  

3. Highest growth sector since 5 years indicating the enormous scope of inclusion in different 

industries.  

4. Emergence of home grown players as well as entry of foreign players. 

5. Development of training infrastructure.  

6. Framing of mandatory of training period for security personnel before deployment in the job.  

7. Enormous opportunities as the security function is more or less outsourced in almost all 

industries barring Govt controlled industries. 

8. Security function today is considered as critical as any other function by top management in 

major industries. It is otherwise called as loss prevention and protection professionals.  

9. Slow and steady awareness on the part of middle level management on  importance of security 

role in  security breach, industrial theft and pilferage, white collar crimes, espionage , 

connivance.  

10. Growing awareness of security role in society.  

 

Over View of Security Training and Skilling  

On Govt intervention in the industry ----  

 Experts have estimated that India has the capacity of creating a certified and skilled workforce 

of 500 million across all sectors by the year 2022. This would provide them employment 

opportunities making growth more inclusive and shared.  To achieve this, institutional 

arrangements have been finalised and put in place under the Prime Minister‘s Office. Towards this 

end, the Planning Commission has set up the National Skill Development Corporation (NSDC) 

catalysed by the Ministry of Finance, Government of India.  

 The NSDC has a mandate of up skilling 150 million people (30% of the overall figure) by 2022. 

To achieve this, NSDC is in the process of setting up Sector Skill Councils in different sectors of the 

economy. One of the first such councils set up, through the lead provided by CAPSI is the Security 

Knowledge and Skill Development Council (SKSDC) for addressing various issues related to the PSS.  

 On Primary objectives of SKSDC ---The SKSDC was formed in March 2011, as a not for profit 

company, with a board of directors comprising 25 members representing  the lead players of the 

security industry, end users and all other stakeholders..  
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On networking to reach the vast population ----- 

  SKDC has four regional offices  established in Delhi, Mumbai, Chennai and  Kolkata which would 

be followed by setting up of ten local offices across the country in the fourth and fifth year of 

operations.  The SKSDC aims at transforming the PSS from an unorganized industry to an organized 

one by taking initiatives on developing the driving forces of knowledge and skills in addressing the 

interests of all stakeholders associated with the industry. Its objectives encompass, firstly to 

promote skill development of manpower in the security sector with a view to narrowing the 

existing gap between demand and supply of skilled manpower. Secondly, to develop the necessary 

framework for upgrading skills to international standards for training of security personnel in 

meeting national requirements and thirdly, to undertake research to identify future requirements 

in training and skill enhancement.  

 

Identification of training needs and infrastructure and execution --- 

 To fulfill these objectives, the SKSDC is identifying skill gaps at each level and trade based on 

which course curricula, training programmes and manuals will be developed. Towards this end, 

SKSDC is in the process of setting National Occupational Standards (NOS) and establishing 

benchmarks for testing at each level and trade in consultation with and involvement of the 

security industry.  For the success of this programme, the key lies in planning and executing 

training and certification of master trainers who would form the backbone of the up skilling drive. 

Coupled with this would be the need to identify training providers across the country to be 

developed as centres of excellence. Selected training  

providers who meet the laid down standards would be accredited by the SKSDC for imparting 

training to security personnel. To lend credibility to the entire process, it would need the 

constitution of impartial boards for the conduct of examinations and certification of those trained 

by the shortlisted training providers which would be a key function of the SKSDC.  

 Once the basic infrastructure and processes are in place, SKSDC will continue to monitor and 

audit the quality of security training being provided across the country. It will also establish a 

nationwide database of trained manpower level and tradewise.  Alongside this, the SKSDC would 

also undertake research to identify future requirements in training and skill enhancement.  

  

Role of HR on Security function  

 With ever increasing demand in the private security services, the burden and responsibility of 

hiring, training the potential employees candidates rests solely with the HR depat in any 

organization irrespective of size, nature, location of business settings. This task is further 

compounded with the dearth of qualified candidates across all locations leave alone their 

willingness to take up this gainful job and as a step towards their career journey. For a variety of 

reasons there is a negative stigma attached to this job in the eyes of society.   

 The challenges in HR department starts right from recruitment, training candidates with the 

reasonable basis functional   security knowledge to be ready to perform the various duties involved 

on routine basis.  Current Industry estimates indicate that number of security guards in India is 

around 6.25 millions.  The figure is on the rise with steady demand for this service due to 

continues threat to the industries from various quarters both internal and external environment 

prevailing.  The security function ia basically a protection function for the top management from 

potential danger, threat, loss of property and lives in any business scenario.  Unlike other 

functions the security function has to move on 24X7 with meager resources allocated by the 
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management.  The responsibility of recruiting the security employees either directly or indirectly 

poses continuous challenges to HR department.  There is no universally applied educational 

standards to recruit the security guards given the demand and supply gap across industrial sectors. 

The standards vary from industry to industry and company to company. The fact is challenges are 

real and will continue to be so for a long to come as the industry is in evolution stage in business 

sense.   

 The problem is manifold to the service providers and equally to the  end users in the industry  

when it comes to the issue of retention and attrition rate the employees in this sector. This 

scenario is comparable to the BPO/ITES segments.  Due to sheer vagaries, uncertainties seen in the  

profile of security job there is always deficiency in the recruitment of candidates (Security Guards) 

at any time.  In short, there is always shortfall of the no of candidates recruited and the 

requirements.  This poses a risk to establishment as the properties and the  lives of people will be 

open to danger, threat and destruction where in damage once caused will be irreparable for long 

time to come. The demand for the candidates is growing rapidly while this creates a necessity for 

adequate training to the candidates who are fresh to the job itself.  There are number of hard skill 

and soft skills that are employed in different situations in security job irrespective of locations and 

business.  The training calls for infrastructure including human resources and physical locations. 

Given the ill equipped training infrastructure and inadequate trainers available for training in the 

security industry the challenges are daunting to the HR department once the candidates are 

obsorbed in the job.  More often  than not the service providers and end users by pass this training 

bearing a few hours of orientation in security job to the candidates for  a variety of factors.   

 
Some of the issues in Security training confronting the HR department are listed below.                      

1. Curriculum for security training.  

2. Duration of the training programme. 

3. Infrastructure building, maintenance or upgradation.  

4. Composition of training inputs. 

5. Outcome planned and expected from recruits after the training 

6. Implementation of knowledge gained and skill learnt in the programme. 

7. Assessment of skill training and application of the inputs on job. 

8. Effect on performance of trained guards Vs guards not trained. 

9. Performance appraisal of security personnel over a period of time with regular training 

progamme on different security functions. 

10. Skill development periodicity planning.  

11. Security training impact on loss prevention concept.  

 It is found that HR department has to be constantly on war footing mode to ensure that the 

security cover to the business establishment is atleast bare minimum standards at all times if not 

maximum.  

 The retention and attrition of security personnel, in particular front line security guards and 

officer, are on the conflicting side in the HR in security service sector.  Retention becomes a 

serious issue within in a year of joining. At best the retention is to be closely followed at least 5 

years when the remuneration to the personnel in this sector outweighs the fair expectation of the 

employees.  Especially when the principal employers themselves are unwilling to pay fair and 

remunerative wages to the personnel deployed by the security agencies. Therefore it is easy to 

find at this point the morale of trained security personnel takes the first hit leaving the HR 
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recruiters in cross roads. When the remuneration and the expectation are widening the gaps, the 

exit appears to be only option left to the employees. Added to this hard nature of the security job 

or function forces the personnel to look for the other employment opportunities or occupation. All 

these factors contribute to the HR performance on security industry. ―The scenario now is anyone 

who can stand and willing to work is recruited as security guard is taken for employment 

irrespective of other qualifications which are looked at mandatory.  Therefore there is unwitting 

compromise at this stage itself while recruiting the security guards.   

 In a scenario where police to population ration is far less then the desirable numbers in our 

country the Private Security Service is poised to fill this gap to a greater degree.  This growth 

happens without much regulations and the candidates are employed with little or nil training in 

security service. This sector is seen as fragmented run by the Firms of different sizes and 

geographically spread across.   

 In order regulate and match up the requirements the industry, the Govt of India in 2005 passed 

the historical and first ever Act called Private Security Agencies Regulations Act. Further on 

observing the growing demand and the supply in the industry, another step was taken by GOI in 

the form of establishing the legal entity called Security  Skill Sector Development corporation 

under the control National skill development Corporation.  These steps have signaled a wake up 

call to all stake holders (employers, security agencies, Security Guards) on the importance of 

mandatory training requirements under PSARA Act.   

 

Basic Attributes Required from Security Service personnel 

 Unlike any other occupation, the nature and skills required to do the security job are hard and 

demanding. These are the basic attributes which must be present for a security person and this list 

is by no means exhaustive.  

a. Physical fitness to with stand the long hours of standing, walking or cycling in the work 

location in difficult and different weather conditions.  

b. Physical stamina to adjust or adapt to different climate or occupational hazards in the 

industrial business setting. E.g Chemical manufacturing factory where the smoke is imminent 

in the work location.  

c. Basic written and oral communication kills in 2 languages  one of which should be local or 

regional language.  

d. Physical or life style adjustment to work in rotating different shift timings.  

e. The ability to get along with the physical  conditions involving pollution in noise, air etc as the 

case may be.  

f. Eye for details on routine or unusual working atmosphere.  

g. Disciplined conduct.  

h. Obedience. 

i. Integrity and Honesty in discharging the duties where these 2 traits are subjected to regular 

checking measures many a times on and off duty.   

 

Current Challenges in Training and Development of the security personnel  

1. Choice of suitable method to impart the job orientation or training to the new recruits in the 

security industry.  

2. Subjects to choose for security functional training. 

3. Awareness creation to the workforce on  job description in  security  function.  
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4. The ways and means to motivate them to take up the job as a means of gainful employment 

and as a career over a period of time in the occupation   

5. The essential factors required to a new recruit in security function as an eye opener  

6. Factors for better performance over a period of time in different facets of function.  

7. The exact skills set that are absolutely mandatory in order to perform the primary duties in 

security. Consistent Medical fitness to subject the physical body of security personnel to 

perform various routine tasks like long hours of walk, standing, etc.     

8. Insights defined as the  characteristics of a good security personnel  

9. The motivating factors  for better and consistent performance 

10. Crisis management in the event of unusual occurrences leading to the potential danger to lives 

of the people and to the properties in the business location. 

11. Different types of training to the different security personnel.  

 The training of the security personnel from functional point of view appears simple. But on 

micro level it requires a great deal of energy, plan and investment on the part of HR department 

to take it through a routine and  regular exercise just like how the country‘s  defense personnel 

are required to go through  training  in different facets of their career point. The skills and 

knowledge needed to do the duties differ from industry to industry and company to company. 

Therefore it is imperative that the security personnel gain new insights of the knowledge or polish 

the existing skills in order to be ready to discharge the functions  smoothly. 

 
Outcome of Security Training to Various Segments in Business Enterprises 

Customers 

 Efficient security management by one and all to ensure that there is a very little scope for 

breach or violation on security standards/sop. Assets of any kind in the business cannot move out 

of business premises without the proper security clearance at various levels. Control and checking 

mechanism ensure that multi layer procedures or protocal is duly complied.  .      

 

For Security personnel engaged in client locations 

 Proper application of knowledge in day to day operations to accomplish the assigned tasks in 

various locations. Security personnel are aware of do‘s and don‘ts while performing the duties 

under given circumstances.  Errors and omissions in the daily routine works are identified and they 

are addressed before actual damage takes place in the premises. Thus security Professionals are 

developed with right frame of mind to develop the similar professional over the years. Thus it 

paves the way for succession plan at different leadership models to sustain the successful running 

of the security business.       

 
Security Companies 

 Business is sustenance by visible progress shown through continuous training and knowledge 

building programme in different levels. The company can progressively expand their business in 

different parts geographically and in the different industries. Knowledge is respected with high 

degree of reliability.  Business confidence index raises steadily when the knowledgeable and 

disciplined workforce is engaged in protection, risk and loss prevention management.  The loss 

prevented in the business from security department contributes to bottom line of the business 

namely -- revenue generation. 
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Conclusion and Findings 

 From the foregoing discussion in Training and Development areas of private security industry, 

the conclusion can be drawn as mentioned below:  

1. The right men for right job is possible through T & D 

2. It improves the morale of the personnel.  

3. It is an investment and not expenditure. 

4. The security companies, customers and security personnel all stand to gain together in their 

respective roles. 

 Under the prevailing labour scenario the workforce is hard to come by in the security industry 

across different locations. The hard hitting fact is that labour crunch is visible and felt in the 

industry.  It is going to take a long time to treat this as another- worthy, rewarding and fulfilling 

profession in the career of qualified and aspiring employable population. No doubt it is highly 

laborious route to come up.  But the doors are wide open with enormous prospects to grow and 

thrive as another professional in working life.   

 

Some of the following initiatives embarked are in progress in different stages in the industry 

1. Private industries participation with State Govt Initiatives to impart Security training to 

employable eligible population in industrial belts in States. Since 2012 

2. Police Training for private Security requirements through District Police Office to train the 

youth to provide employment opportunities since 2012 

3. Private Security Organisations Consortium of Training programme to organise training 

programme in different locations.   

4. Establishing the Training infrastructure through Security skill sector development corporation, 

New Delhi (SSSDC) through various offices. 

5. Development of Training partners through SSSDC.  

6. Certification to the trained security personnel through SSSDC. 

7. Strict compliance of PSARA Regulations across locations. Continuous monitoring of trained 

guards‖ performance to find the effectiveness of the training at different levels.  

 

Figure 1.11: Private Security Sector Growth Forecast 

Source: Author analysis, Industry discussion (e-estimates, f-forecast) 

 A number of sectors identified in the 

previous section will continue to drive the 

demand. Margins are expected to improve 

for the larger players as enforcement of 

PSARA becomes more widespread.16 Many 

of the smaller firms are likely to find the 

cost of compliance being higher and may 

exit the sector. However, sectors like 

manufacturing, retail and residential are 

expected to rely on the unorganized players offering lower cost advantage. 

 Figure 1.12 provides the current estimates and forecast for the number of security guards to 

be employed in the sector. By 2020, around 9.3 to 11.3 million guards will be required.17. 
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Figure 1.12: Forecast for number of security 

guards 

 

Figure 3.4: Distribution of trained guards across 

sectors 

 

Source: Survey of Security Guards 

 It is observed that while sectors like ITES (IT enabled services) (88%), Retail (80%) and Hospital 

(75%) employ the largest number of trained guards, 66 whereas Hospitality (55%) and Educational 

Institutes (55%) employed much lower percentage of trained guards. 

 One of the questions asked to the security guards relates to the areas covered as part of their 

training. Figure 3.5 shows the response as a percentage of guards who got training and said yes to 

each category. While some skills require specialized training like X Ray Scanner and only few would 

have undergone the required training, others are more common like fire fighting which would be 

expected to be covered in each training course . 

 

 Figure 3.2: Training duration of security guards 

 Figure 3.3 shows the status of 

training across the surveyed cities. 

Two key observations emerge from 

this figure. First, there is large 

variation across cities in terms of 

trained guards. Cities like 

Bengaluru (96 %), Delhi (89 %) and 

Mumbai (88 %), do much better 

than cities, like Patna, Ranchi and 

Bhopal which have as low as 30 percent trained guards. Second, the proportion of guards receiving 

prescribed training of 160 hours or 20 days is actually much lower. For instance, in Bengaluru 96 

percent of the guards surveyed received training, the duration of training was less than 5 days. 

Figure 3.3: Distribution of trained guards across cities and duration 

 

3.2 (a) Training Received 

 

3.2 (b) Duration of Training Received 

 
Source: Survey of Security Guards 
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Abstract 
 We currently know little of the role of the 
corporate human resource (HR) function in 
multinational corporations regarding global talent 
management (GTM). GTM is explored here from two 
perspectives: increasing global competition for 
talent, and new forms of international mobility. The 
first considers the mechanisms of GTM, and the 
second, individual willingness to be mobile, 

especially in emerging markets, and the 
organizational capability needed to manage this 
talent. New corporate HR roles are identified which 
show how these issues might be addressed. We then 
advance our understanding of GTM theory and 
practice by considering the major future challenges 
facing corporate HR. 
Keywords: Insert Global talent management, 
International mobility, Emerging markets etc.

 

Introduction 

 It has been argued that the more rapid pace of internationalization and globalization leads to a 

more strategic role for Human Resource Management (HRM) (Novicevic & Harvey, 2001; Scullion & 

Starkey, 2000). While there have been some attempts to integrate international corporate strategy 

and human resource strategy (see, for example: Taylor, Beechler, & Napier, 1996), the role of the 

corporate human resource (HR) function has until recently been relatively neglected in the 

international HRM literature, particularly in the context of the multinational corporation (MNC) 

and its attempts to manage talent on a global scale. 

 The issue of global talent management (GTM) has become an important area for research for a 

number of key reasons. Competition between employers has become more generic and has shifted 

from the country level to the regional and global levels (Ashton & Morton, 2005; Sparrow, 

Brewster, & Harris, 2004). This competition can be broken down further into two primary drivers: 

 1. Supply Factors: A number of factors have increased the level of international mobility and 

opportunity for new forms of mobility, such as: the volume of migration and the shift towards 

skills-related immigration systems (Salt & Millar, 2006; Sparrow et al., 2004); and the globalization 

of a number of professional labor markets, such as healthcare and information technology (Clark, 

Stewart, & Clark, 2006). 

 2. Demand Factors: An increase in demand for: skilled expatriates to help build emerging 

international markets, even as the world economy is in general decline; temporary and short-term 

access to specialized talent to assist the execution of overseas projects and to develop emerging 

markets; and the need for highly mobile elites of management to perform boundary-spanning roles 

to help build social networks and facilitate the exchange of knowledge necessary to support 

globalization. 

 While companies are facing significant talent management challenges in several regions of the 

world, such as Europe and North America, the challenges are most acute for young profes-sionals 

and new managers in the emerging markets such as the BRIC economies of Brazil, Russia, India, 

China and the economies of Central and Eastern Europe (Bhatnagar, 2007). The need for effective 
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talent management strategies and practices that work in emerging markets is increasingly 

recognized by top MNC managers yet there has been little systematic research of talent 

management in these markets (Bhatnagar, 2007; Sparrow & Budhwar, 1997). 

 There is evidence of a number of constraints that limit the effectiveness of responses to these 

pressures. For example, in many leading European firms, shortages of international management 

talent have been shown to be a significant constraint on the successful implementation of global 

strategies (Scullion & Brewster, 2001). It is argued, in particular, that a shortage of leadership 

talent is a major obstacle many companies face as they seek to operate on a global scale. The 

rhetoric of maximizing the talent of individual employees as a unique source of competitive 

advantage has been a central element of strategic HR policy in recent years (Frank & Taylor, 2004; 

Lewis & Heckman, 2006). However, the extent to which organizations effectively manage their 

talent in this respect often fails to live up to the hype (Cappelli, 2008). 

 Although the notion of talent management has been with us since the 1990s, and presented as 

a ‗war‘ since the first McKinsey War for Talent survey of 1997, MNCs now face a new challenge: 

they are increasingly coordinating their talent pipelines on a global basis, leading to this notion of 

global talent management. Collings and Scullion (2008: 102) define GTM as ‗‗the strategic 

integration of resourcing and development at the international level which involves the proactive 

identification and development and strategic deployment of high-performing and high-potential 

strategic employees on a global scale‘‘. We might add also to this definition the importance of 

retention of these high-value employees, as seen in particular in the emerging markets mentioned 

previously. 

 In the current economic climate, it may no longer be appropriate to talk about a ‗war‘ for 

talent. For example, unemployment in East Asia (including China) is expected to rise for the first 

time in five years from its 2008 rate of 3.8% to up to 5.5% by the end of 2009; in South Asia 

(including India), unemployment has already been rising to its 2008 rate of 5.4% and is predicted to 

either remain stable or increase to up to 6.2% over the next year (ILO, 2009). However, more 

people available on the labor market does not necessarily mean that employers are able to find 

the level of skilled managers and professionals they are seeking. For example, Teagarden, Meyer, 

and Jones (2008) still emphasize the growing scarcity of high-level knowledge talent in these 

countries. Although the war for talent may no longer be appropriate terminology, the demand for 

talent in practice certainly remains significant (Lane & Pollner, 2008). 

 

3. Challenges Faced by the Corporate HR Function in GTM 

 From a CHR perspective, firms are facing a number of challenges in managing talent on a 

global basis with regard to the two key challenges: global competition, and new forms of 

international mobility. 

3.1. Global competition 

 1. In order to remain competitive, organizations are demanding increasingly high skill levels 

amongst their staff, and are becoming more specific about the qualities that really differ-entiate 

effective international managers (Dickmann, Sparrow, & Brewster, 2008). 

 2. The supply of sufficiently educated senior staff is not meeting this demand. This has been 

noted in the U.S.A. (Cappelli, 2008), however it is also a growing problem in transitional and 

developing economies, such as China and India (Doh, Stumpf, Tymon, & Haid, 2008; Ma & Trigo, 

2008; Teagarden et al., 2008). Organizations are broadening their internal search to wider pools of 

labor (Boussebaa & Morgan, 2008). 
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 3. In addition to broadening the internal search criteria, organiza-tions are also integrating 

and extending their talent pipelines into much more forward planning activity (recruiting ahead of 

the curve), which means that issues such as market-mapping and employer-branding to assist in 

the attraction and retention of high-performing employees have become increasingly high on the 

corporate agenda. 

 Thirdly, globalization creates the need for new tools, processes, and metrics for GTM. These in 

turn require cross-functional integration in order to provide the necessary co-ordination systems to 

support global integration (Kim et al., 2003). Higgs, Papper, and Carr (2000) adopted a systems 

approach to strategic HRM to show that in response to competitive resourcing pressures both the 

horizontal alignment (between sub-HR activities) and vertical alignment (to internal contextual 

factors such as vision, values, brand or culture), have broadened, such that organizations now 

include a much wider range of activity under the umbrella of selection. Sparrow (2007) found that 

developments in employer-branding strategies were a good example of this: in Barclaycard 

International the globalization of international resourcing activity required aligned developments 

in expatriate management, the process of creating and sourcing new in-country operations, talent 

management and mapping activity, and the role of HR business partners in enabling these 

activities. The boundaries between sub-functions such as international recruitment, development 

and rewards became opaque in the pursuit of global talent strategies. 

 

3.2. New forms of International Mobility and the Emerging Markets 

 Recent discussion of talent issues in China and India exemplifies the second key challenge (Doh 

et al., 2008; Teagarden et al., 2008). While China had a pool of around ten million young 

professional graduates with work experience, a report published by the China-Britain Business 

Council (Malila, 2007) showed that less than 10% would have the necessary language and 

interpersonal competencies to work for MNCs in China. A similar problem exists for MNCs seeking 

to recruit graduates in India. The retention of knowledge workers in these emerging markets is a 

major challenge for MNCs and it has been suggested that in India annual turnover rates in some key 

sectors such as information technology and business process outsourcing can reach as high as  

45% (Bhatnagar, 2007). 

 In a series of interviews with MNCs in China, talent was by far the most consistently and 

frequently cited factor that would critically affect business success (Yeung, Warner, & Rowley, 

2008). This looming shortage of home-grown talent is said to arise due to few university graduates 

having the necessary skills for the growing services sector (including little practical experience and 

still poor levels of English) (Malila, 2007), and a lack of employee mobility between provinces and 

the few major commercial centers (Farrell & Grant, 2005). The sources of management talent, 

such as management training programs and MNCs producing their own managers, are thus unable 

to deliver sufficient supply (Dickel & Watkins, 2008). Similarly, localization strategies to develop 

local managers either fail or take much longer than anticipated to achieve results (Evans, Pucik, & 

Barsoux, 2002). To ensure the supply of the required talent, organizations therefore seek to 

influence the formation of skills through involvement in education systems and syllabi. 

 Increasing supply of more job-ready talent however creates other issues. In India, the supply of 

English-speaking, highly educated graduates is perhaps becoming less restricted. However, young 

ambitious workers are demanding immediate rewards. This is a result of the earlier talent shortage 

which meant that individuals could demand almost anything they wanted due to their scarce skills. 

Today supply is increasing and so the immediate promotions and high salary increases are less of a 
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feature in the marketplace, although still expected by employees. Research in this area is 

currently lacking. From a practitioner perspective, Hamm (2008) suggests that India may be the 

blueprint for other emerging nations in the way in which this talent shortage has played out. The 

key focus for firms now is on exploring how to improve employee engagement and retention, 

rather than sour-cing challenges. 

Such developments in the emerging markets create two major issues: 

1. Changes in the preparedness of individuals to be mobile, both at the individual level, and at 

the level of the relative differences between predominantly internal or external labor markets 

in different national contexts, and 

2. Silo mentalities rather than global approaches to managing talent across businesses and 

countries. 

 Another strategy is to access already-acculturated talent: expatriates from developing 

countries who have had the opportunity to work in developed countries. Some MNCs have 

underestimated the value of the inpatriation of HCNs and TCNs into Corporate HQ as a means of 

increasing the pool of managers available for international assignments (Harvey, Speier, & Novi-

cevic, 1999). Inpatriation also helps socialize HCN and TCN managers into the corporate culture. 

Research suggests that inpatriates are a rapidly increasing source of international management 

talent (Reiche, 2006; Scullion & Collings, 2006) and several key drivers of this development have 

been identified: the desire to create a global core competency or a diversity of strategic 

perspectives among the top management team (Harvey, Speier, & Novicevic, 2001); the rapid 

emergence of developing markets which are less likely to be accepted by traditional expatriate 

pools; and the growing need to provide career opportunities for high-potential employees.  

All of these sourcing options are increasingly important for MNCs operating in environments where 

cost pressures are particularly acute. These agencies pose limitations on traditional international 

assignments (Scullion & Collings, 2006). A second issue raised by the new forms of international 

mobility is the ability of organizations to provide ‗joined-up‘ talent strategies. For example, silo 

mentalities can emerge in large, complex MNC structures. Defensive behavior within business or 

geographic regions can result in less efficient flows across the firm as a whole, hence reducing the 

effectiveness of any GTM strategy. Research suggests this problem can be particularly acute in 

highly decentralized MNCs where central systems of coordination and control are weakly 

developed (Scullion & Starkey, 2000). In addition to silo mentalities, research shows that failure by 

many MNCs to adopt a strategic approach to repatriation impacts adversely on the supply of global 

managers, and that many MNCs continue to adopt ad hoc approaches (Scullion & Brewster, 2001). 

Many firms do not use the repatriation process to build on the employee‘s knowledge gained from 

the assignment, and often international assignments do not result in positive career progression 

(Dowling, Festing, & Engle, 2008: 192). Hence many international assignees leave the firm on their 

return from abroad and managers are increasingly reluctant to accept international assignments 

due to the negative repatriate experiences of colleagues. In addition many expatriate managers 

continue to experience the expatriation process as falling far short of expectations (Stroh, 

Gregerson, & Black, 2000). Research confirms the need for MNCs to develop a more strategic 

approach to repatriation in order to retain high-value talent and to encourage managers to accept 

international assignments (Evans et al., 2002). These issues are picked up further when we 

consider the implications this has for the role of the CHR function. 
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4. Changing role of the corporate HR function in MNCs 

 Having examined some of the key challenges and possible responses to managing talent on a 

global basis, we now move on to examine the related role of the CHR function. Although little has 

yet been explored regarding CHR roles in MNCs, there are some initial studies emerging on what 

these may be. Empirical research on UK MNCs has highlighted a considerable variation in the roles 

of the CHR function in different types of international firms (Scullion Looking in more detail at the 

implementation of corporate HRM policies throughout overseas subsidiaries, CHR can play a 

significant role in coordination and monitoring (Kelly, 2001). Based on this and our review of GTM, 

we identify four important roles (see also Fig. 1). 

4.1. Champions of processes 

 Research at the major drinks multinational Diageo showed the importance of building the 

commitment of top management, providing coaching and training for managers, calibrating and 

equalizing talent across markets, enabling and aligning HR information systems, and monitoring 

talent management pro-cesses (Sparrow et al., 2004). Particularly the latter point highlights CHR‘s 

role as ‗‗champions of processes‘‘ (Evans et al., 2002: 472). Given the global competition context, 

the demand for higher skill levels amongst staff has lead to the need to specify more closely the 

sorts of capital (human, social, intellectual and political) that constitute ‗talent‘. Competitive 

forces are also requiring organiza-tions to take control of the skills supply-chain through the use of 

more forward planning activity such as strategic workforce planning, market-mapping and 

employer-branding (Sparrow & Balain, 2008). These drivers have raised the need for better 

horizontal coordination of tools, techniques and processes for talent management across internal 

functions. This in turn requires both effective management of global expertise networks and a 

designated champion of processes role to monitor the global implementation of a talent 

management strategy and related tools. 

4.2. Guardians of culture 

 HR has a social responsibility to ensure the organization is sensitive and equipped to deal with 

global challenges. Social context theory explains how corporate culture represents an 

organizational social environment which influences the establish-ment of an HRM system (Ferris, 

Hochwarter, Buckley, Harrell-Cook, & Frink, 1999). It is also a form of social control which 

encourages behaviors and attitudes appropriate for an organiza-tion‘s members to display (O‘Reilly 

& Chatman, 1996), for example, international mobility. This creates a role for CHR as guardian of 

culture (Brewster et al., 2005), overseeing the implementation of global values and systems when 

it comes to developing a talent management culture and employer brand across the organization 

(Ulrich & Smallwood, 2007). The role of CHR in MNCs has also been found to encourage a culture of 

trust and motivation to work together, through the design of appropriate practices, processes and 

structures (Gratton, 2005). This gives CHR the opportunity to focus on ‗talentship‘—better human 

capital decision-making (Boudreau & Ramstad, 2006). CHR can therefore play a key role in 

encouraging a ‗joined-up‘ approach to GTM across the whole organization; the guardian of culture 

role could be key to ensure the right approach to GTM across the organization, creating a climate 

in which people feel encouraged to be mobile but valued for their difference. These are crucial 

steps in breaking down the silo mentality that exists within firms today within business and 

geographic regions (Gratton, 2005). 

4.3. Network leadership and intelligence 

 Network leadership is a term used by Evans et al. (2002: 471) indicating HR should have: an 

awareness of leading edge trends and developments in the internal and external labor market, the 

ability to mobilize the appropriate human resources, and a sense of timing and context (sensitivity 
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to what is going on at both local and global levels). Firstly, although ‗leadership‘ may not be the 

most appropriate terminology here given the frequently cited limited powerbase of the HR 

function (Farndale, 2005), the importance of being well-networked is crucial. This includes being 

aware of events both inside and outside the organization, but also for CHR to take on the role of 

facilitating collaboration across the organiza-tion; HR‘s role in building social capital beyond 

organizational boundaries to encourage cooperation across the company and improve firm success 

has been recognized (Gratton, 2005; Lengnick-Hall & Lengnick-Hall, 2006; Ma¨kela¨, 2007; Taylor, 

2007). Ma¨kela¨‘s (2007) study of expatriates has shown how social capital becomes important for 

global talent—their relationships are richer, more trustful and longer term than more arm‘s-length 

cross-border relationships, and these properties create more opportunities for knowledge sharing, 

and have a multiplying effect by spreading ties more effectively across new units. Lengthened 

participation in the assignment unit typically leads to a higher level of shared cognitive ground, 

effectively facilitating knowledge. For Taylor (2007: 337) a pressing need now is then ‗‗. . .the 

identification, development and retention of managers, particularly those crossing geographic and 

cultural boundaries (high-value boundary spanners or HVBS), who can successfully develop social 

capital in multiple cultural settings‘‘. She highlights the need for IHRM functions to manage both 

structural social capital (the configuration, density and strength of relationships between HVBS‘s) 

and cognitive social capital (shared goals and shared culture i.e. language, codes and narratives). 

She notes that the competencies needed to do this are little understood. 

 Secondly, we would add the dimension of intelligence about networks to this role. The 

majority of talent services (such as market intelligence, search capabilities, sourcing tools and 

techniques) are now distributed externally across a host of specialized or outsourced providers, or 

internally (within projects that have initiated new practices). We argue that taking a more 

proactive stance, and knowing both the talent markets and the capabilities created by different 

providers and practices, is a key role requirement for GTM. This creates a networking role for the 

HR function as a boundary spanner (Kostova & Roth, 2003) between external providers and the 

organization. 

4.4. Managers of internal receptivity 

 Research on sectors (such as healthcare and education) that have learned how to source 

international labor into domestic markets, as well as research on inpatriation, show that CHR can 

play an active role in the career management of international employees—encouraging mobility 

but also ensuring individuals are looked after in the process (in terms of the receptivity of the 

receiving units to manage diversity, career management, integra-tion and work-life balance 

issues). The traditional male expatriate, mid-career, moving abroad possibly with family, is no 

longer the standard model. As more self-initiated movers and TCNs/HCNs become involved in 

international assignments, as well as these assignments taking different forms, a more complex 

but flexible approach to career management is required. CHR is ideally positioned to have the 

necessary overview across the organization to be able to manage this talent flow, by changing HR 

processes, challenging local mindsets and practices, and looking for new lower-cost forms of 

meeting international experience demands and skills shortages. 

 As Gratton (2003: 18) highlights: ‗‗during the past decade we have fragmented the roles and 

responsibilities of the function [. . .] and this fragmentation of the HR function is causing all sorts 

of unintended problems. Senior managers look at the fragments and are not clear how the function 

as a whole adds value‘‘. Such criticism can partly be attributed to a lack of business knowledge 

and not being recognized as a profession (Farndale, 2005). It potentially means fewer high-
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performers wish to work in the function, exacerbated by this fragmentation which leads to 

reduced capabilities and status. 

 

5. Major Challenges and Constraints Moving Forward 

 Having reviewed the drivers of approaches to GTM, and the potential impact they are having 

on the role of CHR in MNCs, this final section considers some major challenges and constraints 

facing the CHR role in the future and also suggests some areas for future research. 

 In this paper we have attempted to summarize the growing importance of the management of 

talent on a global scale. Both the supply of talent (through changing patterns of migration and the 

internationalization of certain labor markets), and the demand for talent are expected to continue 

to increase despite a downturn in economic forecasts (Teagarden et al., 2008). However, the 

demand criteria do not appear to match the supply characteristics. Today, MNCs increasingly 

demand highly skilled, highly flexible, mobile employees who can deliver the desired results, 

operating some-times in difficult circumstances (Roberts, Kossek, & Ozekei, 1998). According to 

practice, this is particularly true of the conditions in the emerging markets such as China and 

(perhaps now to a lesser extent) India (Lane & Pollner, 2008). This challenge requires an 

innovative response from the MNC as a whole, and in particular from the CHR function. New tools, 

processes and coordination capabilities are required to focus in particular on the sourcing, 

retention and career planning of the key talent across the corporation. This is a major challenge 

and opportunity for CHR managers seeking to redefine their role in a context of downsizing, 

restructuring and outsourcing. If CHR fails to achieve this, this can have major consequences for 

the implementation of corporate strategy, and for achieving the levels of competitive advantage 

which a firm‘s talent can create. As yet, there is little evidence that MNCs are indeed stepping up 

to this challenge (Cappelli, 2008). 

 We have also attempted to identify here four specific roles for CHR in GTM: champions of 

process, guardians of culture, network leadership and intelligence, and managers of internal 

receptivity (see Fig. 1). The ultimate aim of MNCs is to build a core competence of being able to 

transfer capability across multiple countries, which involves monitoring the implementation of 

relevant policies and practices, encouraging an appropriate corporate culture, establish-ing the 

necessary networks, and ensuring all parts of the organization are sensitive to the needs of 

international staff. Based on trends of increasing local sourcing as described earlier, this requires a 

shift to a capability-driven perspective (Sparrow et al., 2004) which entails a focus across the firm 

to participate in mutual sharing of talent and engage in joined-up thinking and action with regard 

to GTM. This implies a role for both CHR and senior leadership. In general, we are seeing more 

centralization of talent management strategies, particularly at regional if not global level (Collings 

et al., 2008). However, the importance of informal control in decentralized structures has also 

been shown to be crucial (Scullion & Starkey, 2000). This informal approach is described as more 

difficult to achieve but highly effective. Future research could focus in particular on the 

challenges and value of balancing both informal and formal forms of control over GTM in different 

types of MNC settings. 

 Recent research suggests there is growing evidence that an MNC‘s corporate social 

responsibility (CSR) activities are becoming an increasingly important way to attract and retain 

high-potential and high-value employees (Macey & Schneider, 2008). It is suggested that 

employees identify with a company more when they think that it is acting in a socially responsible 

manner and that CSR contributes to employee identification and pride in the company 
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(Bhattacharaya, Sen, & Korschun, 2008). We have noted the incorporation of marketing activity, 

such as employer-branding, into the GTM function and CHR role, but future research should also 

examine the links between CSR and talent manage-ment. This could be particularly fruitful in the 

emerging markets such as India and China which have seen the infusion of managerial practices 

from around the world due to the increased openness to international trade and de-regulation. 

 Finally, we raise some research issues relating to the implica-tions of the current financial 

crisis which struck most of the world‘s national and regional economic systems in 2008. First, 

researchers will need to address wider issues such as how the organization and management of the 

MNC is affected by the crisis, and indeed the legitimacy of stakeholder management models found 

in firms in the Anglo-Saxon world may be increasingly questioned. A number of issues also relate 

specifically to the future role of the CHR function: Does the crisis represent an opportunity for CHR 

to demonstrate the contribution of HR to the business strategy by helping to develop managers 

with the capacity to escape the conventions of the past and build entirely new industries (Hamel & 

Prahalad, 1996)? Can CHR help the company to line up its best talent to take advantage of the 

strategic new opportunities which will arise in the future? Other key research questions include: 

What impact will the crisis have on the demand and supply for talent and on forms of international 

mobility? How, in general, will patterns of global staffing be affected by the global crisis? 

 One remaining key issue would be to examine the extent to which the crisis has impacted on 

the opportunities for high-potential knowledge workers and managers to move between leading 

MNCs. Future research should examine how strategies of employee retention and engagement 

operate in the very different context of the financial crisis. Further research will also be required 

on the how the CHR function balances the need to manage strategic HR issues with the need to 

respond to short-term pressures to cut costs and the growing trends towards the outsourcing of 

HR—the growing need to lose non-core HR activity which does not add value to the business. 

Finally, further research is required on the management of the HR function itself, and in particular 

the internationalization of the HR function, mirroring the develop-ments in GTM. 
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Abstract 

 The Financial Marketing Services are 

increasing day by day in the financial sector in 

India. In this paper aims to examine the 

Financial Marketing Services of the financial 

Sectors in India. In this study used to collected 

data from primary and secondary sources 

which are collected from Financial Customers, 

Website and other sources. The Financial 

Services such as Wholesale Financial Services 

and Retail Financial Services. The researcher 

concludes that through effective regulation, 

creating awareness of the Financial Marketing 

Customers.  

Keywords: Financial Marketing Services, 

Wholesale and Retail Financial Services.  

 

Introduction  

 Generally advertising was seen as a component of purchasing and offering, yet looking to the 

extent of present day promoting, which was, prior a straightforward action including the trading of 

merchandise and enterprises has experienced a transformative procedure in the course of recent 

decades. The accentuation has moved from generation to deal and from deals introduction to 

shopper fulfilment and social duty. Philip Kotler has properly watched that "Advertising is seen 

barely as the specialty of finding smart approaches to discard the organization's items at the same 

time, legitimate promoting isn't the craft of choosing what you make, to such an extent as what to 

make. It is a craft of recognizing and understanding clients' needs and thinking of arrangements 

that fulfil the client and create benefits for the investors."  

 Up to this point showcasing principally focused on item advertising, nearly disregarding 

administrations related with the item, yet now benefits have turned out to be one of the essential 

properties for item separation. As we probably am aware, the monetary administration isn't new to 

world economies, however the ascent in its criticalness is truly attractive. The money related 

administration division, everywhere throughout the world, is more managed than other monetary 

exercises, halfway in light of the fact that a disappointment in the budgetary administration part 

costs on their clients, as well as forces expansive negative externality on whatever remains of the 

economy. The condition of monetary markets in a nation decides the condition of improvement of 

the country's economy. In spite of the fact that the money related administrations in India have a 

long recorded back ground, the genuine improvement and radical change can be ascribed to 

progression arrangement took after by government. 
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I.Recent Development of Indian Financial System 

 India has a monetary framework that is controlled without anyone else representing controllers 

in the segments of managing an account, protection, capital markets, restriction and different 

administrations divisions. In various areas Government assumes the part of controller. Service of 

Finance, Government of India cares for monetary division in India. Back Ministry consistently 

displays yearly temperate on February 28 in the Parliament. The yearly spending plan proposes 

changes in charges, changes in government strategy in every one of the segments and budgetary 

and different allotments for every one of the Ministries of Government of India.  

 

Indian Monetary Framework was portrayed by:  

 Absence of composed capital market  

 Dependence of ventures and different clients on inward sources  

 Rare instances of open issues of capital for development and modernisation  

 Few money related establishments and players in the market  

 Very strict conditions for credit help to organizations  

 

The top 5 Developments in Indian Financial System in 2016  

Below are our picks: 

1) Withdrawal of legitimate delicate status for Rs 500 and Rs 1000 notes  

2) Setting up of the money related strategy advisory group 

3) Passage of the products and enterprises impose charge  

4) Passage of the indebtedness and chapter 11 code  

5) Thrust towards digitisation of government installments  

1) Withdrawal of legitimate delicate status for Rs 500 and Rs 1000 notes  

 "To break the hold of debasement and dark cash, we have chosen that the five hundred rupee 

and thousand rupee money notes by and by being used will never again be legitimate delicate from 

midnight today around evening time that is eighth November 2016… ."With these words the Indian 

Prime Minister in one stroke reported the withdrawal of what constituted 86% of Indian cash 

available for use by then. The declaration at first accompanied a rundown of admonitions for trade 

and withdrawal that have since seen visit augmentations/amendments by the day and joined by 

stories of exceptional disturbances to the day by day life of subjects and organizations in the 

repercussions of the boycott. 

2) Setting up of the monetary policy committee  

      October fourth, 2016 denoted the first occasion when that a board of trustees, as opposed to 

one individual, until then the RBI Governor, would choose the arrangement loan fees in the 

economy. Endowed with the assignment of settling the benchmark strategy rate (repo rate) 

required to contain expansion inside the predefined target level, the Monetary Policy Committee 

was set-up with six individuals – three selected from the Central Government and three from the 

Reserve Bank of India, with the RBI Governor getting the making choice if there should be an 

occurrence of a tie.  

3) Passage of the goods and services tax bill 

      Gone for getting rid of a large group of Central and State charges and introducing a one 

assessment administration for the whole nation, both the Houses of Parliament passed the Goods 

and Services Tax Bill in August 2016, with the President giving his consent in September. Counting 

the vast majority of the Central and State assessments, for example, the Value Added Tax (VAT), 
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extract obligation, benefit impose, focal deals charge, extra traditions obligation and uncommon 

extra obligation of traditions, GST would prompt a uniform utilization based duty structure over 

the land for all merchandise and ventures and the legislature has set a due date of April 1, 2017 to 

move this out. GST usage would incorporate the economy and accommodate a typical national 

market that empowers organizations to use a disentangled duty administration  

4) Passage of the insolvency and bankruptcy code 

      In May 2016, the two Houses of the Parliament passed the Insolvency and Bankruptcy Code that 

get under way a national liquidation law to manage bankruptcies. The new law, which gets rid of 

no less than 12 distinct tenets, some of which are hundreds of years old, is required to introduce a 

powerful liquidation determination framework that enhances the simplicity of working together in 

India. The Central Government in December informed the last directions identified with the 

indebtedness determination process under the Liquidation and Bankruptcy Code 2016, clearing 

path for the operationalization of the 10-part Liquidation and Bankruptcy Board (IBBI).  

5) Thrust towards digitisation of government payments 

     2016 saw broad measures to boost more prominent usage of computerized installments with an 

inside and out push by various Ministries and controllers. For example, the Ministry of Electronics 

and Information Technology laid out Procedures for Acceptance of Electronic Payments and 

Receipts in November 2016 that covers a period headed process for the incorporation of advanced 

installments and receipts associating all Government divisions. It has set a yearning due date of 31 

December 2016 by which 90% of surges and receipts of all Government Divisions are to be made on 

the web. 

 
 

II.Needs of Financial Services 

 The study highlighted transaction products as the most important category of financial 

products and services for NGCs in domestic operations. Financing – from basic to more complex 

credit products – is second in order of importance. Trade finance, corporate finance, risk 

management and capital market solutions are other important enablers for growth. For 

international operations, transaction products remain crucial, while only trade finance, risk 

management products and basic credit are critical needs. 

Government Initiatives 

• In the Union Budget 2017-18, the Government of India has announced a few key reforms like 

abolishment of Foreign Investment Promotion Board in 2017-18, Introduce bill for curbing illicit 

deposit schemes, Establish a Computer Emergency Response Team for financial sector (CERT-

Fin) and set aside Rs 10,000 crore (US$ 1.5 billion) towards recapitalisation of banks. 
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• The subscriber base under the Atal Pension Yojana (APY) scheme reached 5.3 million. Of the 

total subscribers, 97.5 per cent are contributing to the scheme every month, 0.8 per cent 

every quarter and 1.7 per cent every six months. 

• Mr Arun Jaitley, Union Minister of Finance, Government of India has launched the Operation 

Clean Money Portal, in an attempt to create a tax compliant society as well as a transparent 

tax administration. 

• The Government of India is likely to allow 100 per cent foreign direct investment (FDI) in cash 

and ATM management companies, since they are not required to comply with the Private 

Securities Agencies Regulations Act (PSARA). 

• Securities Exchange Board of India (SEBI) has permitted the security exchanges to launch 

options contracts in the commodity market, which would provide a new cost effective hedging 

tool to the farmers and others market participants.  

• SEBI expects to reduce the minimum investment by accredited investors in alternative 

investment funds (AIFs) to Rs 25 lakh (US$ 38,816.68) from Rs 1 crore (US$ 155,266.72) 

currently, to boost investments. 

• SEBI plans to tighten the norms governing various market participants in order to strengthen 

scrutiny, improve transparency and mitigate liquidity risks from algorithmic trading. 

• SEBI has relaxed norms for registered foreign portfolio investors (FPIs) in India, allowing them 

to operate through the International Financial Services Centre (IFSC) without undergoing any 

additional documentation or prior approval process. 

• The Reserve Bank of India (RBI) has extended the access of its Unified Payment Interface (UPI) 

platform to digital wallets like Paytm and Mobikwik, as a move towards India's digitisation 

campaign. 

• The RBI has introduced trading in interest rate options (IRO), effective from January 31, 2017, 

which will provide another avenue to market participants to hedge and speculate on interest 

rate risk. 

• SEBI plans to allow investors to make mutual funds transactions worth up to Rs 50,000 (US$ 

750) a month through digital wallets, as part of its efforts to digitise the distribution processes 

for all financial products. It also plans to allow immediate credit to customer‘s bank accounts 

on liquid mutual funds redemption to attract retail customers as well as boost inflows. 

• Mr Ravi Shankar Prasad, Union Minister of Law & Justice and Information Technology, has 

launched a free Doordarshan DTH channel called DigiShala, which will help people understand 

the use of unified payments interface (UPI), USSD, aadhaar-enabled payments system, 

electronic wallets, debit and credit cards, thereby promoting various modes of digital 

payments. 

• The Government of India has relaxed norms for small merchants with a turnover of up to Rs 2 

crore (US$ 300,000), allowing them to pay 6 per cent of deemed profit in tax instead of 8 per 

cent of total turnover or gross receipts received through banking channels or digital means for 

FY 2016-17, in a bid to encourage cashless transactions in the country. 

• The lending target has been fixed at Rs 244,000 crore (US$ 36.46 billion) for 2017-18. 

• NBFCs give scope of money related administrations to their customers. Sorts of administrations 

under non-managing an account back administrations incorporate the accompanying:  

• Hire Purchase Services 

• Leasing Services  

• Housing Finance Services  
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• Asset Management Company  

• Venture Capital Companies  

 1. Hire Purchase Services: Contract buy the legitimate term for a restrictive deal contract 

with an expectation to fund shoppers towards vehicles, white products and so forth. In the event 

that a purchaser can't stand to pay the cost as a single amount however can bear to pay a rate as a 

store, the agreement enables the purchaser to employ the products for a month to month lease. 

On the off chance that the purchaser defaults in paying the portions, the proprietor can repossess 

the products. HP is an alternate type of credit framework among other unsecured purchaser credit 

frameworks and advantages.  

 2. Leasing Services: A rent or occupancy is an agreement that exchanges the privilege to have 

particular property. Renting administration incorporates the renting of advantages for different 

organizations either on working lease or fund rent. A NBFC may get permit to begin renting 

administrations subject to , they should not hold, arrangement or exchange land business and 

might not settle the time of rent for under 3 years on account of any fund rent assention aside 

from if there should be an occurrence of PCs and other IT adornments. In the first place Century 

Leasing Company Ltd., Sundaram Finance Ltd. is a portion of the Leasing organizations in India.  

 3. Housing Finance Services: Lodging Finance Services implies budgetary administrations 

identified with improvement and development of private and business properties. A Housing 

Finance Company endorsed by the National Housing Bank may attempt the 

administrations/exercises, for example, Providing long haul fund to construct, acquiring or 

revamping any property, Managing open or private segment extends in the lodging and urban 

advancement area and Financing against existing property by method for contract.  

 4. Asset Management Company: Resource Management Company is overseeing and 

contributing the pooled assets of retail speculators in securities in accordance with the expressed 

venture destinations and gives more expansion, liquidity, and expert administration to the 

individual financial specialists. Common Funds are goes under this classification. The majority of 

the money related foundations having their auxiliaries as Asset Management Company like SBI, 

BOB, UTI and numerous others.  

 5. Venture Capital Companies: Funding Finance is an exceptional type of financing action that 

is attempted on the conviction of high-chance exceptional yield. Financial speculators put 

resources into those dangerous activities or organizations (wanders) that have achievement 

potential and could guarantee adequate come back to legitimize such bet. Investor gives back as 

well as regularly gives administrative or specialized skill to wander ventures. In India, funding 

focus on seed capital back for high innovation and for examine and advancement.  

Conclusion  

 In this examination it has been a long adventure for the Indian capital market. Presently the 

capital market is sorted out, genuinely coordinated, develop, more worldwide and modernized. 

The Indian value showcase is truly outstanding on the planet as far as innovation. The Indian 

securities exchanges are currently getting incorporated with worldwide markets. 
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