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WELCOME NOTE FROM CENTRE FOR RESEARCH AND DEVELOPMENT 

 
 
Dear Participants, Dear Colleagues, Dear Friends 

 
We are proud to organise the 1st National Seminar on Strategies & Innovations in 

Management and welcome all the participants on behalf of our institution. 

  
 The theme of the conference is about the strategies and innovations that are evolving among 

the corporates as well as academic literature. As the markets are undergoing dynamic changes with 

the advent and innovations in technology there arises a need to create awareness and identify the 

same. 

  
 There is also a need to foresight, evolve and develop along the changes in the trends and 

innovations in management practices, hence this seminar provides a platform to discuss the same. 

The goal of the present seminar is to bring together academicians, corporates, practitioners and 

students at a common platform and engage them in a vibrant discussion on the related topics. 

  
 On this note, we welcome you all to the 1st National Seminar on Strategies & Innovations in 

Management 2018 and wish have an exciting discussion with the process of learning, unlearning 

and relearning. 

 

 
Chair : Prof. (Dr.) M.Madana Mohan 

Co- Chair : Dr. Lakshmi Rawat  
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Abstract 
 Right of entry to finance, especially by the poor and 
susceptible groups, is an essential indispensable for 
employment, Economic development, poverty mitigation 
and social up-liftment. Here lies the importance of 
financial inclusion. Financial inclusion or inclusive 
financing is the deliverance of financial services at 
affordable costs to sections of disadvantaged and low 
income segments of the society. The Government of India 
has taken a number of initiatives so that the banks can 
serve the poor in a hassle-free manner. With a view to 

spreading the services to poor and weak groups Andhra 
Bank plays a vital role in financial inclusion. Keeping 
this view, the authors have attempted to discuss the role 
of Andhra Bank towards Financial Inclusion as the main 
purpose of this paper. It also analyses the performance 
of the Andhra Bank in terms of its deposits, advances, 
income, expenditure, profitability etc.  
Keywords: Performance of Bank, Financial Inclusion & 
Financial Services 

 
Introduction 

 The banking industry has shown tremendous growth during last few decades. Despite making 

significant improvements in all areas relating to financial viability, profitability and competitiveness, 

there are concerns that banks have not been able to include vast segment of the population, especially 

the under privileged sections of the society into the fold of basic banking services. In this respect, there 

could be multiple levels of financial inclusion and exclusion. At one extreme, there are customers who 

are actively and persistently courted by the financial services providers and who have at their disposal 

a wide range of financial services and products. At the other extreme, there are people who are denied 

access to even the most basic financial products. Keeping in view the above, the concept of ‘Financial 

Inclusion’ has come into force to enable to cover th e financially excluded category of customers 

 
Objectives of the Study 

The study has been made: 

•  To review the performance of Andhra Bank 

•  To know about the conceptual aspect of Financial Inclusion 

•  To understand the role of Andhra Bank towards Financial Inclusion 

 
Methodology 

 The data collected for the study includes secondary data. The various sources used to collect 

secondary data include annual reports of Andhra Bank, research papers, journals, Status of 

Microfinance in India reports published by NABARD and various other websites. 

 
About the Andhra Bank 

 Andhra Bank was founded by Dr. Bhogaraju Pattabhi Sitaramayya in 1923 in Machilipatnam, 

Andhra Pradesh. He was an eminent freedom fighter and a multifaceted genius. The Bank was 

registered on November 20, 1923 and commenced business on 28 November 1923 with a paid up 

capital of Rs. 1.00 lakh and an authorized capital of Rs 10.00 lakhs. In 1956, linguistic division of States 
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was promulgated and Hyderabad was made the capital of Andhra Pradesh. The registered office of the 

Bank was subsequently shifted to Andhra Bank Buildings, Sultan Bazar, Hyderabad, Andhra Pradesh. In 

the second phase of nationalization of commercial banks commenced in April 1980, the bank 

became a wholly owned Government Bank. 

 
Vision of the Bank 

 To become a significant player, providing full range of banking services through innovative 

customer centric products and to maximize stakeholders’ value. 

 
Mission of the Bank 

 To work together towards delivering excellent customer service by leveraging on technology and 

human resources to attain world class performance standards. 

 
Performance of the Bank 

Annual Report from 2013-2017 Financial Years 

Balance Sheet of Andhra Bank  

 Mar '17 Mar '16 Mar '15 Mar '14 Mar '13 

 12 mths 12 mths 12 mths 12 mths 12 mths 

Capital and Liabilities:      

Total Share Capital 681.16 602.85 589.61 559.58 559.58 

Equity Share Capital 681.16 602.85 589.61 559.58 559.58 

Reserves 10,313.23 9,461.24 8,147.84 7,881.60 6,919.81 

Net Worth 10,994.39 10,064.09 8,737.45 8,441.18 7,479.39 

Deposits 174,302.40 155,012.24 141,845.12 123,795.58 105,851.22 

Borrowings 9,715.59 15,307.22 13,185.09 11,119.34 8,240.56 

Total Debt 184,017.99 170,319.46 155,030.21 134,914.92 114,091.78 

Other Liabilities & Provisions 4,949.38 4,786.80 3,573.26 2,942.84 2,974.22 

Total Liabilities 199,961.76 185,170.35 167,340.92 146,298.94 124,545.39 

 Mar '16 Mar '15 Mar '14 Mar '13 Mar '12 

 12 mths 12 mths 12 mths 12 mths 12 mths 

Assets      

Cash & Balances with RBI 8,791.01 7,517.40 7,912.06 6,022.14 5,563.89 

Balance with Banks, Money at Call 181.34 146.36 1,528.54 767.46 3,081.70 

Advances 130,787.89 125,954.73 107,644.20 98,373.30 83,222.98 

Investments 53,864.19 46,499.43 45,356.62 37,632.40 29,628.90 

Gross Block 1,368.44 1,263.57 391.17 299.34 299.99 

Net Block 1,368.44 1,263.57 391.17 299.34 299.99 

Capital Work In Progress 0.00 0.00 42.75 4.14 2.56 

Other Assets 4,968.88 3,788.85 4,465.58 3,200.17 2,745.36 

Total Assets 199,961.75 185,170.34 167,340.92 146,298.95 124,545.38 

Contingent Liabilities 48,699.29 60,250.98 45,867.42 32,605.57 44,440.49 

Book Value (Rs) 161.41 166.94 148.19 150.85 133.66 
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 Hyderabad: State-run Andhra Bank is bracing for a hit after farmers in Andhra Pradesh and 

Telangana stopped repaying agricultural loans even before the new governments of the two states 

release money to follow up on loan waivers promised in their budgets for the year to 31 March. 

 Ninety per cent of Andhra Bank’s agricultural loan book of Rs.21,215 crore is made up of loans to 

the two southern states that are its home market, making it highly vulnerable to defaults by farmers. 

Farm loans accounted for 19% of the lender’s total advances of Rs.1.14 trillion as of 30 June. 

 Andhra Bank accounted 14% of total agricultural advances in Andhra Pradesh before its division 

and the grant of statehood to Telangana. The total farm advances in united Andhra Pradesh of all 

banks put together on 31 March was Rs.1.37 trillion, of which Telangana made up 40%.Andhra Bank 

classified agriculture loans worth Rs.1,076 crore as non-performing assets (NPAs) in the fiscal first 

quarter and expects another Rs.1,000 crore to turn bad in the July-September period if the issue of the 

loan waiver scheme is not resolved. 

 Farm NPAs, which typically made up around 2.5% of total NPAs at Andhra Bank, rose around three 

times in the first quarter, Rajendran said. 

 Farm loans are classified as NPAs if the loan repayment is delayed over two agricultural 

seasons.The bank said it has exposure of Rs.13,000 crore in terms of agricultural loans and Rs.4,400 

crore worth of SHG loans in Andhra Pradesh. In Telangana, the bank has an exposure of Rs.7,000 crore 

to agriculture. 

 Andhra Pradesh is struggling for funds in the face of a revenue deficit of Rs.6,064 crore in the year to 

next March and a fiscal deficit of Rs.12,064 crore in the previous fiscal year. The state government 

made a provision of Rs.5,000 crore in the state budget towards the farm loan waiver, which covers 

only 12% of total loan waivers. The state government is exploring options, including bond sales, to 

raise money to repay banks. Telangana is relatively comfortable because the state has a revenue 

surplus of Rs.3,555 crore. 

 Andhra Bank is seeking to de-risk its business model by focusing on retail loans and expanding 

aggressively beyond its home base, which accounts for 60% of its total business. Rajendran said the 

bank is focusing on reducing the “concentration risk by expanding aggressively” outside of Andhra 

Pradesh and Telangana and seeking to build a pan-India presence. 

 Farm loan waiver is the worst form of populism to win votes,” said Rajesh Chakrabarti, 

executive director at the Bharti Institute of Public Policy at the Indian School of Business. “It 

completely destroys credit culture because it creates an environment where farmers become more 

prone to taking loans and assuming that government will come and bail them out.” Andhra Bank’s gross 

NPAs stood at 5.98%, or Rs.6,827 crore in the quarter ended June, higher than the average gross NPA 

of the banking industry, which stood at 3.9%. Around 11% of total advances are being recast. 

 
Micro Finance and Financial Inclusion - Implementation in Andhra Bank 

 The State of Andhra Pradesh has been a great success story in micro finance and Andhra Bank plays 

a significant role in this Story. The bank has 1289 branches spread all over the country and 918 

branches are located in Andhra Pradesh. The rural and semi-urban branches constitute 59.89 percent of 

the total branches giving an ample scope to be a forerunner in helping the poor and play a pivotal role 

in the mission of financial inclusion. The huge network of branches in rural / semi-urban areas 

provides a natural edge for the bank besides its robust financials and dedication and committed 

workforce. 
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Opening of No Frills Accounts 

 Possessing a bank account is a minimum requirement for any citizen so that banking channels are 

kept open to him. The bank has so far opened 1,41,826 no-frills accounts, with average balance of Rs: 

430/- per account and Rs: 5/- for opening of account. A pilot scheme for achieving 100% financial 

inclusion by providing no-frills accounts has been implemented in Srikakulam district in Andhra 

Pradesh and Ganjam district in Orissa, where we happen to be the lead bank, in collaboration with 

other banks. This was a gigantic task and required a lot of coordination amongst banks, educating the 

customers, making due identification, etc. The task, however, was successfully completed by March 

2007. It is proposed to extend the scheme to all other districts in the State of Andhra Pradesh. 

 
General Purpose Credit Cards 

 Access to minimum credit is increasingly being seen as a "right" of the customer, rather than a 

"facility" sanctioned by banks after so much of scrutiny. The bank has initiated steps to cover 

households to meet the credit needs for economic activities under the existing schemes and also to 

initiate steps for sanction of "General Purpose Credit cards” to the eligible and need y. This is expected to 

materialize at the earliest. 

 
Strengthening of SHGs 

 SHGs are the most important vehicles of financial inclusion. The bank is in the forefront of SHG 

movement in the country with much emphasis in Andhra Pradesh. The bank also aims at preparing the 

individuals to avail viable loans by providing them necessary training to secure purpose based finance. 

Therefore, the SHGs and individual members are being trained in nine Rural Development Institutes of 

the bank. All the SHGs who have paid their bank loans promptly will be eligible for interest relief from 

Government of Andhra Pradesh i.e. the ultimate interest paid by the SHG is only 3% per annum. It is 

aimed to disburse Rs: 1000 crore during this year. The bank has also introduced some innovative 

systems for the benefit of members of SHGs like SHG Credit Cards, Janashree Bima Yojana Scheme 

(life cover), Swasthya Bima Yojana scheme (health cover), etc. 

 
Debt Swapping 

 To provide institutional credit to the indebted members of SHGs to repay loans taken from non-

institutional lenders (private moneylenders), debt swapping scheme was introduced wherein SHGs will 

be given an additional loan. The objective is to bring down the interest burden of the indebted farmers 

and SHG members from as high as 48% in some cases to 9% p.a. In case of SHGs, this may go further 

down to 3% p.a. as the State Government allows interest subsidy for these additional loans. This year, it 

is proposed to implement the scheme for SHGs in two villages each under service area of the bank 

branches. The bank has adopted debt-swapping scheme to farmers also besides covering SHGs 

 
Use of Technology in Financial Inclusion 

 The banks has installed several ATMs in rural and semi urban areas. However the constituents 

coming under financial inclusion are mostly illiterate and would not be in a position to use PIN 

numbers, etc. To facilitate the operation of ATMs by these people, for the first time, the bank has 

introduced biometric ATMs and also mobile ATMs carrying biometric facility. This is a modest 

beginning and will pave the way for more and more people being benefited by this initiative, 
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Use of Smart Card Technology for Payment Old Age Pensions and Wages Under Regp 

 The bank has also participated in a pilot project in Warangal district of Andhra Pradesh along 

with six other banks in payment of wages under National Rural Employment Guarantee Programme & 

Pensions under Social Security scheme through "smart cards”: Six banks namely Andhra Bank, State 

Bank of India, Andhra Pradesh Grameena Vikas Bank, Union Bank of India and Axis Bank have taken up 

six mandals in Warangal district and are implementing the project with the support from Rural 

Development Department, Government of Andhra Pradesh. Connectivity is an issue while payments are 

made on line through cards. However, it has been overcome since business correspondents are doing 

the payments offline and transmitting the data when connectivity is available. 

 
Use of Intermediary 

 The bank is enrolling suitable organisations as business correspondents. These business 

correspondents will in turn appoint Customer Service Points (CSPs) for payment at village level. At 

present, Village Organisation leaders are being utilized for this purpose. (Around 10-15 SHGs federated 

at village level is called village organization) The correspondents also act as a facilitator for provision 

of micro finance, savings, and other financial services of the bank and financial Institutions. 

 
Barriers to Financial Inclusion 

Banking Network 

 Hours of operation of bank branches in rural areas: Restrictions at bank: Problems Encountered in 

the Initial Stages Social & Economic position: Information: Identification/Introduction: Financial 

literacy: Absorptive capacity: Large geographical spread of customers: There are several barriers to 

financial inclusion, some are characteristics of service providers and some are of customers. The 

following are the characteristics of financial service providers which add to financial exclusion: There 

are no bank branches in remote areas/tribal areas and difficulties in closure/ mergers/shifting of bank 

branches which were hither to operate in tribal areas / remote rural areas. 

 
Hours of Operation of Bank Branches in Rural Area 

 Timings are inconvenient for the poor people as they have to go for farm operations (or) go to 

wage earning. In that case visiting branch during daytime would mean loss of wages for a day. Lack of 

information about the financial services 

 
Restrictions at Bank 

 Personal identification, minimum balance, price of the product, technologies adopted at 

branches sometimes restrict the People. 

 
Financial Inclusion - Action Plan for Banks 

 Following action points are suggested for banks for achieving greater financial inclusion Banks 

to replicate the model of Micro credit delivery to farmers and artisans through NGOs, SHGs, and farmers 

clubs selectively. Banks to use the Business Correspondents/ Business Facilitators models for enhancing 

the capacities of existing branches for increasing outreach with proper care. They can use this model 

properly assessing their capabilities and reputation to avoid any problem for the banks at a later stage. 

 Banks to use of Information technology (IT) based solutions like smart cards extensively to facilitate 

offsite banking. A fully IT-driven system would make the bank branches more effective and cost 

efficient. Use of IT based solutions like ATMs, mobile ATMs, debit and credit cards, smart cards will 

result in greater financial inclusion. To provide banking services at far flung areas where the banking 
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network is weak. Banks to initiate action to convert the primary multiple societies as their agents to 

retail financial products in the rural areas. Banks together with NABARD to actively engage themselves 

with facilitation of group formation and group linkage for savings, deposits, and other financial services 

like insurance. Banks to take up capacity building programmes for branch managers, SHGs, NGOs, 

local persons and BCs. RBI and NABARD also to think of providing training programmes to convert 

traditional bankers to doorstep bankers. Banks to expand insurance linked deposit and credit products. 

In light of criticisms on recovery procedures, etc. there is an increased need to improve financial 

transparency and governance issues. The walls between the micro finance community and the 

broader world of financial community needs to be removed to ensure greater efficient delivery of 

micro finance. 

 
Conclusion 

 While the levels of globalization increase, more economic wealth is created and distributed. The 

challenge for the National Government is to ensure that the benefits of globalization are equitably 

distributed amongst population so as not to cause large scale social and economic disruptions. This is 

where the concept of “Financial Inclusion” assumes an increasingly greater importance. Banks need to 

redesign their business strategies to incorporate specific plans to promote financial inclusion of 

"bottom of the pyramid" group treating it both a business opportunity as well as a corporate social 

responsibility. They have to make use of all available resources including technology. Even the relatively 

low margins on high volumes can be a very profitable proposition. Financial inclusion can emerge as 

commercial profitable business and can truly lift the financial condition and standards of life of the poor 

and the disadvantaged. We as bankers have a small but significant role to play in this unfolding of future 

story of economic growth and distribution and we shall strive to achieve the set goals. 
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Abstract 
 The research paper aims at providing an insight into 
the Bankers’ perception towards the effectiveness of 
fraud prevention and detection techniques in Indian 
Banks. A study was conducted on the Bank managers and 
Bank officers through a structured questionnaire. On the 
basis of 146 questionnaires received from the Bank 
managers and the Bank officers in the Indian Banks, the 
findings indicate that the most effective component of 
fraud prevention technique is protecting the software 

application which the Banks use for their operational 
purpose. When accessed independently, the factors like 
internal controls through password protection, Bank 
reconciliation were also found to be quite effective 
techniques. The study targets to benefit the practitioners 
in terms of evaluating the existing protection levels 
against the fraudulent practices in the Indian Banks. 
Keywords: Indian Banks, Bank fraud, Fraud detection, 
Fraud prevention, Managers. 
JEL Classification: E00, E50, E58, E59, G20, G21, G29.

 
Introduction 

 The Indian Banking sector is growing tremendously and has now transitioned to become an 

international financial hub. However, one of the most obvious threats, which could be fatal to their 

operation, is fraudulent actions that are committed by people within the Bank or outside the Bank. The 

KPMG Fraud Survey 2009 indicated the trend of fraud occurrence substantially increases as expected by 

89% due to the current economic crisis. The financial scandal involving BIMB (Bank Islam Malaysia 

Berhad) has also triggered this research to be done. BIMB, the pioneer Islamic Bank in Malaysia has 

declared a loss of RM456 million with a gross non-performing loan (NPL) portfolio of RM2.2 billion for 

the year ending 30th June 2005 (Abdul Rahman and Salim, 2010). The reason for this was provisioning a 

sum of RM774 million as a result of bad loans and investments incurred from its operations in 

Malaysia’s offshore financial centre in Labuan (Netto, 2005). However, the losses were believed not due 

to a failure of Islamic Banking principles but were the result of negligence by some officers as mentioned 

by Second Finance Minister, Tan Sri Nor Mohamed Yakcop to the Parliament (Netto, 2005). As a result, 

BIMB has established a Special Investigation Unit (SIU) in order to investigate whether the losses and 

NPL were contributed by misconduct or due to the non-compliance of the normal Banking operation 

(Ahmad, 2009).  

 Though the Banking institution is normally known as one of the most strictly regulated sectors, 

Bank is still a definite target for fraudsters (Dumbrava and Gavriletea, 2008). The reasons are absolutely 

obvious; Banks are the first option and the best place to come to, due to their role in capital raising and 

capital intermediation. The consequences of this murkiness are not small, instead may cause Banking 

failure and distress. Even more detrimental, it may represent one of the major causes of Bankruptcy in 

the world, being exemplified by the Financial crisis in 2008. Realizing that the harms brought by 

Banking fraud is immense, thus the current study focuses on the perception of Bankers in India on the 
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most effective strategies used to deter and detect Banking fraud. Till now, there is no specific study done 

to investigate the perception of Bankers regarding fraud crimes in the Indian Banking system. Previous 

studies on the Bank frauds have been conducted in the Republic of Uganda (Bank of Uganda, 2005), 

India (Khanna and Arora, 2009), Qatar (Nabhan and Hindi, 2009), Nigeria (Idolor, 2010) and Saudi 

Arabia (Ali Hakami, 2011). 

 In addition, fraud imposes numerous costs to organizations that experience fraud. The Banks might 

suffer loss in term of monetary, reputation, human capital as well as the exposure to the risk of 

Bankruptcy. Broadly, the fraud does not only threatens our country’s economic condition with the lost of 

investors and resources, but it is in fact endangers the serenity and political stability of the nation. Yet, 

while the Banks are active in the quest to reduce costs of fraud, it is important to make sure that they do 

not immensely deteriorate the effectiveness of current functioning key fraud controls. In order to 

protect the Indian Banking sector, it is crucial to examine the level of effectiveness of fraud prevention 

and detection techniques in the view of Bankers who act as the backbone and greatest assets for the 

Indian Banks. 

 This study is envisaged to contribute to the practitioners to evaluate understanding and awareness 

of their Bank employees towards the various types of fraud mitigation strategies as well as experience 

on the fraud occurrence inside the Bank. Thus, with this knowledge, the management of the Banks may 

improve their anti-fraud program or consider their future organizational fraud policy. 

 
Literature Review 

 According to Center for Audit Quality (CAQ, 2010), organizations typically employ 2 (two) strategies 

to mitigate the fraud risks, firstly by deterring potential fraud by having a strong ethical tone at the top 

and a proactive fraud management program and secondly by detecting fraudulent activities that have 

occurred. Meanwhile, some controls like whistleblower program may be used to deter fraud by their 

presence and at the same time may help detect incidents of fraud. 

 There are many fraud prevention and detection strategies that can be utilized in order to reduce the 

chances of Bank fraud from occurring. As in today’s technological era, fraud has become very complex 

and even more difficult to detect, thus the techniques used to deal with it must also be sophisticated, as 

given below: 

a) Ethics training: Ethic training is in demand nowadays as a consequence of various kinds of frauds 

that is infecting Banks and other organizations. The ethic training program serves as a preventive 

control against fraud in many of its forms. Moreover, ethics training may provide an ideal avenue to 

lessen the influence of cultural factors on ethical decision making (Bierstaker, Brody and Pacini, 

2006). Cultural factors may influence the action by the perpetrator since the perception of right or 

wrong, justice, morality and loyalty may differ across countries. This is truly important for 

multinational organizations or international Banks that are served by various ethnics (CAQ, 2010). 

b) Inventory observations: Wells (2000) noted that this technique should be carefully implemented 

since inventory is usually represented as the largest single asset for an organization and becomes as 

one of the most targeted choices for the fraudster. The inadvertent conduct by the auditor during 

inventory observation may cost harm to the entire company. This happens when the auditor 

depends solely on the employees for the counting process in the warehouse. The workers might 

increase the inventory count without the auditor’s knowledge. So, to ensure that this technique is 

done effectively, the auditors in charge should carefully observe the stock in order to verify the 

inventory. 
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c) Fraud hotline: Fraud hotline is one of the fraud’s reporting mechanisms that should be 

implemented in order to receive tips from both internal and external sources (CAQ, 2010). Such 

reporting mechanism should allow anonymity and confidentiality of the informer by setting up 

through a vendor. The employees should be encouraged to report any suspicious activity without 

fear of reprisal that accompanies being a whistleblower (Bierstaker, Brody and Pacini, 2006). This 

technique not only serve as an effective detection tool but also function as a deterrence tool as well, 

whereby the potential fraudster will likely have to consider the risks of being caught (Bierstaker et 

al., 2006). 

d) Password protection: By ensuring that managers are capable of accessing into the user computer’s 

security and auditing features, the use of password can assist them in preventing and detecting 

employees’ fraud. This can be done by requiring a password before gaining access to functions that 

diverge from the standard procedure. In addition, to be more effective, the user password ought to 

be changed regularly. Bierstaker et al. (2006) opined that although the passwords are the oldest line 

of computer defences, they still represent as the most effective and efficient mean in controlling 

access. The advanced technology in certain developed countries has built up new forms of password 

protection. The password employs biological features of the users or known as biometrics such as 

thumbprint, voiceprint, retina pattern and digital signature (Bierstaker et al., 2006). 

e) Continuous auditing: Albrecht and Albrecht (2002) said that continuous auditing can be done once 

computer queries and scripts are written. The tests can be programmed into live corporate systems 

in order to provide continuous monitoring of transactions rather than audit on historical data 

during normal audit process. A number of companies have successfully used continuous monitoring. 

f) Increased role of audit committee: The presence of an audit committee has not significantly 

affected the likelihood of fraud but rather it depends on the way audit committee operates (Alleyne 

and Howard, 2005). It was proven for companies with audit committees that consist of independent 

directors and meet up at least twice a year are less likely to be sanctioned for fraudulent or 

misleading reporting. 

g) Reference check on employees: The HR (Human Resource) department will ask for consent of a 

prospective employee to do a thorough background check. This involved activities of checking 

references, past employments and any criminal convictions. Bierstaker et al. (2006) revealed that 

this process helped screen out repeat offenders who surprisingly has committed a large number of 

the fraudulent actions. In general, only a few candidates with a troubled past will provide references 

to an employer with a reputation for such investigation. 

h) Data mining: Data mining technique is a computer-aided fraud detection that is primarily used by 

fraud investigators and forensic accountants. Albrecht and Albrecht (2002) concluded that this 

method is a user-friendly, low-cost technique to evaluate the entire database. Moreover, this 

technique can help to avoid from making inaccurate generalizations based on limited information. 

However, this method is only suitable for a small company because data mining software does not 

efficiently process large volumes of information and does not allow programmers to focus suspicion 

on a specific type of fraud. 

 
Methodology 

 This study is designed to involve the entire population of Indian Banks. The respondents in this 

survey were randomly chosen ranging from managerial levels to official levels in the Internal Audit 

Department, Risk Management Department and Compliance Department at the headquarters of the 
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Banks. In fact, the participants in this study are chosen arbitrarily for their unique characteristics or 

their experiences, attitudes or perceptions and are in the best position to provide the information 

required. 

 The study utilizes a questionnaire to assist the collection of information from the targeted 

respondents similar to that used by (Bierstaker et al., 2006; Nabhan and Hindi, 2009; and Abu Bakar, 

2009). Similar to a study done by (Idolor, 2010), content (face) validity of the current study was tested 

on the questionnaire before it was administered. For this purpose, 2(two) senior managers from 

different Banks were requested to evaluate the questionnaire for adequate coverage of relevant 

measurements of the research aims. They were believed to be expert judges to determine the 

questionnaire as having validity or otherwise, based on their professions and experiences in the field of 

fraud investigation. Based on their opinions and suggestions, the questionnaire was finalized and any 

irrelevant items were dismissed. 

 The questionnaire contains two sections namely respondent’s profile, and the effectiveness of fraud 

prevention and detection techniques having 23 (twenty-three) questions and the effectiveness of 

computer application/software for fraud deterrence and detection having 9 (nine) questions. The 

respondents were asked to indicate their opinion on the degree of effectiveness of each technique or 

strategy based on four-point Likert- type scale, which range from “not very effective” (scored as 1) to 

“very effective” (score as 4).The self-administered survey was distributed via drop-off-method (i.e. hand 

delivery of self-administered questionnaires, followed by personal collection). The actual survey was 

administrated from mid-August until the end of October 2017. A total of 255 questionnaires were 

distributed to Bankers in local and foreign Indian Banks that operate in India. However, only 146 were 

returned which represent a response rate of 57.25%. 

 
Findings 

 During the survey, the respondents were asked to indicate their level of agreement in four- item 

Likert scale (from not very effective to very effective) on the fraud prevention and detection techniques. 

The grouping of the prevention and detection techniques was further illustrated in Table 1. From the 

analysis, protection software or application (mean = 3.1667) was perceived as the most effective 

components in fraud mitigation strategies as compared to the other six groups of variables. This is 

followed by process control (mean = 3.1575), organizational policy (mean = 2.9338), continuous 

monitoring (mean = 2.9018), communication towards staff (mean = 2.8539), integrated fraud control 

(mean = 2.8128) and the least effective one was inspection tools (mean = 2.5382). 

 Meanwhile, for the individual means, Bank reconciliation accounted for the highest mean (mean = 

3.26) which were perceived as the most acceptable strategy that have contributed to the fraud 

prevention and detection in the Bank. This was followed by password protection and internal control 

review and improvement (mean =3.24), firewall installation (mean = 3.21), increased attention by 

senior management (mean = 3.17), cash reviews (mean = 3.12) and inventory observation (mean = 

3.01). The rest of the items have means below 3.00. The least perceived strategies to curb the fraudulent 

action was digital analysis (mean = 2.38). 

 Based on the findings, the respondents perceived Bank reconciliation as the most effective method 

to combat fraud due to lots of transactions involving huge amounts of cash. Hence, by preparing the 

reconciliation statements on a regular basis will ensure cash preservation and serve as a means to 

identify and fix the accounting errors or un-posted Bank transactions. In comparison, the findings by 

(Bierstaker et al., 2006) showed that Bank reconciliation was rated at the ninth most effective technique 
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perceived by the respondents. Meanwhile, digital analysis was perceived as the least effective method 

due to certain reasons. One of them which is the unfamiliarity of this analysis technique has made the 

respondents became less interested in it. Secondly, according to (Albrecht and Albrecht, 2002), although 

the digital analysis is easy to apply, this technique does not enable auditors to match the symptom found 

with the specific types of fraud. Consequently, it will lead to sign a potential problem but the fraud 

examiner still needs to determine what kind of fraud involved and who the perpetrators are. 

 
Table 1 The Effectiveness of Fraud Prevention and Detection Techniques 

Prevention and Detection Techniques Individual Mean Group Mean 
1. Inspection Tools  2.5382 
 a. Discovering sampling 2.41  
 b. Data mining 2.56  
 c. Digital analysis 2.38  
 d. Continuous auditing 2.82  
 e. Financial ratios 2.43  
 f. Security department 2.55  

2. Continuous Monitoring  2.9018 
 a. Increased attention of senior management 3.17  

 b. Staff rotation policy 3.03  
 c. Code of sanctions against suppliers/contractors 2.58  
 d. Reference checks on employee 2.93  
 e. Increased role of audit committee 2.99  
 f. Anonymous reports 2.71  
3. Integrated Fraud Control  2.8128 
 a. Fraud auditing 2.99  
 b. Fraud vulnerability reviews 2.82  
 c. Fraud hotline 2.64  

4. Protection software/application  3.1667 
 a. Password 3.24  
 b. Firewalls 3.21  
  c. Filtering software 3.03  

5. Process Control  3.1575 
 a. Internal control review and improvement 3.24  
 b. Cash reviews 3.12  
 c. Inventory observation 3.01  
 d. Bank reconciliation 3.26  

6. Organizational Policy  2.9338 
 a. Anti fraud policy 2.95  
 b. Ethical Policy 2.9  
 c. Corporate Code of Conduct 2.95  

7. Communication Towards Staff  2.8539 
 a. Fraud Prevention and Detection Training 2.97  
 b. Ethics Training 2.9  
 c. Ethics Officer 2.67  

 
Conclusion 

 No organization will be immune from fraud regardless of whether or not it is an Indian entity. Fraud 

will constantly happen no matter how hard we try to deter and curb it. Despite the best attempts by the 

top management to eliminate fraud, there is no substantial solution for fraud other than creating 
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awareness among their employees on the activities that can and may be considered as fraud and the 

solutions engaged to avoid and detect them. Thus all the components of prevention, detection, 

deterrence, mitigation, analysis, policy, investigation and prosecution must be simultaneously 

implemented as delineated under the Fraud Management Lifecycle Theory in order to effectively 

prevent and detect fraud within Banks. 

 As an effort to protect the Indian Banks, all those effective methods discussed in this research are 

highly suggested to be implemented in the Banks. Thus, the Bank should not solely depend on one 

technique to conquer the fraud problem; instead there must be a check and balance in place for 

identifying any weakness in internal control system of the Bank and also to upgrade any obsolete 

technique to a more modern and sophisticated one. The study would mostly recommend the use of 

highly effective protection software like password protection, firewall and filtering software to be 

installed in the computer system based on the findings discussed previously. This is absolutely true for 

preventing cyber crimes like phishing and other internet scams. However, for different types of fraud 

like asset misappropriation, the techniques used also might be different. This kind of fraud will probably 

request notice from strategies like inventory observations and other security measure. 

 Future research may consider exploring the role of preventing, detecting and investigating fraud, 

particularly whether these roles should be segregated in the organization, based on both qualitative and 

quantitative approaches. The use of survey method accompanied by the use of a qualitative approach 

such as a personal face-to-face interview might support the findings from the survey and enhance the 

ability to comprehend the scopes covered. 
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Introduction 

 The study addresses the impact that fringe benefits have on the level of job satisfaction and 

engagement of the employees of POLYCOM Services. POLYCOM is a global IT service company that 

develops video, voice and content collaboration and communication technology. The remuneration of 

employees differs from country to country within the organization and this can lead to confrontations 

when employees compare remuneration packages amongst one another. The study aims to compare job 

satisfaction and engagement of POLYCOM employees working in Bangalore to those working in 

Hyderabad.  

 To determine the appropriate compensation for the value of the work becomes even more difficult 

when dealing with a global organization. This matter becomes even more complicated when an 

organisation’s boundaries stretch across country borders. It is therefore important to compensate 

employees according to the market value in each individual country as well as keeping in mind cultural 

diversities when remuneration packages are structured.  

 Job satisfaction can only exist when the interests of both the employee and the organisation are in 

equilibrium. The organisation relies on the manager to evaluate the value of the work performed by an 

employee, and with the interest of the s at heart, to determine the appropriate remuneration for this 

work. In order to offer the employee compensation which is competitive with other companies’ and 

appropriate for the employee’s duties, the manager needs to have an in-depth understanding of the real 

value of the work.  

 
Research Objectives  

 The research objectives are divided into general objectives and specific objectives.  

 
General Objectives  

 The general objective of this research is to determine the impact of fringe benefits on job 

satisfaction and engagement for employees working for POLYCOM in Bangalore compared to those 

employees working in Hyderabad.  

 
Specific Objectives 

The specific objectives of this study are:  

 To determine the importance of fringe benefits amongst employees 

 To determine the impact of fringe benefits on employee engagement  

 To determine the impact of fringe benefits on job satisfaction 

 To gain better knowledge of the structuring of remuneration packages in POLYCOM, Bangalore 

 To gain better knowledge of the structuring of remuneration packages in POLYCOM, Hyderabad. 



 

 
 

 

15 | P a g e  

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

 

Shanlax International Journal of Management 

 

Research Method  

 The research method consists of a literature review and an empirical study.  

 
Literature Review  

 The literature review focuses on the structuring of remuneration packages, fringe benefits and their 

impact on job satisfaction and engagement.  

 
Research Design  

 One of the most popular and effective measurement tools to determine the impact that fringe 

benefits have on job satisfaction and engagement is a research survey. Therefore, a questionnaire was 

designed specifically for employees to obtain information regarding their perceptions on job satisfation, 

engagement, remuneration and benefits. A questionnaire of four sections was developed. Section A 

consisted of fifteen questions regarding job satisfaction. Section B consisted of fifteen questions 

regarding engagement. Section C comprised of fifteen questions about fringe benefits and remuneration. 

Section D consisted of seven questions regarding the participant’s biographical information. The 

participants, all employees, were informed that the purpose of the questionnaire was to gather 

responses on how they perceived the impact that remuneration packages and fringe benefits have on 

job satisfaction and engagement.  

 
Participants of Survey  

 The participants represent the total of all employees of POLYCOM , global IT service company that 

develops video, voice and content collaboration and communication technology. Participation was 

supported by management and made compulsory. All 57 employees completed questionnaires that were 

collected for analysis. Employees from different areas, gender, age, academic levels and income groups 

participated. The majority of the respondents were in the age group 36 – 40 (28.1%). Educational levels 

revealed that the majority (68.4%) of participants have a Graduation and/or higher qualification.  

 
Measuring Instrument  

 Questions were answered based upon the five-point agreement-disagreement Likert format, 

varying from strongly agree to strongly disagree. However, for the purpose of this study, the scaling was 

adapted to a four-point scale to force the participants to select a definite opinion rather than choosing 

the middle option of “Neither agree nor disagree”. Likert’s scaling is based on a bipolar scaling method.  

 The questionnaire comprised of four sections. The first part consisted of fifteen statements directly 

related to job satisfaction. The second section had fifteen questions about the organisation’s 

commitment towards the participant, and the third part contained the last fifteen statements regarding 

the remuneration and benefits that participants receive at POLYCOM. Questions in the last section were 

specifically included to gather demographic characteristics of the participants such as gender, 

nationality, age group, residential area, academic background and years of service at POLYCOM.  

 
Data analysis 

 The statistical analysis was carried out with the Statistica Version 9.1 (Stat soft, 2005), SPSS (SPSS 

Inc. 2009) and SAS (SAS Institute Inc., 2005) programmes were used.  
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Research Procedure  

 Responses were gathered from participants on all the items of the questionnaire. Participants 

consisted of employees of POLYCOM who are working in HYDERABAD and BANGSLORE. All responses 

were used for data and statistical analysis.  

 
Limitations  

 It was anticipated that a limited number of employees in POLYCOM , Bangalore and Hyderabad 

would be available for participation in this comparative study.  

 The structure of remuneration packages is confidential and therefore employees might have been 

hesitant to answer questions regarding fringe benefits and remuneration.  

 The study was conducted within POLYCOM and therefore the outcome of the study could only be 

released with the permission of POLYCOM, Bangalore and POLYCOM , Hyderabad. 

 
Research Methodology 

Introduction  

 The main objective of this comparative study is to assess whether there is a definite correlation 

between the type of fringe benefits that are included in the remuneration package of an employee and 

the level of job satisfaction that the employee experiences at the workplace, as well as the level of 

engagement the employee displays towards his position and the organisation.  

 
Research Design  

 One of the most popular and effective measurement tools to determine the impact that fringe 

benefits have on job satisfaction and engagement is a research survey. Therefore, a questionnaire was 

designed specifically for POLYCOM employees to obtain information regarding their perceptions on job 

satisfaction, engagement, remuneration and benefits. A questionnaire was developed consisting of four 

sections. Section A consisted of fifteen questions regarding job satisfaction. Section B consisted of fifteen 

questions regarding engagement. Section C comprised of fifteen questions about fringe benefits and 

remuneration. Section D consisted of seven questions regarding the participant’s biographical 

information. The participants, all POLYCOM employees, were informed that the purpose of the 

questionnaire was to gather responses on how they perceived the impact that remuneration packages 

and fringe benefits have on job satisfaction and engagement. 

 
Survey Distribution  

 The survey distribution is limited to the employees of POLYCOM in Bangalore and in Hyderabad. All 

the employees completed questionnaires, thus representing the full population. The population 

distribution is as follows:  

 All the employees working in the regional office in Bangalore 

 All the employees working in the regional office in Hyderabad 

 
Population Description  

 For this study, all employees across all levels in the organisation were requested to complete a 

questionnaire. In Bangalore, the population was divided into two groups:  

 The employees who are in operating department 

 The employees who are in software development department 

Same is reflected with the employees in Hyderabad also 
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Research instruments 

 The following research instruments were used.  

 Questionnaires 

 A questionnaire was e-mailed to the POLYCOM Bangalore office and in Hyderabad it is printed and 

distributed to all the employees. The author visited hyderabad to assist all the employees with the 

completion of the questionnaires, and to ensure that all employees completed a questionnaire.  

 
Questionnaire   

 Determining the impact that fringe benefits have on job satisfaction and engagement needs to be 

more than just speculation. A common measurement tool to determine the impact that fringe benefits 

has on job satisfaction and engagement is a research survey. To find an existing questionnaire that 

comprises of questions consisting of all three criteria, job satisfaction, engagement and fringe benefits, 

was virtually impossible. Therefore, a questionnaire was designed specifically for POLYCOM employees 

to obtain information regarding their perception and opinions on these subjects.  

 
Statistical Analysis 

 A total of 57 questionnaires were distributed to three different demographical areas. POLYCOM 

management participated in this study and made it compulsory for every employee to participate and 

complete a questionnaire. All the questionnaires were analysed by the Statistica Version 9.1 (Statsoft, 

2005), SPSS (SPSS Inc. 2009) and SAS (SAS Institute Inc., 2005) programmes were used.  

The statistical analysis was divided into six sections:  

 Frequency distribution and descriptive statistics of the individual items 

 Cronbach’s Coefficient Alpha for each section  

 Descriptive statistics for the selected sections  

 Test for correlation between sections  

 Test for differences between demographical areas  

 
Frequency Distribution and Descriptive Statistics of the Individual Items 

 A total of 57 questionnaires were distributed to three different demographical areas, Bangalore and 

Hyderabad. Note that the on-site and off-site participants from hyderabad were considered together in 

the analysis. All the questionnaires were completed and the representation for the three areas is s own 

in Figure below: 

 The population was divided according to gender, and the representation is indicated in Figure7 

below. The majority of the population was male, being represented by 82% against the 16% 

presentation of the female participants. There was one participant who did not indicate his/her gender 

on the questionnaire. 

 According to the analysis of Section D of the questionnaire, the representation for each of the sub -

sections is indicated in the tables below. Each table displays the percentage of participants who 

indicated the relevant criterion, as w ell as the number of participants who did not answer the question. 

 
Age Distribution 

20-25 26-30 31-35 36-40 41-45 
10.5% 15.8% 22.8% 28.1% 8.8% 
46-50 51-55 56-60 61-65 Number Missing 
5.3% 7.0% 0.0% 0.0% 1 
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Table 1 Age Distribution 

Academic Qualification 
About to Finish B.Tech B.TECH M.Tech Number Missing 

28.1% 10.5% 57.9%  
 

Table 2 Academic Qualification Distribution 

Years of Service 
Less Than 1 Year 1-5 Years 6-10 Years 11-20 Years Number Missing 

22.8% 66.7% 8.8% 1.8% 0 
 

Table 3 Years of Service Distribution 

Job Level in the Organization 
Executive Senior Management Middle Management Executives Number Mssing 

5.3% 5.3% 21.1% 64.9% 2 
 
Table 4 – Job Level in the Organisation Distribution 

 Sections A, B and C of the questionnaires are summarised in Table 4 below. For each of the 

questions, the percentages of the participants who indicated each of the criteria have been indicated, as 

well as the mean and standard deviation for each question.  
 

Frequency Distribution 
% Answered 

Section Question 
Strongly 

Agree 
Agree Disagree 

Strongly 
Disagree 

Number 
Missing 

Mean 
Standard 
Deviation 

A 1 36.8 54.4 3.5 1.8 2 1.691 0.635 
A 2 29.8 61.4 1.8 1.8 3 1.741 0.589 
A 3 21.1 64.9 14.0 0.0 0 1.930 0.593 
A 4 31.6 61.4 3.5 0.0 2 1.709 0.533 
A 5 26.3 57.9 10.5 1.8 2 1.873 0.668 
A 6 10.5 33.3 47.4 3.5 3 2.463 0.745 
A 7 26.3 50.9 19.6 1.8 1 1.964 0.738 
A 8 19.3 38.6 35.7 5.4 1 2.268 0.842 
A 9 22.8 59.6 15.8 0.0 1 1.929 0.628 
A 10 24.6 66.7 7.0 0.0 1 1.821 0.543 
A 11 22.8 42.1 26.3 5.3 2 2.145 0.848 
A 12 7.0 29.8 42.1 15.8 3 2.704 0.838 
A 13 28.1 66.7 3.5 0.0 1 1.750 0.513 
A 14 33.3 63.2 3.5 0.0 0 1.702 0.533 
A 15 21.1 61.4 14.0 1.8 1 1.964 0.660 
B 1 47.4 45.6 3.5 0.0 2 1.545 0.571 
B 2 31.6 38.6 19.3 8.8 1 2.054 0.942 

 
% Answered 

Section Question 
Strongly 

Agree 
Agree Disagree 

Strongly 
Disagree 

Number 
Missing 

Mean 
Standard 
Deviation 

B 3 21.1 49.1 24.6 5.3 0 2.140 0.811 
B 4 22.8 54.4 14.0 7.0 1 2.054 0.818 
B 5 26.3 59.6 10.5 0.0 2 1.836 0.601 
B 6 33.3 56.1 5.3 1.8 2 1.745 0.645 
B 7 17.5 49.1 21.1 8.8 2 2.218 0.854 
B 8 15.8 38.6 22.8 17.5 3 2.444 0.984 
B 9 24.6 64.9 8.8 0.0 1 1.839 0.565 
B 10 7.0 57.9 26.3 3.5 3 2.278 0.656 
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B 11 31.6 49.1 10.5 7.0 1 1.929 0.850 
B 12 17.5 56.1 22.8 0.0 2 2.055 0.650 
B 13 22.8 66.7 7.0 0.0 2 1.836 0.536 
B 14 10.5 38.6 42.1 3.5 3 2.407 0.740 
B 15 28.1 67.9 3.6 0.0 1 1.750 0.513 
C 1 50.9 29.8 10.5 1.8 4 1.604 0.768 
C 2 47.4 28.1 15.8 8.8 0 1.860 0.990 
C 3 56.1 29.8 7.0 1.8 3 1.519 0.720 
C 4 21.1 10.5 44.6 22.8 1 2.696 1.060 
C 5 3.5 28.1 31.6 33.3 2 2.982 0.892 
C 6 24.6 21.1 26.3 26.3 1 2.554 1.143 
C 7 14.0 35.1 36.8 10.5 2 2.455 0.878 
C 8 17.5 33.3 35.1 14.0 0 2.456 0.946 
C 9 38.6 36.8 17.5 3.5 2 1.855 0.848 
C 10 5.3 31.6 35.1 26.3 1 2.839 0.890 
C 11 43.9 28.1 19.3 5.3 2 1.855 0.931 
C 12 29.8 35.1 24.6 7.0 2 2.091 0.928 
C 13 40.4 26.3 28.1 5.3 0 1.982 0.954 
C 14 3.5 28.1 42.1 21.1 3 2.852 0.810 
C 15 38.6 45.6 10.5 3.5 1 1.786 0.780 

 
Cornbrach’s Coefficient Alpha for each of the Sections 

 This test was performed to test for consistency in responses in the individual sections.  

A Cornbrash’s coefficient alpha value of greater than 0.7 indicates an internal consistency of the 

answering pattern of the participants in the section, which indicates reliability of the section. 

 Interrelated items may be summed to obtain an overall score for each participant. Cronbach's 

coefficient alpha estimates the reliability of this type of scale by determining the internal consistency of 

the test or the average correlation of items within the test . 

 Some of the questions were reversed-phrased to test if the participant actually did read and 

understand the implications of the question. The scores of these questions needed to be reversed for the 

calculation of Cronbach’s alpha coefficient . 

 For Section A, with all questions included, the Cronbach’s coefficient alpha value was 0.642. After 

the removal of questions 5, 6 and 8, the Cronbach’s coefficient alpha value increased to 0.792, which 

indicated an internal consistency within the answering pattern for the remainder of the questions. It is 

interesting to note that questions 6 and 8 were reversed phrased and therefore their scores were also 

reversed. The fact that these questions did not show an internal consistency with the other questions 

may indicate that respondents did not read the questions well. 

 For Section B, with all questions included, the Cronbach’s coefficient alpha value was 0.819. This 

indicated an internal consistency within the answering pattern for the remainder of the questions; 

however, questions 8 and 10 (after reversing their scores) were negatively correlated to the remainder 

of the questions. These questions were removed and the Cronbach’s coefficient alpha value increased to 

 0.867. Once again, it is interesting to note that questions 8 and 10 were reversed phrased and 

therefore their scores were also reversed. The fact that these questions did not show an internal 

consistency with the other questions may indicate that respondents did not read the questions well. 

 For Section C, with all questions included, the Cronbach’s coefficient alpha value was 0.736. This 

indicated an internal consistency within the answering pattern for the remainder of the questions; 

however, questions 5, 10 and 14 were little or negatively correlated to the remainder of the questions. 

These three questions indicated a high correlation with one another. After the exclusion of these 

questions, Cronbach’s coefficient alpha value increased to 0.799. Due to the high correlation amongst the 
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three questions, the decision was made to keep questions 5, 10 and 14 as a separate section with a 

Cronbach’s coefficient alpha value of 0.860. Section C was thus divided into two sub-sections; Section C 

fringe benifits and Section C remuneration. 

 
Descriptive statistics for the selected sections 

 After the Cronbach’s coefficient alpha was calculated and the necessary questions removed to 

obtain reliable subscales, the descriptive statistics for each section were statistically calculated as 

indicated in Table 4 below. 

 
Table 5 Descriptive Statistics  

Section Number of participants Mean Standard Deviation 
Section A 57 1.879 0.354 
Section B 57 1.948 0.442 
Section C fringe benefits 57 2.067 0.496 
Section C remuneration 57 2.897 0.761 
 Given the scale used in the questionnaire, ranging from 1 to 4, where 1 indicated strongly agree, 2 

indicated agree, 3 indicated disagree and 4 indicated strongly disagree, a mean value of 1.879 indicates a 

notion of agreement by participants in Section A. In Section B, a mean value of 1.948 also indicates a 

notion of agreement with the questions raised in the questionnaire. Section C indicated a mean value 

of2.067, which also indicates that the participants are mostly in agreement with the questions raised 

about fringe benefits. The mean value of 2.897 indicates that participants are mostly in disagreement 

with the questions raised about remuneration. The standard deviation gives an indication of the 

variability of the responses. The answers of Section C remuneration show the largest variability of all 

sections. 

 
Test for Correlation between Sections 

 Correlations were calculated for: 

 Job Satisfaction and Engagement 

 Job Satisfaction and Fringe Benefits 

 Job Satisfaction and Remuneration Engagement and Fringe Benefits 

 Engagement and Remuneration 

 Because all the questionnaires represented the population and not just a sample, only a test to 

determine practically significant correlation was performed. In other words, exploration of statistically 

significant correlations (p-values) is not relevant, since no generalisation from a sample to the 

population is needed. For the purpose of the correlation test, the Nonparametric Spearman’s correlation 

coefficient (r) was used. This correlation coefficient does not depend on the assumption of normality 

and is based on ranks of the data (Field, 2009:180). 

 For practically significant correlation, a correlation coefficient of 0.1 indicated a small, non-

practically significant correlation. A correlation coefficient of 0.3 indicated a medium, practically visible 

correlation. A correlation coefficient of 0.5 indicated a large, practically important correlation (Steyn, 

2009:4).e results for Spearman’s Nonparametric correlation coefficients are shown in 

Table 6 below: 
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Table 10 Nonparametric Correlation  

  Section A 
Section 

B 
Section C 

fringe benefits 
Section C 

remuneration 

Section A 
Correlation 
Coefficient 

1 0.623 0.165 0.249 

Section B 
Correlation 
Coefficient 

 1 0.187 0.188 

Section C 
fringe benefits 

Correlation 
Coefficient 

  1 -0.261 

Section C 
remuneration 

Correlation 
Coefficient 

   1 

The correlations between the individual sections are as follows: 

 
Job Satisfaction and Engagement: r = 0.623 

 The correlation coefficient of 0.623 indicates a highly important correlation. Thus a high level of job 

satisfaction will imply a high level of engagement and vice versa. 

 
Job Satisfaction and Fringe Benefits: r = 0.165 

 The correlation coefficient of 0.165 indicates a low to medium correlation. Therefore, these two 

variables show a low practically significant correlation. This can indicate that the level of job satisfaction 

of an employee is not dependent on the fringe benefits an employee receives from the organisation. 

 
Job Satisfaction and Remuneration: r = 0.249 

 The correlation coefficient of 0.249 is close to 0.3, indicating a practically significant correlation. 

This can indicate that the level of job satisfaction an employee experiences in the organisation is 

influenced by his remuneration package. 

 
Engagement and Fringe Benefits: r = 0.187 

 The correlation coefficient of 0.187 indicates a low to medium correlation. Therefore, these two 

variables show a low practically significant correlation. This can indicate that the level of engagement of 

an employee is not dependent on the fringe benefits an employee receives from the organisation. 

 
Engagement and Remuneration: r-value = 0.188 

 The correlation coefficient of 0.188 indicates a low to medium correlation. Therefore, these two 

variables show a low practically significant correlation. This can indicate that the level of engagement of 

an employee is not dependent on the remuneration an employee receives from the organisation. 

 
Summary of Findings and Recommendations 

 The effect size for Bangalore with Hyderabad indicates practically significant. The mean values for 

the three demographical areas indicate that the employees in Hyderabad experience an ever so 

slightly higher level of job satisfaction than the employees in Bangalore. 

 The effect size between Bangalore and Hyderabad indicates a non-practically significant difference. 

The mean values for the two demographical areas indicate that the employees in Bangalore 

experience a lower level of engagement than the employees in Hyderabad. These indicators can 

again be studied to identify the drivers behind the higher levels of engagement. These drivers can 

then be applied to promote higher levels of engagement in Bangalore. 
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 The effect size between Bangalore and Hyderabad indicates a high practically important difference. 

The mean values for the two demographical areas indicate that the employees in Hyderabad 

experience a higher level of motivation from their fringe benefits than the employees in Bangalore. 

These indicators can be analysed to determine the fringe benefits that cause the employees in 

Hyderabad to be moresatisfied. The remuneration packages of the employees in Bangalore can then 

be amended with the fringe benefits similar to that of the employees in Hyderabad. 

 The effect size between Bangalore and Hyderabad indicates a high practically important difference. 

The mean values for the two demographical areas indicate that the employees in Bangalore 

experience a lower level of motivation from their remuneration packages than the employees 

Hyderabad. These indicators can again be studied to determine if the employees in Bangalore are 

under the impression that they receive market related salaries. These indicators can be compared 

with those of the employees of Hyderabad to determine if changes will be possible in the 

remuneration of the employees in Bangalore. 

 From the statistical data it can be concluded that all POLYCOM employees seem to be overall 

satisfied with their fringe benefits and the way that they are structured to the total cost-to-company 

packages that are offered to the different demographical areas. The statistical data also indicates 

that all POLYCOM employees are overall motivated with an acceptable level of job satisfaction and 

engagement. The proposed area that needs to receive additional focus is that of the cash component 

of the remuneration package. 

 
Conclusion 

 Compensation is an important factor in the design, implementation and maintenance of 

organisations. However, compensation includes not only wages paid to employees but also non-wage 

benefits such as medical insurance and a retirement plan (Weathington& Jones: 2007:292). Wages and 

benefits together are often the biggest expense incurred by organisations. The aim of this paper is to 

investigate and determine the correlation between the remuneration package and the level of job 

satisfaction and engagement. This was approached by focussing on specific objectives like fringe 

benefits, employee engagement. As employee needs and preferences changes from time to time, their 

needs to be addressed in a specific way to give a tough competition to the competitors. This study not 

only helped us, but also POLYCOM to know the difference between their own branches. 
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Abstract 
 With the advent of Digital India, the Reserve Bank of 
India has undertaken a comprehensive review of the 
guidelines relating to issuance and operation of Prepaid 
Payment Instruments (PPIs) including meal cards, gift 
cards, loyalty cards etc. and issued Master Directions on 
Issuance and Operation of Prepaid Payment Instruments 
in October 2017. With this, it has also taken a step 
forward towards digitisation of meal solutions and other 
such instruments.  
 This article intends to take an overview of the 
changing face of PPIs with special emphasis on the meal 
solutions. It also shares certain key insights upon the 
future of growth and opportunities for the PPI sector. 
Management Framework of such instruments as also the 
system, deployment of unused balances, fraud 
monitoring, audit and reporting requirements etc. Post 

demonetisation, the government has been actively 
working towards creating a less-cash economy. Digital 
payment systems are being encouraged for the growth of 
a less-cash society in India. Recently launched BHIM 
(Bharat Interface for Money) app based on Unified 
Payments Interface (UPI) to facilitate e-payments directly 
through banks is one of the live examples reflecting the 
commitment of the government in this direction. 
Similarly, the requirement of issuing PPIs like meal cards, 
gift cards etc. only in electronic form will positively 
contribute in encouraging the shift from cash culture 
towards digital payment society.  
Keywords: Prepaid Payment Instruments (PPIs), Types, 
RBI guidelines/ conditions, Digital Meal Solutions, Tax-
Saving, Benefits for the Employers and Employees, 
Grievance Redressal. 

 
Introduction 

 The ease of use of various Prepaid Payment Instruments (PPIs) like meal cards, gift cards, loyalty 

cards etc. has helped them gain acceptance among a vast majority of people in India. The growing usage 

of PPIs for purchase of goods and services as well as funds transfer and employee benefits like meal 

benefits, conveyance reimbursements, medical reimbursements etc. has invited the attention of the 

regulatory bodies like the Reserve Bank of India (RBI) to strengthen the norms for safety, security, risk 

mitigation and customer protection aspects related to usage of PPIs. Accordingly, the RBI has 

undertaken a comprehensive review of the instructions relating to the issuance and operation of PPI and 

issued Master Directions on Issuance and Operation of Prepaid Payment Instruments in October 2017.  

 The major changes made in the Master Directions relate to eligibility to issue semi-closed and open 

system PPIs, regulatory and KYC requirements, safeguards against Money Laundering (KYC/ AML/CFT) 

provisions, rationalisation of types of PPIs, issuance and loading of PPIs, customer service, grievance 

redressal and protection-related aspects such as security, fraud prevention and Risk. 

 
Types of PPIs  

PPIs are broadly classified under the following three categories: 

 (i)Closed system PPIs - These are PPIs issued by an entity, including individuals, proprietorship 

firms, partnership firms etc., for facilitating the purchase of goods and services from that entity only. 

They do not permit cash withdrawal or redemption. This can be compared with vouchers issued by food 

retail chain for purchases from that brand outlet itself. 

 (ii)Semi-closed system PPIs - These are PPIs which can be used for purchase of goods and 

services, including financial services, remittance facilities etc. at a group of clearly identified merchant 
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locations/establishments which have a specific contract with the issuer. These instruments do not 

permit cash withdrawal. Most of the mobile wallets are examples of semi-closed system PPIs. 

 (iii)Open system PPIs - These are PPIs which shall be only issued by banks, can be used for the 

purchase of goods and services, including financial services, remittance facilities etc., at any merchant 

locations e.g. gift cards etc. Banks issuing such PPIs shall also facilitate cash withdrawal at ATMs/Point 

of Sale (PoS)/ Banking Correspondents. 

 
RBI Conditions  

Future of Meal Vouchers - Meal Cards and Digital Meal Solutions 

a. Such PPIs shall be issued only as semi-closed PPIs, in electronic form that are reloadable. 

b. No prepaid meal instruments in paper voucher form shall be issued after February 28, 2018. 

c. No cash withdrawal or funds transfer shall be permitted from such instruments. 

d. Outstanding amount at any point in time , shall not exceed 1,00,000/- (KYC to be complied) 

e. All PPIs issued in the country shall have a minimum validity period of one year from the date of last 

loading/reloading in the PPI. PPI issuers are free to issue PPIs with a longer validity.  

 
Meal Vouchers as a Tax-Saving Employee Benefit 

 Companies have found that providing their employees with meal vouchers that can be used during a 

working day to buy meals have improved productivity. In fact, the International Labour Organisation 

(ILO) recognises meal voucher programs as being important to an employee’s health and well-being. 

Frequently used by employees at office cafeterias to have lunches (often subsidised), meal vouchers are 

a popular tax saving tool offered by most Indian companies. 

 The valuation of the perquisite embedded in the provision of the food and non-alcoholic beverages 

or meal vouchers is guided by Rule 3(7)(iii) of the Income Tax Rules, 1962. It states as below: 

 “The value of free food and non-alcoholic beverages provided by the employer to an employee shall be 

the amount of expenditure incurred by such employer. The amount so determined shall be reduced by the 

amount, if any, paid or recovered from the employee for such benefit or amenity. 

 Provided that nothing contained in this clause shall apply to free food and non-alcoholic beverages 

provided by such employer during working hours at office or business premises or through paid vouchers 

which are not transferable and usable only at eating joints, to the extent the value thereof in either case 

does not exceed fifty rupees per meal or to tea or snacks provided during working hours or to free food and 

non-alcoholic beverages during working hours provided in a remote area or an off-shore installation.” 

 As quoted above, the Income Tax rules provide an exemption to the extent of R50 per meal in 

respect OF the value of food and non-alcoholic beverages or meal vouchers provided by the employer. If 

the value of food and non-alcoholic beverages or meal vouchers exceeds R50 per meal, the value in 

excess of the amount shall be made taxable. This rule does not specify the number of meals which can be 

consumed per day. As such, one or two meals per day during the working hours can be considered 

reasonable. Further, to ensure the usage of meal vouchers for the intended reasons, the same are not 

transferable in any other form and can be utilised only for the purchase of food and non-alcoholic 

beverages 

 
Benefits for the Employers through Digital Instruments  

 Offering Tax-Friendly Options to Employees - Rule 3(7)(iii) of the Income Tax Rules, 1962. 

 Administrative Ease 

 Adherence to compliance 
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Benefits for the Employees through Digital Instruments  

 Tax Savings 

 No issues for broken payments 

 No fear of losing physical vouchers 

 keeping a track on expenses 

 
Customer Protection and Grievance Redressal Framework 

 To enhance the faith and trust for the widespread use of PPIs in the country, RBI has also laid down 

several measures in respect of customer protection and grievance redressal as below: 

 PPI issuers shall disclose all important terms and conditions in clear and simple language 

(preferably in English, Hindi and the local language) to the holders while issuing the instruments. 

These disclosures shall include the associated fees, charges and the expiry date of such instrument. 

 PPI issuers shall put in place a formal, publicly disclosed customer grievance redressal framework, 

including designating a nodal officer to handle the customer complaints/grievances, the escalation 

matrix and turn-around-times for complaint resolution.  

 PPI issuers shall clearly outline the amount and process of determining customer liability in case of 

unauthorised/fraudulent transactions involving PPIs.  

 PPI issuers shall provide an option for the PPI holders to generate/receive account statements for at 

least the past 6 months. 

 
The Way Forward for PPI Industry 

 While meal vouchers are already making a move to go digital from physical meal vouchers, the 

industry is moving towards digitisation of other employee benefits like conveyance reimbursements, 

telephone and mobile reimbursements, medical reimbursements etc. Further, through government’s 

continued thrust on digital economy and the RBI’s master directions on issuance and operation of PPIs, 

the industry is undergoing a paradigm shift.  

 As per the statistics released by RBI in its monthly bulletins, the total volume of transactions 

through PPIs was 748 million in 2015-16. However, this volume was surpassed in the 4 months post 

demonetization (November 2016-February 2017) with PPIs clocking 1,006 million transactions in the 

period. During the first 7 months of FY 2017-18 (April 2017 to October 2017), a total of 1903 million 

transactions were made through Prepaid Payment Instruments. The industry is at an inflection point led 

by fast-changing consumer behavior, government/ regulatory initiatives, ever-increasing 

entrepreneurial activity and strong investor appetite. This synergy is unleashing tremendous innovation 

and would transform the financial services/payment sector in India.  

1. It is expected that by 2020, 

2. 40% of merchants are expected to have electronic payment devices like PoS, NFC reader. 

3. 50% of total internet population expected to be constituted by rural residents. 

4. 70 –80% Indians will use their mobiles to access internet-enabled services. 

5. 50% of the bill payment transactions will be using electronic channels. 

6. (Source :www.naavi.org ) 

 
Conclusion 

 PPIs are indeed going to be the talk of the town in the time to come as emerging companies and 

startups are introducing innovative and effective ways in their way of working. Charles Darwin stated 

http://www.naavi.org/
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once, it will be the ‘Survival of the Fittest’ and in this case, those who adapt more quickly and more 

swiftly to the changing business requirements will be the ‘fittest’. With PPIs reshaping the financial 

systems, it is going to be a win-win situation for the consumers at large.  
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Abstract 

 India is a young country and by 2020 it is likely to 
grow youngest with 65 percent of its population less than 
35 Years of age (Times of India March 2016). By the end 
of 2018, close to 530 Million smart phone users will be 
from India and still growing 20% YOY (Zenith Oct 2017). 
It is also home to largest Facebook users (241 Million). 
The trend suggests that more and more Indians are 
adopting mobile technology and spending more time 
surfing data through their Smartphone. Indians spend 
4:40 Minutes on internet against 3:30 Minutes by Chinese 
while they are spending one hour more (03:30 Min) 
against 02:30 Min by Chinese on mobile internet (Info 
graphic Jan 2016). It clearly indicates that Indian market 
is fast moving from physical space towards virtual space 
i.e. digital space and it is the Smartphone where Indian 
market live. The latest e commerce sale (Oct 2017) also  

 
suggested that more and more customers are adopting 
digital market place (33% of smartphones were 
purchased online). When the market has moved from 
physical to virtual and smartphone is fast becoming the 
marketplace i.e. a place where market live, it is logical for 
marketers to exploits its potential to target its customers 
effectively. Use of Location Based Marketing (LBM) 
through the device gives a unique opportunity to 
marketers to provide customers with right message, at 
right time and at right place. The present paper is an 
exploratory study on this new tool of LBM marketing; it 
attempts to understand the scope, growth and potential 
of location based marketing practices in the overall 
digital landscape in India. 
Keywords: Location Based Marketing, Digital Landscape, 
Geo fencing and beacons. 
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Introduction 

 Location Based Marketing is a Direct Marketing Strategy wherein the marketer will give an alert 

regarding a nearby business offering or a promotion to the customer by using his/her mobile device 

location. Location Based Marketing is a popularly used Marketing Strategy in developed nations and is 

slowly being adopted by other nations. Location Based Marketing is a very powerful tool and it has the 

potential to simplify the targeting process of the company. With LBM (Location Based Marketing) the 

companies can not only serve the right product to the Right Customer at Right Time but also at the Right 

Place. 

 LBM will create a greater impulse than any other marketing strategy because it will see that the 

convenience of the customer is taken care and he can easily arrive at the place to make a purchase. 

 



 

 
 

 

29 | P a g e  

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

 

Shanlax International Journal of Management 

 

Need for the Study 

 Location Based Marketing (LBM) is a major opportunity to marketers in India with its huge base of 

mobile users and this study is intended to describe the importance of LBM and its impacts and 

challenges and how it will revolutionize India’s Marketing trends. 

 
Objectives of the Study 

 To explore the potential of Location Based Marketing in INDIA. 

 To Understand the Challenges of LBM in INDIA. 

 To understand the impact of Mobile Phone Marketing & Advertising and its support to LBM. 

 
Methodology 

 The study on “Location Based Marketing in a Digital Landscape in India” is studied during 2017-

18, andit is an exploratory study. All the secondary sources have been used to study the phenomenon. 

 
Mobile Phone users in India 

 The statistic shows the number of mobile phone users in India from 2013 to 2019. For 2017 the 

number of mobile phone users in India is expected to rise to 730.7 million. In this same year the number 

of Smartphone users in India is predicted to reach 340 million and could reach almost 468 million by 

2021.  

Figure 1 No of mobile Phone users in India Year on Year (in millions) 

 
Source: https://www.statista.com/statistics/274658/forecast-of-mobile-phone-users-in-india/ 

 
Digital Advertising and Share of Internet ADS on Mobile 

 Digital advertising is taking over very fast. Statistics show that the offline advertising sources have 

dropped to 65% in the last year, 2016 from 91% in 2006. The companies receive more than one third of 

their profits from digital advertising. Also, the process of digital advertising is low cost unlike traditional 

advertising, and everything is measurable in this process, like real time result, market oriented, easy 

strategy, long time exposure, complete brand information. 

 

 

 

https://www.statista.com/statistics/274658/forecast-of-mobile-phone-users-in-india/


 

 
 

 

30 | P a g e  

National Seminar on Strategies & Innovations in Management  

VISHWA VISHWANI Institute of Systems & Management, Hyderabad 

Figure 2 Percentage share of Internet ads on Mobile 

 
   Source: GroupM 

 Most people use mobile phones and keep them handy throughout the day. Potential mobile 

customers keep their phones with them, and they keep them turned on. This means that time-sensitive 

messages, such as notifications of sales and special events, can reach customers with little or no delay. 

No other advertising medium offers this “always on” advantage. Many advertisers increased their ad 

spending to spur demand, which was possible by the buffer provided by low commodity prices, which 

have reduced their input costs. 

Figure 3 Expenditure split of Digital marketing in India 

 
    Source: www.statista.com 

 
Growth of Indian ad spending in 2017 

 India’s Advertising expenditure is estimated to grow 10% to reach Rs 61,204 Cr. in 2017, according 

to a report released by WPP-owned media company Group M. In terms of media channel growth, digital 

will remain the fastest growing medium, seen expanding 30% as OTT(Over-the-top) platforms gain 

popularity and command better ad rates. Traditional media channels will continue to dominate; with ad 

expenditure on TV (Television) expected to grow 8%. A stable growth of 4.5% is forecast for print 

media.  

 

http://www.statista.com/
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Table 1 Advertising Media and respective expenditure (in Rs Cr.) 

Media Advertising Expenditure ( in Rs Crore) 

 2015 2016 2017 

TV 23022 25350 27378 

Print 16800 17472 18258 

Digital 4950 7300 9490 

Out Of Home 2582 2750 2942 

Radio 1997 2240 2464 

Cinema 408 560 672 

Total 49759 55672 61204 

Source: Group M 

 
Figure 4 Year on Year change of Advertising Expenditure (in %) 

 
   Source: Group M 

 
Location based marketing in India 

 Location is the most vital piece of information about a person’s identity as they build personas and 

even stereotype personalities based on where they belong to. People are emotionally connected to 

where they belong and there is a sense of pride attached to the location that one belongs to. Marketers 

over a decade have become aware that using location-based Marketing is a very effective way of 

reaching out to their audience. Internationally location-based Marketing services are projected to  

$ 17.9 billion market by 2019. 

 Location-based advertising targets audiences in a specific geographic area based on mobile phone 

signals, GPS and cell tower triangulation. Location-based services allow marketers to personalize the 

information shared and build high relevance as targeting is more precise. 

 
How location-based advertising works? 

 Location-based advertising works in different formats. Targeting for location-based advertising can 

be broadly is categorized into the following: 
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Administrative Regions Targeting 

 Advertisers will target audience by State, City or Pin Code based on the requirement. Companies 

that use this format includes cab aggregators or food delivery companies who want to reach to the 

audience in a specific location. 

 
Geo-Fencing and Geo-Conquesting 

 Geo-fencing or Geo-conquesting helps the advertiser to target consumers in a specific distance from 

a determined location. Geo-fencing is done based on GPS, Wi-Fi, Beacons or Bluetooth signals. Geo-

fencing is used by Retailers, QSR’s or Automobile dealers to drive Footfalls into the Outlets. 

 
Points of Interest  

 Advertisers can also use location as a proxy for target group at points of interest such as railway 

stations, airports, shopping malls, universities and IT parks. An example of this would an e-commerce 

company targeting users in shopping malls and IT parks. 

 
Customer Segments based on Location History 

 Advertisers can develop custom segments based history of real world places visited by users, which 

provide insights into life stage and behavioral attributes of the user. An example of this would an airline 

targeting a user who frequently visits airports and business class hotels. 

 
How Effective is Location-based Advertising? 

 Around 60% of consumers use mobile devices to find information on local products and services, 

and 40% of those are on-the-go when searching. (Source : Thrive Analytics ) 

 60% of consumers have used location information in ads. 4 in 5 consumers’ want ads customized to 

their city, zip code or immediate surroundings. (Source: Google) 

 Location-based ad efforts were almost twice as effective as the mobile industry average click-

through rate (CTR) of 0.4%. (Source : Verve) 

 Nearly70% of consumers are willing to share location info if they get value in return like deals 

coupons, loyalty points or other forms of rewards (Source : Thrive Analytics)  

 Results from an independent consumer survey conducted on behalf of Brainstorm and the Mobile 

Marketing Association (MMA) reveal that the majority of users (74%) are happy to share their 

location based data with third parties. 

 
Indian Brands that have Leveraged the Location based Advertising Effectively 

OLX India 

 OLX used hyper-location targeting to expand their reach 2nd hand automobile & mobile markets 

using pin-codes. The users were being targeted with personalized contextual overlay ads using network 

apps and mobile sites. The 6 weeks long campaign has reached over 5, 00,000 unique users and cost per 

unique reach was 3 paisa. The click to install app was 4 times more than other campaigns of OLX. Nearly 

60% of the install resulted in transactions. 

(Source: https://www.youtube.com/watch?v=c4AvCl3UEDU) 

 

  

https://www.youtube.com/watch?v=c4AvCl3UEDU
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Bose India 

 Bose reached a specific set of audience to build awareness for its Premium Noise Cancelling 

Earphones in key cities. Bose used location-based advertising to reach out to audience present within a 

500-meter radius of all airports in India, users who visited 5-star hotels in the vicinity of airports and 

who lived in the top 10 percentile of residential areas. The users were displayed dynamic banners and 

landing pages based on their location. The campaign delivered over 5,000 clicks every day for Bose 

during the campaign duration. “AIRPORTEXPRESS - BOSESOUNDTOUCH” is the name of the campaign. 

 
Figure 5 Leading Players in Location Based Advertising 

  

 
   (Source: www.digitaluncovered.com) 

 
Challenges of LBM 

 Customer Acceptance of LBM: As each customer has his own attitudes and perceptions toward his 

or her buying behavior, it is important to understand that each customer has his or her own point of 

view towards LBM. However, there are some common factors which influence the consumer 

acceptance of such services. 

 Privacy: It is generally observed that in the world of marketing, data is considered as a serious 

investment. As long as the marketers have more data about customers, they can provide better 

services which as a result increase their profits. This seems easy for marketers, but when it comes to 

the consumers it gets complicated. Simply talking, consumers need to be given a choice, which 

makes them more comfortable about collecting their data. They need an option to either turn off 

notifications or out of App. Allowing consumers to have a variety of options like choosing how many 

messages they can receive in a day, what topics they would like to receive messages about, and 

during what time of day they’d like to receive messages results in happier consumers. 

 Security: One of the possible threats to consumers is stealing their identities or using their 

information anonymously. Criminals can use location data to steal identities when location data are 

disclosed, particularly when they are combined with other personal information. By illicitly gaining 

access to these profiles, criminals acquire information such as a consumer’s name, address, 

interests, and friends and co-workers’ names. Another security threat is cheating or providing a fake 

location by the consumer. 

 Adaptive Smart Content: Without any doubts, location based content is an excellent way to 

connect with consumers and make them feel right at home. Customizing content based on what they 

want and need is crucial for marketers. Nowadays, they should adopt the latest new technology to 

be able to provide customers with high standard and smart services, which can do a more 

complicated data processing and artificial intelligence techniques in order to provide smart 

contents which help the customers to make decisions. 

 Personalization and matching consumer’s preferences: Personalization for location-based 

messages will be taken to the next level in the future, and retailers and brands are beginning to 

http://www.digitaluncovered.com/
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understand this. Clearly, the biggest key when jumping into location-based marketing is giving 

consumers control of their preferences—it’s not just an opt-in or opt-out scenario. 

 Design: For those companies trying to provide location based services, it is crucial to keep specific 

aspects in mind when developing user interface for mobile applications. Significantly, the use of 

mobile applications is increasing steadily on a daily basis and more and more consumers want 

applications that simplify their lives, make their work easier, and provide entertainment. 

 
Findings 

 For 2017 the number of mobile phone users in India is expected to rise to 730.7 million. 

 Statistics show that the offline advertising sources have dropped to 65% in the last year, 2016 from 

91% in 2006. 

 Indian Advertising Spending has increased 10% in the year 2017 to reach 61,204 Cr. according to a 

report of Group M. 

 Mobile Phone Advertising is expected to grow 47% year on year percentage in 2018. 

 Internationally location-based Marketing services are projected to $ 17.9 billion market by 2019. 

 Around 60% of consumers use mobile devices to find information on local products and services, 

and 40% of those are on-the-go when searching. (Source : Thrive Analytics ) 

 60% of consumers have used location information in ads. 4 in 5 consumers’ want ads customized to 

their city, zip code or immediate surroundings. (Source: Google) 

 Location-based ad efforts were almost twice as effective as the mobile industry average click-

through rate (CTR) of 0.4%. (Source : Verve) 

 Nearly70% of consumers are willing to share location info if they get value in return like deals 

coupons, loyalty points or other forms of rewards (Source : Thrive Analytics)  

 LBM have some challenges like customer acceptance, privacy, design which should be overcome for 

it to be a successful in India. 

 
Conclusion 

 The potential of LBM to provide value and foster innovation to benefit the economy and consumers 

is tremendous. ¬It is transforming the ways people across the world conduct business, organize their 

lives, and have fun. Location-based marketing is here to stay and will provide companies with another 

avenue to reach out their customers in a new, inexpensive and faster way. Companies that embrace it 

will be more agile than their competitors while those that don’t will be left behind.  

 Location-based mobile marketing brings about the convergence of online marketing and the 

physical shopping experience. Preferred tools include QR codes, click-to-call, coupons and mobile apps. 

Fewer than one-out-of-four offline businesses are making effective use of these tools. Those that are 

have already gained considerable advantage over slow adopters, but all is not lost. It’s still early and 

there’s time to catch up and capture market share with location-based mobile marketing. 
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Abstract 
 Training and development (T&D) is vital strategic 
tool for augmenting performance of employee and 
organization. The main objective of this study is to 
examine the effectiveness of T&D on employees’ in private 
bank located in Bengaluru city, Karnataka State. For this 
purpose, structured questionnaire was prepared by 
considering five components of T&D and it was 
administered to 55 employees of a selected private bank. 

The collected data was analyzed using descriptive and 
inferential statistics methods such as: percentage 
analysis, chi-square test and ANOVA using Minitab 
respectively. The reliability co-efficient, Cronbach alpha 
was 0.89 for 16 items and results of ANOVA showed 
strong correlation between five T&D components 
considered for the research study.  
Keywords: Training and development, Private bank, 
Anova

 
Introduction 

 Since 1990’s the economy has been characterized by severe competition and rapid technological 

advancement. Due to rapid changes in economy, organizations are vulnerable to various challenges and 

hence they need to constantly upgrade themselves to stay in-par with the changes happening in the 

global context. Due to these changes, there is a great demand for new job requirements at improved 

level of workforce skills to match the varying organizational structures and job specification. Off late, in 

order to stay competitive, organizations are striving hard to develop various training modules to 

employees. This is where the need for training and development arises. “Training is usually considered 

as the organized procedure by which people gain knowledge and increase skill for a definite purpose” 

(Dale S Beach,). For training initiative to be more effective, organization needs to examine the extent to 

which training and HRD system are closely connected with the organizational strategy.  

 According to the Edwin B Flippo, “Training is the act of increasing knowledge and skills of an 

employee for doing a particular job.”  

 
Training and Development 

 Training and Development (T&D) is important for increasing employee’s knowledge, effective 

performance, ability and adapt to changing business environment. The aim of any training programme is 

to provide instruction and experience not only to new employees but also for existing employees to 

reach the higher level of performances (Rani &Garg, 2014). For any organization, customer satisfaction 

plays a primary role and it is vital for service oriented firms, like banking sector. With the advent of IT 

revolution in India, the need for computerization was felt in the Indian banking sector to improve the 
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customer services and for effective reporting. (Courtesy: Forbes India). There is a need for the 

continuous training and development of the staff in the areas of customer services on operational 

aspects and behavioral aspects of the business. The training needs are assessed through task and 

performance analysis, which can be conducted through surveys, or from the information furnished by 

the departmental heads and customer complaints.  

 Training is a reactive process meant for operatives aimed to develop additional Knowledge, Skills 

and Attitude (KSA) to meet the present need of the employees. Training initiative is taken by the 

management and is a short term process.  

 Development is a proactive process aims to develop total personality to meet the future need of an 

employee. 

 Effective T&D programs help to retain the right people and make profits. Effectiveness of the 

employee is very much dependent upon the level of training imparted. Training and development are 

strategic tools for effective individual and organizational knowledge. Training and development has high 

impact on both organizational and employee benefits. Organizational benefits include profit growth, 

reduced employee turnover, deeper talent succession pipelines. Employee benefits include increased 

employee motivation, improved engagement, and improved speed to competency and productivity.  

 Need for T&D in banking sector, is to obtain the specialized skill needs to operate as enterprises, to 

remain competitive in highly competitive environment, to keep the turn over and man power cost down, 

cost effective performance, prepare employee for higher level job, increase productivity, quality, 

quantity improvement of existing skill and acquisition of new skills, better understanding of people, 

their reactions, aspirations, self-development and problems. This study focuses on measuring the 

effectiveness of training and development in a private bank located in Bengaluru city, Karnataka State.  

 
Literature Survey 

 “Training is systematic development of the knowledge, skills and attitudes required by an individual 

to perform adequately a given task or job”. (Source: A Handbook of Human Resource Management 

Practice, Kogan Page, 8th Ed., 2001). According to the Edwin B Flippo, “Training is the act of increasing 

knowledge and skills of an employee and it improves the aptitudes, skills and abilities of the employees 

to perform specific jobs. Training helps in updating old talents and developing new ones. 

 According to Blain (2009), in Europe, 44% of employees receive job related technical skills training , 

33% receive on Information Technology, 18% in sales, 25% on personal development skills, 21% on 

management skills training and 15% on leadership skills development.  

 McDowall et. al., (2010), argues that the recognition of the importance of training in recent years 

has been heavily influenced by the intensification of competition and the relative success of 

organizations. According to Garavan (1997), and Berge et.al., (2002), training is the planned and 

systematic modification of behavior through learning events, activities and programs which results in 

participants achieving the levels of knowledge, skills, competencies and abilities to carry out their work 

effectively. A formal training program is an effort by the employer provides opportunities for the 

employer to provide opportunities for the employee to acquire job-related skills, attitudes and 

knowledge. This means for any organization to succeed in achieving the objectives of its training 

program, the design and implementation must be planned and systematic, tailored towards enhancing 

performance and productivity.  

 Training and development aimed at improving and enhancing organizational performance (Vinesh, 

A, 2014) and it is essential to build and sustain competitive advantage (Mnjala, D. M. (2014). Employee's 

competence in specialized knowledge and skill often enhanced by continuous training and development 
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(Cascio, 1998), Beardwell, Holden, Claydon, 2004, Ivancevich, 2003, Mondy & Noe, 2005; Noeet. al., 

(2006), Hollenbeck, Gerhardt & Wright (2006) Yong, (2003), Torrington, Hall & Taylor, (2005). Training 

evaluation is a systematic process of data and information collection to examine if the purpose of 

training is really achieved (Goldstein & Ford, 2002) or not. Training evaluation is done in following 

stages: reaction, learning, behavioral changes and return on investment (Kirkpatrick, 1998). The table 

below summarizes the training and development components considered by various researchers in 

different sector. 

 
Table 1 Summary of Training and Development Components Considered by  

Various Researchers in Different Sector 

Sl.No. Authors T & D Components Research outcome 

1 Pallavi P. Kulkarni, 

(2013) 

 

1.Job analysis 

2. Employee analysis 

3.Behavior 

4. Learning principles 

This program improves employee performance at 

workplace, updates employee knowledge and 

enhances their personal skills. 

2 Kavita rani, 

DikshaGarg, ( 2014) 

1.Job involvement 

2.Commitment 

3. Job satisfaction 

Training and development programme have effective 

impact on employees and as well on the organization 

3 P.Nischithaa , MV 

AL.Narasimha 

Rao, (2014) 

1. Employee morale 

2. Job satisfaction 

Training and development programme are essential 

to success of all companies 

4 Vinesh, (2014) 1.Worker satisfaction quality of 

service 

2. Products 

Ensure that our employees are equipped with the 

right kind of skills, knowledge and abilities to perform 

their assigned tasks, training and development plays 

its crucial role towards the growth and success of our 

business 

5 NurayAkter , (2016) 1.Job involvement 

2.Commitment 

3. Job satisfaction 

Focused and analyzed that employee training & 

development one of the indispensible part of human 

resources management with the identification of 

organizational need, technique and procedure at 

different industrial perspectives. 

6 Rohan Singh, 

MadhumitaMohanty, 

(2012) 

1.Job analysis 

2.Employee analysis 

3.Behavior 

4.Learning principles 

Training has a significant role to play on productivity. 

9 OmbuiKepha, Kagiri, 

Assumptah.W, Omoke, 

Dismas O, (2014) 

1.Behavior 

2.Learning principles 

Study sought to establish the influence of Training and 

Development on the performance of employees in 

research institutes in Kenya. 

10 WorluOkechukwu, 

(2017) 

1.Job analysis 

2.Employee analysis 

3.Behavior 

4.learning principles 

Training and development' has a significant positive 

impact on employees' job satisfaction 

11 Raja Abdul Ghafoor 

Khan, (2011) 

1.Job training 

2.Delivery style 

3. Training design 

The T&D factors have significant effect on 

Organizational Performance 

12 Williams 

G.Cunnugham, 

(2009) 

1.Improving teacher status 

2.Commitment 

3.Motivation 

4.Stress preparation, 

5.Joint student-parent-teacher 

problem solving 

Training and development in schools has improved 

teacher student bonding and increase in school 

performance 
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 From the Table: 1, it is evident that, T&D intends to increase employees’ efficiencies, innovation, 

flexibility and capacity to accept new technologies and techniques (McNamara, C., 2008). T & D develops 

and improves the organizational health culture (Raja & Kumar, 2016) and organizations must identify 

the needs for T & D and select appropriate techniques to implement and evaluate outcome thereafter 

(McCourt & Eldridge, 2003). Based on frequency of consideration by various researchers, following five 

components of T & D were identified for the present study. The components selected were namely: Job 

Analysis, Skill development, Job Involvement, QWL and Job satisfaction. 

 
Problem Statement 

 The study is to observe the level of effectiveness of T&D in a private bank, which will influence the 

employees motivation and leading to overall performance of employee and organization.  

 
Objectives 

The objective of this research paper is:  

1. To identify the components of T&D.  

2. To measure the level effectiveness of T&D 

3. To analyze the relationship between demographical profile of employees and level of T&D. 

4. To analyze the relationship between T&D components. 

 
Research Methodology 

 The data for the study were collected through a structured questionnaire, which was prepared and 

administered to 55 employees of a private bank in Bengaluru city, Karnataka State. The effectiveness of 

training and development was measured using a 16- item questionnaire consisting of two parts namely: 

Part A and Part B. Part A consists of General information about employees such as: Age of Employees, 

Gender, Experience of employees, Education background, Designation of employees, Average Salary paid 

to employees and Part B consists of 16 items pertaining to five components. The Five point Likert scale 

(5-Excellent, 4- Very Good, 3-Good, 2- Fair, 1-Poor) was used to describes the extent to which the 

respondents agree with each items in the questionnaire. The so collected data was entered into Excel 

sheet for the purpose of analyzing it. The data was analyzed using descriptive and inferential methods of 

13 Steven Rhoden Rita 

Ralston, (2009) 

1.Instrumental skills 

2.Good skills 

3.Passenger safety precautions 

Training and development has helped in acquiring the 

necessary skills for employee 

14 Bian Wu, (2005) 1.Presentation skills 

2.Teaching computer science 

new Techniques 

By providing GDBL training gaming has helped to 

increase students’ knowledge, skills, attitudes 

15 Frayne & Colette, 

(2000) 

1.Confidence 

2.Motivation 

3.Counseling 

4.Finding individual’s potential 

Training and development has increased self-

efficiency and outcome expectations leading to 

improve in job performance 

16 McKeachie, Wilbert J, 

(1987) 

1.Learnings strategies 

2.Thinking and problem 

solving 

3.Case method 

4.Class size 

5.Academic tasks 

6.Teaching methods 

7.Personality 

T&D notes the role of research in identifying new 

goals for higher education and a focus on the process 

product relationships between faculty 

teacher behavior and student outcomes 
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analysis. A total of 61 questionnaires were administered and only 55 completely filled and valid 

questionnaires were returned accounting to a response rate of 90.16%, while the remaining 6 

questionnaires were discarded due to improper filling.  

 
Result & Discussion 

Demographic Characteristics of the Respondents 

 The demographic characteristics of the respondents indicate that 27 (49.09%) of the sample size 

was male while 28(50.90%) were female, which implies that the population of female respondent is 

higher than male. Regarding the average age of employees; 21(38.18%) of the sample respondents were 

aged between 20 -30 years while 15(27.27%) of the respondents were in the age group of 50 to 60years. 

Meanwhile, 16(29.09%) of respondent were paid salary of Rs. 20000 to 30000, 13(23.63%) of sample 

respondents were paid salary of Rs. 30000 – 50000, further 11(20%) each of the sample were paid 

salary of Rs. 10000 to 20000 and above Rs. 50000 respectively, implying that maximum sample of 

profile were paid salary of Rs. 20000 to 30000. With respect to Designation of employees, 29(52%) 

constituted of office staff, indicating that, more than 50% of the sample profile were office staffs. With 

respect to work experience, 26(47.2%) of the respondents had experience less than 10 years. The Table: 

2 below present the details of percentage analysis of the demographical profile of respondents.  

Table 2 Summary of Percentage analysis of Demographical characteristics of Respondents 

Sl. No Demographical Characteristics 
Level of T&D 

Percentage 
Eff Non-eff 

1 Gender 
Males 09 18 49.09 
Females 17 11 50.90 

 
2 

 
Age 

Between 20-30 years 07 14 38.18 
Between 30-40 year 04 03 12.72 
Between 40-50 year 04 08 21.82 
Between 50-60 year 07 08 27.27 

 
 

3 

 
 

Salary 

Less than Rs. 10000 01 03 7.27 
Between Rs.10000 - 20000 04 07 20 
Between Rs.20000 - 30000 07 09 29.09 
Above Rs.30000 14 10 43.63 

 
4 

 
Designation 

Accountant 05 06 20 
Branch Manager 05 02 12.72 
Manager 05 03 14.54 
Office Staff 11 18 52.72 

5 Qualification 

ITI 05 02 12.72 
Diploma 01 06 12.72 
Graduation 11 17 50.90 
Post Graduation 09 04 23.63 

6 Experience 

Less Than 5 years 05 09 25.45 
Between 6- 15 years 05 09 25.44 
Between 16-20 years 08 03 20 
More than 20 years 08 08 29.09 

 
Level of Effectiveness of T & D 

 From the above Fig: 1, it can be inferred that 51% of 

respondent had a opinion that T&D was effective while rest 

expressed it to be in-effective.  

 
 
 

 
Fig. 1 Level of Effectiveness of T & D 
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Descriptive Analysis 

 The descriptive statistics was performed to measure the mean values and standard deviation for 

analyzing the variation. The Table: 4 presents the details of descriptive statistics, where the average or 

mean value of every variable is more than 3.5 on the scale of 1 to 5 and standard deviation for all five 

T&D components considered was less than 1, which is quite significant. The values of skewness depict 

the strong perceptions of respondents towards the questionnaire items. The data is negatively skewed 

for Job analysis and QWL, while for others it is positively skewed. Finally, the Kurtosis values showed all 

the values in negative but with very small magnitude for job analysis, job involvement and Quality of 

Work Life i.e. almost closed to 0, while for skill development and job satisfaction the magnitude was 

high.  

Table 4 Descriptive Statistics 

T&D Components Mean Standard Deviation Skewness Kurtosis 

Job Analysis 3.845455 0.599943881 -0.13666 -0.26631 

Skill development 3.684848 0.553396478 0.263054 -0.85126 

Job involvement 3.739394 0.695934428 0.015543 -0.36807 

Quality of Work Life (QWL) 3.690909 0.669298956 -0.07483 -0.38797 

Job satisfaction 3.8 0.665430954 0.203488 -0.85826 

 
Relationship between Demographical Characteristics of the Respondents and Effectiveness of 

T&D 

 The Table: 5 depicts the details about relationship between demographical characteristics of the 

respondents and effectiveness of T&D 

Table 5 Summary of Demographical Characteristics of the Respondents and Effectiveness of T&D 

Sl. 
No. 

Demographical 
characteristics 

Level of 
Eff 

Level of 
Non-Eff 

χ²table 

Value 
χ²cal 

Value 
P 

value 
Significance 

Level 

1 
Gender of 
employees 

Males 09 18 
3.84 4.134 0.042 Reject H0 

Females 17 11 

2 
Age of 
employees 

Between 20-30 years 07 14 

7.81 1.746 0.627 Accept H0 
Between 30-40 year 04 03 
Between 40-50 year 04 08 
Between 50-60 year 07 08 

3 
Salary of 
employees 

Less than Rs. 10000 05 10 

7.81 2.656 0.448 Accept H0 

Between Rs.10000 - 
20000 

07 09 

Between Rs.20000 - 
30000 

07 06 

Above Rs.30000 07 04 

4 
Designation 
of 
employees 

Accountant 05 06 

7.81 3.413 0.332 Accept H0 
Branch Manager 05 02 
Manager 05 03 
Office Staff 11 18 

5 
Qualification 
of 
employees 

ITI 05 02 

7.81 7.926 0.048 Reject H0 
Diploma 01 06 
Graduation 11 17 
Post Graduation 09 04 

6 
Experience 
of 
employees 

Less Than 5 years 05 09 

7.81 4.408 0.221 Accept H0 
Between 6- 15 years 05 09 
Between 16-20 years 08 03 
More than 20 years 08 08 
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 From the Table: 3, it is evident that, Gender of an employee is not associated with effectiveness of 

T&D, since, χ²cal > χ² tab value, hence reject the null hypothesis.  

 With respect to, Age of an employee, the age of employees is associated with effectiveness of 

 T&D, since, χ²cal < χ² tab value, hence accept the null hypothesis. 

 With respect to Salary of an employee, the average salary of an employee is associated with 

effectiveness of T&D, since, χ²cal < χ² tab value, hence accept the null hypothesis. 

 With respect to Designation of an employee, the designation of an employee is associated with 

effectiveness of T&D, since, χ²cal < χ² tab value, hence accept the null hypothesis. 

 With respect to, qualification of an employee, the qualification of an employee is not associated with 

effectiveness of T&D, since, χ²cal > χ² tab value, hence reject the null hypothesis. 

 With respect to experience of an employee, the experience of an employee is associated with 

effectiveness of T&D, since, χ²cal < χ² tab value, hence accept the null hypothesis. 

 

Reliability Co-efficient 

 The reliability co-efficient, Cronbach’s alpha has been calculated and it was 0.897.  

 
ANOVA 

 The Two-way analysis of variance (ANOVA) was performed on the data to determine whether there 

are any statistically significant differences between the means of five T & D components.  

Ho: There is no significant association between components of T&D 

 
Table 6 Analysis of Variance 

Source of Variation SS df MS F P-value F critical 

Between Groups 1.069090909 4 0.267273 0.654674 0.624043 2.405077 

Within Groups 110.2282828 270 0.408253 
   

Total 111.2973737 274 
    

 From the two way Anova, it can be inferred that, Critical > F cal, hence accept the Null Hypo. There is 

strong correlation between the T & D components, since the p value is 0.62. Therefore, managers must 

consider these other factors, to measure the effectiveness of T&D deployed.  

 
Conclusions 

 Growth of banking sector in India is the result of skilled manpower which is the outcome of training 

and development. The effectiveness of training is not static, it has to be periodically reviewed, updated 

and upgraded in tune with demanding situation of the economy, government policy, advancements in 

Information Technology and expectations of customers. In order to improve the efficiency and 

effectiveness of employees, organizations need to emphasize on imparting effective T & D programme to 

improve productivity and enhance the customer service. The data was collected through a structured 

questionnaire consisting of 5 components with 16 items and it was administered to 55 employees of a 

private bank in Bengaluru city, Karnataka state. The collected data was being analyzed using percentage 

analysis, chi-square test and ANOVA. From chi-square test, it was inferred that, age, salary, experiences 

of the employees had significant association with level of effectiveness of T&D, while gender and 

qualification was not significant. The objectives in this study have been achieved whereby the results 

had shown that all the five T&D components are strongly correlated. From the research study it is 

evident that, 51% of employees expressed that T&D was effective, though there is a scope for further 

improvement. Conclusively, the results of the research study will pave way for organizations to explore 
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the impact the T&D and its effectiveness to improve organizational performance as well to boost 

customer service. The results will also be beneficial for other related organizations in the country, since 

they have similar characteristics.  
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Abstract 
 Foreign direct investment is direct investment to 
production in a country by a company in another country, 
either by buying a company in a target country of by 
expanding operations of an existing business in that 
country. The investing company may make to overseas 
investment in a number of ways – either by setting up a 
subsidiary or associate company in the foreign company, 
by acquiring shares of an overseas company or through a 
merger or joint venture. Foreign direct investment is a 
growing importance to global economic growth. Taking a 
reformative step, new finance minister Arun Jaitley had 
proposed increasing the FDI capital in the insurance 
sector to 49%. To this effect, in July 2014, the Cabinet 
Committee on Economic Affairs ("CCEA") approved 
49% FDI in insurance, thus green-flagging reforms in 

the sector. India is the third most attractive foreign direct 
investment destination in the world. Due to growing 
demand for insurance, more and more insurance 
companies are emerging in the Indian insurance sector. 
Thus liberalization of insurance creates an environment 
for the generation of long term contractual funds for 
infrastructural investments. FDI also facilitates 
international trade and transfer of knowledge, skills and 
technology. Life and general insurance in India is still an 
important sector with huge potential for various global 
players. The study is based on secondary data collected 
from the reports and journals. The paper studies current 
trend in Insurance sector and challenges. 
Keywords: India, Foreign investment, Inflows, Foreign 
direct investment, Insurance industry, Increased 
penetration. 

 
Introduction 

 India is most attractive foreign direct investment destination in the world. Due to the growing 

demand for insurance, more and more insurance companies are now emerging in the Indian insurance 

sector. Indian insurance industry is one of the sunrise sectors with huge growth potentials. Foreign 

direct investment plays an important role in the economic development of the country. Indian insurance 

sector was liberalized in 2001. Liberalization has led to the entry of the largest insurance companies in 

the world, who have taken a strategic view on India being one of the top priority emerging markets. The 

Insurance industry in India has undergone transformational changes over the last 12 years. With 

36crore policies, India’s Life insurance sector is the biggest in the world. The sector consists of 52 

insurance companies, of which 24 are in life insurance business and 28 in non-life. The Union Cabinet in 

July approved a proposal to relax foreign direct investment (FDI) limit in the domestic insurance sector 

to 49% from 26%, signalling the government's intent to draw capital and investment into the sector.  

 FDI plays a multidimensional role in the overall development of the host economies. It may generate 

benefits through bringing in non-debt-creating foreign capital resources, technological upgrading, skill 

enhancement, new employment, spill-over’s and allocate efficiency effects. While FDI expected to create 

positive outcomes, it may also generate negative effects on the host economy. The cost to the host 

economy can arise from the market power of large firms and their associated ability to generate high 

profits. 

 After increasing the FDI capital in the multi-brand retail sector, Aviation sector, Power Trading , and 

Broadcasting sector, the Indian cabinet committee on Economic Affairs is so raise the FDI ceiling in the 

insurance and pension sectors of India. The Cabinet Committee on Economic Affairs headed by Prime 
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minister Narendra Modi has approved the limit of FDI in insurance sector to 49% from the existing 26%. 

The cabinet has cleared the FDI limit in insurance companies through FIPB route which necessitates the 

management control with the Indian promoters. This was a long due reforms which the Modi 

government has undertaken and is surely bond to benefit the insurance sector. 

 Such an increment in the FDI ceiling in the insurance sector of India will certainly be highly and 

greatly appreciated by domestic and foreign insurance companies, for the purpose of expanding and 

enriching their insurance and re-insurance businesses under diverse insurance categories. Here, it may 

be noted that, the existing limit of foreign direct investment in the insurance sector of India, which was 

just 26%, now it is 49% is permitted to be made through the Automatic Route with proper license from 

the Insurance regulatory and development authority of India. It means that a foreign investor cannot 

acquire more than 49% stake in the private insurance companies anywhere in India. As in all other 

economic sectors of India., ours prestigious and globally reputed law firm well-based in India, has been 

providing perfect and swift legal services for secure and profitable foreign direct investment in the 

insurance sector of India or abroad, for long a long successful period. An increase in FDI in insurance 

would indirectly be a boom for the Indian economy. The insurance sector has also been fast developing 

with substantial revenue growth in the non-life insurance market. Over the years, FDI inflows in the 

country is increasing. However, India has tremendous potential for absorbing greater flow of FDI in the 

coming years. The role of foreign direct investment in the present world is noteworthy. It acts as 

lifeblood in the growth of the developing nations. The wave of liberalization and globalization sweeping 

across insurance regulatory and development authority(IRDA) is in favour of an foreign equity capital in 

the insurance joint ventures. 

 
Need for the Study 

 It is important to know the different source of capital as well as a source of advanced and developed 

technologies that are involved in FDI. 

 To know the investors who bring along best global practices of management. 

 To study its influence in increasing employment. 

 To study how FDI helps in promoting international trade and to understand the reasons how the 

host country undergoes development with FDI. 

 
Literature Review 

 (Rajeev, 2016) According to Mr Rajeev, there both benefits and defects of FDI. The reforms have 

changed the whole scenario of Indian insurance industry. Its character has changed altogether in the 

wake of transition from a controlled to a competition-driven market. The obvious changes in the 

insurance market are there for all to see in new brands, new products, fresh advertising and smart 

agents-all adding up to the excitement. Innovation of products, services, speed and adaption of 

technology and professionalism and above all operation cost will decide the future fate of insurance 

industry. 

 (Dr.G.Brinda, 2015) According to these researchers, The analysis of the data indicates that in 

general respondents of the study welcome the move by the government to increase the FDI cap in 

insurance. In particularly common people are satisfied with the service of the private insurance 

companies and expected that the service will be still better if the competition in the industry increases 

further. However care should be taken in generalizing the findings of the study considering the small 

size of the sample of the study. This paper is a part of a larger study which aimed at developing a 
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standardized measure to study the perceived influence in the proposed increase in the FDI in insurance 

sector in India. 

 (Shikhare, 2015) according to this author, Even after the liberalization of the insurance sector, the 

public sector insurance companies have continued to dominate the insurance market, enjoying over 90 

per cent of the market share. FDI is the process whereby residents of one country acquire ownership of 

assets for the purpose of controlling the production, distribution and activities of firm in another 

country. Many international studies have estimated that the insurance sector in India can grow by over 

125 per cent in the next ten years. In fact, India has been identified as one of the fastest growing 

insurance markets. The current policy is trying to encourage joint ventures insurance sector so as to 

boost the domestic insurer’s growth in this area. Increased role of foreign capital may lead to the 

possibility of exposing the economy to the vulnerabilities of the global market by way of likely 

inheritance of unsound balance sheets and financial health of the foreign partners through joint 

ventures and subsidiary routes Flight of capital outside the country and also endangering the interest of 

the policy holders. The present global economic scenario, any further hike in FDI at this juncture may 

not be in the interest of the Indian insurance sector, whereby the common man too would not stand to 

gain through insurance, particularly as a means of social security. 

 (Adnan Hussain & Srilakshminarayana, 2015) according to this authors, Insurance industry is 

witnessing the transformation of insurance agents from mere intermediaries to advisors. Greater FDI 

would help in training and skills up-gradation of the agents. Well trained agents would be better 

equipped to educate the customers about the benefits of insurance besides contributing to simplifying 

the procedure. Moreover, there is a shortage of expertise and skills in the Indian insurance industry in 

terms of underwriting, actuarial, claims management and data standardization. Raising the FDI will 

enable expertise and know-how transfer that are not available currently. Moreover, the untapped 

potential of this sector calls for greater investment to facilitate movement towards an era of electronic 

policy issuance and dematerialization. This will reduce the cost of operations and would address 

logistical difficulties through use of electronic distribution channels via mobile phone and internet 

technologies. 

 The rise in FDI volume is accompanied by marked change in its composition. The hike in FDI capital 

in insurance is expected to help patients as well as the pharma industry, say experts. According to the 

experts, the benefits of all kinds of FDI investments are likely to be seen only in the future.FDI and its 

results is a long term process and it will reap the benefits after a few years of initiating it. As we know, 

the government has approved as much as 49% of foreign direct investments in the Indian insurance 

sector from 26%. This is an extremely positive sign! Now more and more key players on global 

insurance market will make their debut in the very active Indian insurance market. Present foreign 

companies will increase their shareholding, benefiting the investors all the more. 

 The hike will not provide any benefit to the common man unless it is accompanied by stringent 

regulation and should be in the control of government of India. 

 (Gowda, 2016) according to these authors, The passage of IRDA Act 1999 is the majorre form in 

insurance sector in India. IRDA allowed foreign participation up to 26% (now it is 49%) in equity 

shareholding of private companies. As a result many private companies got themselves registered with 

IRDA to operate in India At present 52 insurance companies (public and private sector) are operating 

insurance business in India. Several reforms and policy measures have enabled a favourable 

environment for insurance companies to flourish in the country. The growth has been supported by 

India‘s multiplying consumer class, rising insurance awareness, increasing domestic savings and 



 

 
 

 

47 | P a g e  

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

 

Shanlax International Journal of Management 

 

investments. In the last fourteen years of period the insurance industry has moved forward on multiple 

fronts. At the same time the industry is faced with many challenges. The paper attempts to study the 

significance of FDI in Indian insurance industry. Life insurance industry is different from other financial 

services as it needs to have a long term relationship with its customers. Moreover the life insurance 

business is highly complex with the evolving statutory regulations. Foreign Direct Investment in 

insurance may bring product innovation and technological innovation but at the same time it brings a 

Plethora of risks. An unwarranted increase in the number of private players in the industry will 

inevitably exposes the country to risks. Policy makers have the most important role to play. Increase in 

size of foreign holding should not be open to all insurers; there should be some criteria and strategies in 

liberalizing FDI polices. The Regulatory body IRDA has been empowered with the insurance laws 

(amendment) Act - 2015 and it is time to execute its powers in order to monitor and regulate the 

insurance industry in the interest of policy holders and other stakeholders of the industry. 

 (Soni, 2017) according to this author, Government's policy of insuring the uninsured has gradually 

pushed insurance penetration in the country and proliferation of insurance schemes are expected to 

catapult this key ratio beyond 4 per cent mark by the end of this year, reveals the ASSOCHAM latest 

paper. The number of lives covered under Health Insurance policies during 2015-16 was 36crore which 

is approximately 30 per cent of India's total population. The number has seen an increase every 

subsequent year as 28.80 crore people had the policy in the previous fiscal. The FDI increase limit helps 

the industry to match with the competitiveness of the world. The CAGR for the FY16 was 14.06% which 

is higher compare to last year. Government of India has taken various initiatives to boost the market in a 

positive manner. The first one is Tax implication, which offers Tax deduction under the health scheme 

and it has been increased to USD 409.43 from USD 245.66. Furthermore, increase in FDI limit and 

revival packages will empower the flow of FDI and Helps Company to raise capital and funds for their 

future expansion plan. In addition to that, Union Budget brings Insurance (Amendment) Bill 2015, 

expected to strengthen the IRDA with injection of regulations for gaining sustainable growth. For 

instance to provide boost to the liberalization policy, government allowed the company to go public, in 

support of this IRDA allowed those company which has completed 10 years of operation in the Indian 

Life insurance market to come out with the IPO. With almost 70% of the total market share, LIC 

continues to be the market leader, followed by the ICICI prudential with 6.9% of market share. In 

FY‟ 16, the gross premium earn by the General Insurance Company stood for USD 10.2 billion. The 

contribution of private players in the non-life insurance product is 45.4% in the total revenue 

generation activities while public sector has 54.6%. The final expectation of the Insurance market to 

generate USD 280 billion of revenue. Currently, only 26% of FDI is permitted in insurance sector. The 

total insurance business would touch US$ 60 billion size. If insurance sector is opened up to an extent of 

49% for FDIs, it is expected that FDI’s contribution to insurance business would touch nearly US$ 2 

billion. 

 (Goel, 2016) according to the author, Foreign direct investment (FDI) plays a multidimensional role 

in the overall development of the host economies. It may generate benefits through bringing in non-

debt-creating foreign capital resources, technological upgrading, skill enhancement, new employment, 

spill-over’s and allocate efficiency effects. While FDI is expected to create positive outcomes, it may also 

generate negative effects on the host economy. The costs to the host economy can arise from the market 

power of large firms and their associated ability to generate high profits. Much of the existing empirical 

evidence suggests that the positive effects offset negatives, thus providing net economic benefits for the 

host economies. There are always pros and cons of each decision, FDI will increase competition and 
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basis economics would suggest that when the supply increases as compared to demand the prices will 

come down, thus benefiting the end customers. The insurance sector in India is still under developed as 

compared to developed countries, and despite private players now allowed to enter this sector, we only 

have a small number of providers. FDI would increase the number of insurance companies and may also 

make possible better plans at lower prices. But careful consideration is required to ensure that the 

investment stays for long term and does not get withdrawn, leaving the companies and their domestic 

customers in a miserable position, and not all profits are moved outside the country but some 

reinvested or spent in our country. Regulations need to be revisited to ensure that Insurance Companies 

are subject to relevant and strict governance. The Indian insurance industry has always been an 

attractive market for global insurers to expand their business in the country, mainly due to demography 

profile and untapped business opportunities. This may help the insurer to expand their footprint to 

support Government’s objective of financial inclusion, through insurance inclusion in the country. 

However, there is a need that the Government should simplify the KYC norms and demat accounts to a 

single unit across all financial products, which will benefit the insurance inclusion in the country. It is 

also feasible to provide a separate cap of `50,000 for life and health insurance, under 80C deductions, 

which will help all the stakeholders.  

 
Objectives of the Study 

 To study the problem faced by insurance sector in India. 

 To study the pattern of FDI in insurance sector and the government regulation involved in them. 

 To study the current trends in insurance sector, the challenges and prospects ahead. 

 To study the effects on FDI on Indian insurance sector. 

 
Methodology  

 The present study is based on the objective, how much amount of foreign investment is required for 

India’s economic growth and to analysis the trend of FDI & FII for economic development and how the 

status of economy has improved the economic reforms. The data has been gathered from secondary 

sources like reports and publications of government, economic journals, books, magazines and internet. 

 
FDI in Insurance Sector in Different Countries 

Foreign Direct Investment 

 Foreign investment refers to investment made by the 

residents of a country in the financial assets and production 

processes of another country. The effect of foreign investment , 

however varies from country to country. It can affect the 

factors productivity of the recipient country and can also effect 

the balance of payments. It can come in two forms : FDI and 

foreign institutional investment. Foreign direct investment 

involves in direct production activities and is also of a medium- 

to long-term nature. But foreign institutional investment is a short-term nature, can have bidirectional 

causation with the returns of other domestic financial markets such as money markets, stock markets, 

and foreign exchange markets. Hence understanding the determinants of FII is very important for any 

emerging economics FII exerts a larger impact on the domestic financial markets in the short run and a 

real impact in the long run. India, being a capital scarce country, has taken many measures to attract 

foreign investment since the beginning of reforms on 1991. 

Country % of FDI in insurance 

India 49 

Japan 100 

Japan 50 

Indonesia 80 

Vietnam 100 

Malaysia 51 

South Korea 100 
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Benefits of FDI 

 Increased insurance penetration – The insurance penetration in the country is only around 3% of 

gross domestic product with respect to over-all premiums underwritten annually. This is far less as 

compared to Japan which has an insurance penetration of more than 10%. Increased FDI limit will 

strengthen the existing companies and will also allow the new players to come in, thereby enabling 

more people to buy life cover. 

 Level playing field – With the increase in foreign direct investment to 49% , the insurance 

companies will get the level playing field. So far the state owned Life Corporation of India control around 

70% of the life insurance market. 

 Increased capital inflow – Most of the private sector insurance companies have been making 

considerable losses. The increased FDI limit has brought some much needed relief to these firms as the 

inflow of more than 10000crore is expected in the near term. 

 Job Creation – With more money coming in, the insurance companies will be able to create more 

jobs to meet their targets of venturing into under insured markets through improved infrastructure, 

better operations and manpower. 

 Consumer Friendly– The end beneficiary of this amendment will be common men. With more 

players in this sector, there is bound to be stringent competition leading to competitive quotes, 

improved services and made better claim settlement ratio. 

 Increase tax revenue of the government. 

 Increase export and reduces import requirements. 

 Increase competition and break domestic monopolies.  

 Capital inflow – Immediate capital inflow of $2 billion and long term inflow of about $10 billion can 

be expected. 

 Technology – Insurers will not just get capital but also technology and products expertise of the 

foreign partner who is domain expert. 

 
Factors affecting FDI 

 Profitability – Attract where return on investment is higher. 

 Costs of production – Encouraged by lower costs of production like raw materials, labour. 

 Economic conditions – Market potentials, infrastructure, size of population, income levels. 

 Government policies – Policies like foreign exchange investment, foreign collaboration, remittances, 

profits, taxation, foreign exchange control, tariffs. 

 Political factors – Political stability, nature of important political parties and relations with other 

countries. 

 
Types of Insurance 

 Insurance can be broadly classified 

into Life insurance and Non-life insurance. 

Non-life insurance may be against 

agriculture, motor insurance, home 

insurance etc. 
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Drawbacks of Increased FDI in Insurance Sector 

 Domestic companies may fear that they may loose their business to overseas companies. 

 Small enterprises fear that they may not be able to compete world class large companies and may 

ultimately be edged out of the business. 

 Government has less control over the functioning of such companies as they usually work as wholly 

owned subsidiary of an overseas company. 

 Foreign companies usually invest in machinery and intellectual property than in wages of the local 

people. 

 
Conclusion  

 This reform has changed the whole scenario of insurance sector. Several new players have entered 

the insurance sector. There entry into the field has generated a tough competition in the market which 

resulted into better customer services. The quality and price of insurance products has greatly 

improved. There is a huge need for better services, more innovation and a comprehensive insurance 

cover.  
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Abstract  

Emotional branding is vital in marketing as buyer 
emotional connection towards a brand like 
thoughts of compassion, misery, conceit, and 
resentment results in distinctive connotation of the 
persons surroundings and as a result has distinctive 
motivational implications towards the alternative 

and judgment making. This article is written based 
on review of applicable literatures. The objectives of 
this study are to explore factors fundamental to 
emotional branding and explain the criticism for 
emotional branding.  
Keywords: Emotional connection, emotional 
branding, resentment, etc.  

 
Introduction 

 The practice of branding has started at some point in the early times when it was used by merchants 

to spot trademarks on their supplies. Branding will certainly aid to distinguish, but it also spot of the 

superiority of commodities and services the buyer and seller will gain from the maker. In the past, 

livestock and sheep were identified with burning fetters to specify rights. Humans were also marked to 

categorize their community standing. Servants were discernible to point out ownership and criminals 

are labeled clearly to show disgrace. Likewise, victims of the World War II Nazi bullying were 

recognized with statistics as they entered the meditation camps. Nevertheless, in spite of the record 

filled with pessimistic under tone connected with branding, it has been replaced with a helpful and more 

business oriented meaning. 

 An exciting bond must be developed between the consumer and the product for a brand to be 

successful. Emotion is a psychological state resulting from ones sensitive thoughts, which occur from 

analysis, understanding and cognitive appraisals of actions or thoughts. Feeling may activate actions 

depending on its nature and the reason for the person having emotion. Emotions take place as criticism 

of what one makes of circumstances such as a brand utilization familiarity. Emotion is diverse from 

manner, attitude is learned over time and controls reactions but feeling is rarely reliable and occurs 

differently in break up events. Thus, emotion is less reliable than manner. Emotions arise on brand 

consumption and attitudes do not.  

 Thoughts are harder to change than emotion. Emotion plays a central role on the authority of brand 

familiarity and brand loyalty, “marketing practitioners need to pay more attention to customer’s 

emotions than to customers brand cognition” (Ding & Tseng, 2015). Emotions lead to the constructive or 

pessimistic association between brand experience and brand loyalty. Consumers are likely to indulge in 

emotionally or culturally significant products. This is where experiential marketing is proven effective 

as it can attain brand loyalty by appealing to emotions. Emotions are triggered by fantasies, thoughts, 

mind-set, and enjoyment experienced during use of an item. 

 Today's most winning companies are said to have built associations with clients by engaging them 

in an individual conversation that responds to their needs. Marketers who've broken through the clutter 

have done so by linking with consumers and, thus, have shaped strong affecting bonds through their 

brands. 
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Literature Review 

 It is extremely obvious that strong mental bonds with the brands referred as exciting brand 

relations lead to superior levels of firm performance and aggressive benefit (Malar et al., 2011). The 

emotional linkages connecting consumers and the brand result in improved obligation (Grisaffe and 

Nguyen, forthcoming), buyer satisfaction (Bagozzi et al., 1999), loyalty, and repeat buying intent (Ersoy 

and Calik, 2010).  

 Emotional branding is defined as the engagement of consumers in a profound, enduring, respected 

emotional connection with the brand, which is outside the advantage based satisfaction, and which 

creates a meticulous belief based affiliation for the growth of a holistic emotional savvy (Morrison and 

Crane, 2007). Emotional branding is critical for firms in breaking the muddle through claiming unique 

relations in today’s extremely saturated environment where products and services are distinguished 

based on technological, underlying, and profit based differentiations. 

 
Objectives 

The objectives of this study are  

1) To explore factors fundamental to emotional branding and  

2) To know the criticism for emotional branding.  

 
Discussion  

 The development of Emotional Branding has an essential concept based on four vital factors which 

acts as an outline: Relationship, Sensorial Experience, Imagination and Vision. It is shown in (figure 1).  

 The relationship part of emotional branding establishes an association based on shared reverence 

for consumers by giving them an experience that touches them expressively. It is vital that the 

companies are able to adjust with the quick shifting of shopper trends. Several organizations are not 

aware of the altering trends in the consumer population, like increasing number of many cultural races 

in the object market and the impact of feminism in our existing age group, which are extremely 

disturbing buyer brand potential. 

 Researchers are yet to explain the pits of sensorial know-how since it could significantly lead to 

deeper clarification as to how and why the use multisensory brand knowledge could activate a touching 

reply from the shopper. Sensorial experience also describes how firms were able to relate and influence 

human emotions on the product to win the goodwill of customers.  

 Imagination is the part of emotional branding that makes the entire procedure genuine. Original 

approaches comprise an in-depth study of the plan feature of merchandise from making, wrapping, 

release in provisions and commercial. At 

this phase, these media must have 

urbanized a fresh, way of pleasing to the 

hearts of consumers. This challenges 

prospect institutions to endlessly make 

novel thoughts to keep the trade growing in 

the market, simultaneously keeping the 

attention of present consumers.   

 

  

 
Figure 1 Source: Author 
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Important points for Emotional Branding  

 Emotional branding allows companies to create a connection with its patrons that are based on 

shared respect. This approach would help possible clients to have an optimistic approach towards the 

produce, creating a pull between the brand and the objects being sold without being obligatory to buy. 

 Emotional branding creates an emotional memory linking the buyer and the produce as a form of 

connection that goes afar need. Need is based on price and convenience, buying the product experience 

has an added value to its which money won’t be able to buy. Emotional branding builds trust. It is one of 

the basic morals of a brand which requires authentic endeavor from the company. This brings total 

relieve to customers and it gives benefit to the company since the buyers will prefer the company brand 

over others.  

 Emotional Branding helps a brand become a consumer’s favorite. The quality is an important 

feature to reside in company, though achieving favoured rank by consumer’s means that the product 

made a real link with its users. Emotional Branding shapes a trade to be an ambition as an alternative of 

simply being known. Brand consciousness creates familiarity with its users but to be achieving success, 

the brand must be able to encourage the consumer to be preferred. 

 Similar with having an experience, emotional branding promotes brand occurrence as it also creates 

an impact on possible users, signifying a enduring relationship with people. Emotional branding 

encourages having a conversation with its target audience. It means that there should be a conversation 

from the company relayed to the target viewers via individual message to share real experiences with 

the product. 

 Emotional branding helps make an unusual relationship among its loyal users. Creating a 

relationship with the patrons is maybe the mainly vital aspect of emotional branding since the business 

desires to have a profound association with its patrons and it will generate an significant bond among its 

users.  

 
Criticism of Emotional Branding  

 One of the more clear criticisms of emotional branding is about the ethics of manipulating individual 

feeling, which is usually a very susceptible and illogical constituent of human thoughts. According to 

reviews, it was apparent that certain messages communicated through branding be supposed to be 

criticized. These communications are support to allow emotional appeals, sweeping statement, 

showiness and inferior standards of evidence for claims. 

 
Conclusion 

 The Emotional Branding has a crucial idea based on four critical factors, those are: Relationship, 

Sensorial Experience, Imagination and Vision. Emotional branding helps a company to become 

consumers favorite, helps to build long lasting relationship with consumers, build loyal users. The 

companies may use pretension, lower standards in products to fool consumers.  
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Abstract 
 GST was an innovative strategy taken by Indian 
government with long term growth objectives. This 
detailed study has the objective to analyze the impact of 
GST implementation in sales, profit of listed Indian two 
wheeler companies. As the Indian two wheeler industry is 
highly organized, three listed Indian two wheeler 
companies had been selected as sample namely Hero 
Motor Corp Ltd, Bajaj Auto Ltd & TVS Motors Ltd.  

A comparative study of these companies operative and 
financial performance in the pre GST implementation 
period was made with post GST implementation period at 
a level of significance at 5% level. The tests are two tailed 
and t test was used to derive conclusion. Secondary data 
from 2016 to 3rd quarter of FY 2017-18 had been used for 
the analysis. 
Keywords: GST, Two wheelers, India, t test 

 
Introduction 

 As per SIAM November 2017 reports on Indian two wheeler industry, 99% of the market (Market 

size is 18 Million Units) is captured by 7 two wheeler companies. Out of these 7 major players, 4 players 

are from India, namely Hero Motor Corp Ltd, Bajaj Auto, TVS Motors LTD & Royal Enfield, holding 64% 

of Market share. The remaining 36% is with three Japanese companies, namely Honda Motors, Yamaha 

& Suzuki. India had successfully implemented Goods and Service Tax with effect from 01/07/2017. The 

migration from VAT to GST regime was painful for many industries. The degree of challenges was high 

for unorganized sector than the organized sector. But even well organized sectors like two wheeler 

companies faced a lot of operational challenges in the implementing phase of Goods and services Tax. 

The objective of this study is to measure and analyze the impact of GST in the top line and bottom line of 

listed Indian two wheeler companies. Royal Enfield is a sub unit of Eicher Motors Ltd. The sales and 

profitability data on unit wise of Royal Enfield is not available for the study purpose. Similarly, Honda 

Motors (Indian operations), the second largest two wheeler company in India is also not included in the 

study due to lack of financial data for the study purpose. 

 
Literature Review& Research Gap 

 Dr. Fakhrul Anwar Zainol& Dr. Tan Thai Soon (2017), “GST: The impacts, opportunities and 

challenges for Malaysian SMEs, and experiences faced by other knowledge-based economy”. These 

authors analysed the impact & challenges due to GST implementation in Malaysian SME and compared 

with similar challenges in Singapore, Newzealand & Australia. M Scollo, S Younie, Wakefield, J Freeman, 

FIcasiano (2003), “Impact of tobacco tax reforms on tobacco prices and tobacco use in Australia”. Their 

analysis finded out that the impact of higher rate of tax was nullified by great retail discounts by the 

companies.  

 Glyn Witter & Kym Anderson (2002), “Impact of the GST and Wine Tax Reform on Australia’s Wine 

Industry: A CGE Analysis”. They had analysed the impact of GST implementation and wine tax reform 

(Australian GST) on grape and wine industry using CGE Model. Their study found out that through input 

cost reduction by GST implementation, the grape and wine industry has gained significantly. 
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 Dr. Fakhrul Anwar Zainol & Dr Tan Thai soon mainly focused on the challenges in new system like 

filing, accounting and compliance. They compared similar challenges faced by Singapore, Newzealand & 

Australia. The study was mainliy with mixed sectors. But the study by M Scollo, S Younie, Wakefield,  

J Freeman, FIcasiano and Glyn Witter & Kym Anderson was more sector specific, like the former was 

with Tobacco sector & later with grapes and wine segment. 

 These studies analysed the GST impact on sales data and the research gap is a study on GST impact 

on selected sectors in India. Unlike the study by, M Scollo, S Younie, Wakefield, J Freeman, FIcasiano the 

impact of GST on price rise or decrease is measured by analysing sales by unit and amount. In addition 

to that the bottom line and returns are also analysed to get a meaningful idea of the impact of GST in this 

sector. 

 
Research Methodology 

This study has the objective of investigating the following: 

 Is there any significant difference in monthly two wheeler sales in pre &post GST implementation 

periods? 

 The significant deviation in sales& profit was analysed by comparative study of monthly growth rate 

in pre & post GST implementation periods (sales unit& amount wise) 

 Null hypothesis & alternative hypothesis for objective (A) 

 Ho = u = x, Ha = U ≠ X.  

 The test will be a two tailed test. Where Ho= Null hypothesis, U= average sales growth rate of two 

wheeler companies in 6 months previous to GST implementation, Ha= alternative hypothesis, X= average 

sales growth rate of two wheeler companies in 6 months after the GST implementation 

 Null hypothesis & alternative hypothesis for objective (B) 

 Ho = u = x, Ha = U ≠ X.  

 The test will be a two tailed test. Where Ho= Null hypothesis, U=average profit growth rate of two 

wheeler companies in 6 months previous to GST implementation, Ha= alternative hypothesis, X= average 

profit growth rate of two wheeler companies in 6 months after the GST implementation. 

 
Analysis & Findings 

Hero Motor Corp LTD 

 The two wheeler sales number is robust. The sales data clearly shows that there is no negative 

impact of GST on two wheeler sales. Even though the months of January & February of 2017 was under 

the shadow of demonitization, there is significantly high growth rate in the two wheeler sales in the 

months following GST implementation. The average monthly growth rate of two wheeler sales (In 

comparison previous year) in the pre GST implementation period is 0.33%, but the average monthly 

growth rate of two wheeler sales (In comparison previous year) in the post GST implementation period 

is 16.33% 

 Ho = 0.33 = 16.33, Ha = 0.33 ≠ 16.33 

 By doing t test with 6 months prior to GST implementation and post GST implementation at 5% 

significance level gives the following result 

 Calculated value= 212.14/507=2.391, Table value at 5%= 2.015 

 Null hypothesis rejected 

 But there is no significant jump in quarterly sales growth in post GST period . The average quarterly 

growth rate of two wheeler sales (In comparison previous year) in the pre GST implementation period is 
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09.66%, but the average monthly growth rate of two wheeler sales (In comparison previous year) in the 

post GST implementation period is -04.74% 

 
Baja Auto LTD 

 The two wheeler sales number is robust. The sales data clearly shows that there is no negative 

impact of GST on two wheeler sales. Even though the months of January & February of 2017 was under 

the shadow of demonitization, there is significantly high growth rate in the two wheeler sales in the 

months following GST implementation. The average monthly growth rate of two wheeler sales (In 

comparison previous year) in the pre GST implementation period is -11%, but the average monthly 

growth rate of two wheeler sales (In comparison previous year) in the post GST implementation period 

is 11.5% 

 Ho = -11=11.5, Ha =-11≠11.5 

 By doing t test with 6 months prior to GST implementation and post GST implementation at 5% 

significance level gives the following result 

 Calculated value= 864/23.5=36.765, Table value at 5%= 2.015 

 Null hypothesis rejected 

 But there is significant jump in quarterly sales growth in post GST period. The average quarterly 

growth rate of two wheeler sales (In comparison previous year) in the pre GST implementation period is 

01.05%, but the average quarterly growth rate of two wheeler sales (In comparison previous year) in 

the post GST implementation period is 25.54% 

 
TVS Motor LTD 

 The two wheeler sales number is robust. The sales data clearly shows that there is no negative 

impact of GST on two wheeler sales. Even though the months of January & February of 2017 was under 

the shadow of demonitization, there is significantly high growth rate in the two wheeler sales in the 

months following GST implementation. The average monthly growth rate of two wheeler sales (In 

comparison previous year) in the pre GST implementation period is 17%, but the average monthly 

growth rate of two wheeler sales (In comparison previous year) in the post GST implementation period 

is 7.166% 

 Ho = 7.166 = 17, Ha = 7.166≠17 

 By doing t test with 6 months prior to GST implementation and post GST implementation at 5% 

significance level gives the following result 

 Calculated value= 2.437, Table value at 5%= 2.015 

 Null hypothesis rejected 

 But there is no significant jump in quarterly sales growth in post GST period. The average quarterly 

growth rate of two wheeler sales (In comparison previous year) in the pre GST implementation period is 

19.30%, but the average quarterly growth rate of two wheeler sales (In comparison previous year) in 

the post GST implementation period is 23.52% 

 
Conclusion 

 In all the three cases (Hero, Bajaj & TVS), the null hypothesis that the growth rate of sales in pre and 
post are same is rejected and we can assume that growth rate are significantly affected by GST 
implementation. The study also makes it clear that there is significant increase in growth rate after GST 
implementation. But sales amount wise there is no big jump in case of Hero motor & TVS. So it can 
assumed that its due to price adjustment in the GST implementation. 
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Annexure 

Table 1 Market share of Indian Two Wheeler Industry 

Company Name Hero Motor Honda TVS Bajaj Yamaha Royal Enfield Other 
Market share 36.22 29.11 14.1 9.88 4.08 3.72 2.9 

Source: SIAM data base 2017 

 
Table 2 Quarterly two wheeler sales and its growth rate in 2016 (Amount wise) 

Month Hero Motor Corp Ltd  TVS Motor Ltd Bajaj Auto Ltd 

 2016-17 2017-18 
Growth 

Rate 
2016 2017 

Growth 
Rate 

2016 2017 
Growth 

Rate 
Q1 7,505.17 7,971.58 06.21 2,852.59 3399.51 19.17 5,643.61 5,328.48 -5.58 
Q2 7,398.91 8,361.99 13.01 3,393.14 4052.44 19.43 5,949.52 6,461.30 08.60 
Q3 7,669.53 7,305.49 -4.74 2,983.38 3684.95 23.52 4,975.56 6,246.23 25.54 
Q4 6,915.20 NA NA 2844.50 NA NA 4,805.03 NA NA 

 

Table 3 Monthly two Wheeler Sales and its Growth Rate in 2016 

Month Hero Motor Corp Ltd  TVS Motor Ltd Bajaj Auto Ltd 

 2016 2017 
Growth 

Rate 
2016 2017 

Growth 
Rate 

2016 2017 
Growth 

Rate 
January 5,63,348 487088 -14 208485 207059 -01 2,93939 2,11,824 -28 
February 5,50,992 524766 -05 219467 211470 -04 2,35,282 2,44,958 -04 
March 6,06,542 609951 01 2,32,517 2,56,341 10 2,64,249 2,44,235 -08 
April 6,12,739 591306 -03 222,350 2,46,310 11 2,91,898 2,93,932 01 
May 5,83,117 6,33,884 09 2,38,320 2,75,426 16 3,07,344 2,77,115 -10 
June 5,49,533 624185 14 2,47,364 2,73,791 11 2,73,298 2,04,667 -25 
July 5,32,113 6,23269 17 2,40,042 2,63,336 10 2,85,527 3,07,727 08 
August 6,16,424 6,78,797 10 2,74,303 3,17,563 16 2,79,911 3,35,031 20 
September 674961 7, 20,729 07 2,93,257 3,59,850 23 3,31,976 3,69,678 11 
October 6,63,153 6,31,105 -05 3,08,690 3,17,411 03 3,07,892 3,25,778 06 
November 4,79,856 6,05,270 26 2,24,971 2,51,965 12 2,37,757 2,63,970 11 
December 3,30,202 4,72,731 43 1,79,551 2,47,630 38 2,03,312 2,28,762 13 

 
References 

1. Dr. Fakhrul Anwar Zainol& Dr. Tan Thai Soon (2017), “GST: The impacts, opportunities and 
challenges for Malaysian SMEs, and experiences faced by other knowledge-based economy” 

2. M Scollo, S Younie, Wakefield, J Freeman, FIcasiano (2003), “Impact of tobacco tax reforms on 
tobacco prices and tobacco use in Australia”. 

3. Glyn Witter & Kym Anderson (2002), “Impact of the GST and Wine Tax Reform on Australia’s Wine 
Industry: A CGE Analysis”. 

4. http://www.moneycontrol.com/news/technology/auto/japanese-two-wheeler-companies-
2478787.html 

5. https://www.bajajauto.com/report/bajaj-report-2016.html 
6. www.siam.com 
7. www.heromotocorp.com 
8. www.tvsmotor.com 
9. http://onlinelibrary.wiley.com/doi/10.1111/1467-8454.00150/full 
10. www.asianikm.com/ejournal/index.php/aikm/article/download/10/15 
11. https://paultan.org/2015/03/14/gst-impact-car-industry-malaysia/ 

  

http://www.siam.com/
http://www.heromotocorp.com/


 

 
 

 

59 | P a g e  

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

 

Shanlax International Journal of Management 

 

 

 

AN IMPACT OF DEMONETIZATIONS AND THEIR SIGNIFICANCE IN THE  

ECONOMIC DEVELOPMENT 

 
Dr.M.Madana Mohan, M.Com., MBA, M.Phil., Ph.D., IRPM, B.Ed,.B.LISc., PGDCA., 

Professor & Principal Vishwa Vishwani School of Business, Hyderabad 

 
Mr.Haressh Kumar 

 Research Scholar, Osmania University 

 

 

 
Abstract 
 Demonetization is the process of withdrawing or 
stopping a currency denomination of its status as a legal 
tender(Demonetization refers, therefore, to the process of 
deciding that certain coins and banknotes can no longer 
be exchanged for goods and services). Demonetization is 
the process that involves a change of national currency, 
where old currency is replaced with new currency 
Demonetization becomes necessary whenever there is a 
change in the national currency. The old unit of currency 
must be retrieved and replaced with a new currency unit. 
It involves either introducing new notes or coins of the 
same denomination or completely replacing the old 
denominations with the new denomination which is 
usually carried out as an ambush on the black market.  
 In India demonetization has occurred thrice. The 
first was on 12th January 1946 (Saturday), second on 
16th January 1978 (Monday) and the third was on 8th 

November 2016 (Tuesday). The purpose of this study is to 
compare and analyze the impact of demonetizations and 
their significance in the economic development of India 
by comparing with other countries. Considering the 
importance and the influence of Indian economy in the 
global financial markets and the growth rate of India’s 
GDP, this article attempts to document the historical 
importance of the demonetizations and their impact on 
the export and import. The results of this study provide 
an insight into the demonetization process and about its 
impact on the growth and development in these 
countries. Thus, the findings of this study reveal that, 
India will achieve a significant growth by adapting the 
demonetization strategy and it will create a huge positive 
impact on the entire economy in a long run. 
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Introduction  

 Demonetization is the stripping a currency unit of its status as legal tender. Demonetization 

becomes a necessary when there is a change of national currency. The old unit of currency has to be 

retired and replaced with a new unit of currency. It include either introducing new notes or coins of the 

same denomination or completely replacing the old denomination with the new denomination which is 

often carried out as an ambush on the black money and market. The opposite of demonetization is called 

as remonetization in which a form of payment is restored as legal tender. Currency is a commonly 

accepted form of money, including coins and paper notes, which is issued by a government and 

circulated within the economy. As used a medium of exchange for goods and services, currency forms 

the basis for any trade. The currency or legal tender is issued by a country’s central bank or a monetary 

authority.  

 The national currency of a country is usually the principal currency used for most of the financial 

transactions in that country. Basically each country has its own currency as Switzerland's official 

currency is the Swiss franc, and Japan’s official currency is called the yen. An exception would be the 

euro, which is used as the currency for a group of European countries called European Union. In India 

the currency is called the Indian Rupees (INR). In most of the cases, the centra bank of a country has the 

absolute right to issue money or the currency for circulation.  
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History of Indian Currency  

 Paper Money as a legal tender was first introduced in the late eighteenth century. The Victoria 

portrait series was initially issued in few denominations of 10, 20, 50, 100. Then the Victoria portrait 

was replaced by the following under print series in 1867. Rs.1000 and Rs.10,000 currency notes were 

circulated between 1938 and 1946. Notes in Ashoka Pillar water mark series in Rs 10 denomination 

were first issued between the year 1967 and 1992, Rs 20 in 1972 and in 1975, Rs 50 in 1975 and 1981 

and Rs 100 was launched between 1967-1979. The banknotes issued during this period carried the 

symbols which represent the science and technology, patron and orientation to Indian arts. In 1980, the 

legendary SatyamevaJayate — ‘truth alone shall prevail’ — was incorporated under the national emblem 

for the first time ever. The highest of all denominations ever printed and circulated by the Reserve Bank 

of India (RBI) was the Rs 10,000 note in 1938 and was issued again in 1954.  

 Mahatma Gandhi (MG) series banknotes were issued in 1996 in the denominations of Rs 5, 

(introduced in November 2001), Rs 10 (June 1996), Rs 20 (in August 2001), Rs 50 (March 1997), Rs 100 

(in June 1996), Rs 500 (in October 1997) and Rs 1,000 (in November 2000). The Mahatma Gandhi Series 

– 2005 bank notes were issued in the denomination of Rs 10, Rs 20, Rs 50, Rs 100, Rs 500 and Rs 1,000 

and carried some additional/extra security features as compared to the 1996 MG series. A new 

redesigned series of Rs500 banknotes and a new denomination of Rs 2000 banknote are added and are 

in circulation since 10th of November 2016.  

 
Demonetization in India  

 In India demonetization has happened thrice. The first was on the 12th of January 1946 (Saturday), 

second on 16th of January 1978 (Monday) and the third was on 8th of November 2016 (Tuesday). In the 

January of 1946, notes of denominations 1,000 and 10,000 rupees were withdrawn from circulation and 

new notes of denominations 1,000, 5,000 and 10,000 rupees were introduced in 1954. Then Janata 

Party coalition government again demonetized banknotes of denominations 1,000, 5,000 and 10,000 

rupees on 16th of January 1978 with the notion of curbing counterfeit currency and black money. The 

highest of all denominations ever printed by the Reserve Bank of India was the Rs 10,000 note in 1938 

and was again in 1954. But these notes were demonetized in the January of 1946 and again in the 

January of 1978, based on the RBI data. The first occurrence was in 1946 and the second in 1978 during 

which an ordinance was issued to phase out various notes with denominations of Rs 1,000, Rs 5,000 and 

Rs 10,000 respectively.  

 The demonetization of denominations Rs.500 and Rs.1000 banknotes was a policy decision carried 

out by the Government of India on 8th of November 2016. In the declaration, the use of denominations 

of all Rs.500 and Rs.1,000 banknotes of the Mahatma Gandhi Series would being valid after the midnight 

of the same day, and was also announced that the new Rs.500 and Rs. 2,000 banknotes of the Mahatma 

Gandhi New Series will be issued in exchange for the above mentioned old currency notes. The move by 

the government is defended as an attempt to eliminate a reasonable volume of currency notes which is 

in the circulation because of inflation.  

 
Need and Importance of Demonetization in India  

 The Indian government claims that the demonetization effort is to stop the counterfeiting of the 

current currency notes allegedly used for funding terrorism across the border by the neighboring 

countries, and as an attack on the black money in the country. The move was claimed as an initiative to 

curb corruption, trafficking of drugs, and smuggling across borders.  
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 The supply of currency notes of all denominations has seen an increase by about 40% during the 

period between 2011 and 2016, the Rs. 500 and Rs. 1,000 denomination notes has increased by 76% 

and 109% respectively during this period due to forgery. This forged cash is usually used to fund 

various terrorist activities against India. The outcome of the decision is to eliminate the currency notes 

of selected denominations has been taken (Governor of the Reserve Bank of India, Urjit Patel, and 

Economic Affairs secretary, Shaktikanta Das). Nations demonetize their local units of currency for 

various reasons. Some include combating inflation or corruption, and to discourage a dominative cash 

system. Chart 1 Rs 500 and Rs 1000 Notes: From 25% to 85% of Cash Economy in India.  

 The government’s aim was to wipe out the counterfeit currency, scrap tax evasion, abolish black 

money generated out of money laundering and terrorist funding activities, and to promote a cashless e-

economy. By announcing the larger denomination notes to be useless, the individuals and various black 

money launderers with huge collection of black money generated from the parallel black cash systems 

were affected and made to convert the cash money through a banking system which requires tax 

information from the entity. In case, if the entity is not providing any proof of paying any tax on the cash, 

a 200% penalty of the tax owed was imposed. Besides combating black money, the purpose mentioned 

is also to curb fake currency (financing terrorism) and also corruption.  

 
Effect of 2016 Demonetization  

 Soon after the announcement of demonetization, all banks and ATMs across the country were 

paralyzed because of cash shortages. The cash shortages had many disadvantageous effects on every 

small business, agriculture, and also on transportation, with people wanting to exchange their old 

banned notes having lengthy waits in long queues, and several deaths were reported to be linked to the 

difficulty in exchanging cash. The shortage of cash due to demonetization process resulted in disorder 

and chaos, and mostly the people holding old currency notes faced difficulties in having them exchanged 

because of the endless queues outside banks and ATM machines across India. They also ran out of cash 

only after a few hours of being operational, and about half of the ATMs in the country were not 

functional. Several deaths were reported standing in queues for long hours at the banks and ATMs to 

exchange their old banknotes. Deaths were also accounted for the lack of medical facilities or 

preparations due to denial of old currency notes by the hospitals.  

 In turn as a collective effect because of the demonetization and US presidential election, the Indian 

stock exchange indices fell to a six-month low in the week which followed the pronouncement. On the 

very next day after the demonetization announcement, BSE SENSEX lost nearly 1,689 points and NIFTY 

by over 541 points. At the close of the intraday trading as on 15 November 2016, the BSE SENSEX index 

was low by over 565 points and the NIFTY 50 index was below 8100 on intraday. The first four days 

after the demonetization witnessed about Rs. 3 trillion (US$45 billion) in the form of old currency notes 

of Rs. 500 and Rs. 1,000 being deposited in the banking system and an amount of Rs. 500 billion (US$7.4 

billion) had been distributed through withdrawals from the deposited bank accounts, ATMs and 

exchanges over the bank counters. In just four days, the Indian banking system handled almost 180 

million transactions. The State Bank of India reported to have received about Rs. 300 billion (US$4.5 

billion) as deposits after just two days of demonetization. A sudden hike in the online transactions with 

the usage of debit and credit cards was also reported.  

 Evading techniques like Gold purchases, Donations, Multiple bank transactions, depositing in the Jan 

Dhan Scheme bank Accounts, Railway bookings, Municipal and local tax payments, Backdated 

accounting were also reported to have happened. According to an information by the Union Minister of 

State for Finance Arjun Ram Meghwal, as stated in RajyaSabha 1,716.5 crore pieces of Rs 500 
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denomination notes and 685.8 crore pieces of Rs 1,000 notes were in circulation as on the November 

8th 2016, the date on which demonetization was pronounced. It actually sums up in a value which 

comes close to Rs 15.44 lakh crore.  

 
Advantages of Demonetization 

 Demonetization was introduced as a policy because it was thought to have numerous advantages. 

Below are some of the key advantages that are often associated with demonetization. 

1. Getting fake Currency out of Circulation: Demonetization can also be used to get fake currency 

out of circulation in a country’s economy since such currencies cannot be deposited in banks and 

other financial institutions. 

2. Controlling Inflation: Demonetization is usually cited as having one key advantage: this is that it 

can control inflation. Taking certain notes out of circulation can help the government to control 

public spending. 

3. Tax Collection: Money deposited in the bank during demonetization can be taxed especially if the 

affected parties were trying to evade taxation by keeping hard cash. 

4. The move to Digital Currency: Some commentators argue that in the future, we will all be using 

digital currency, such as bitcoins. If this is true, then one advantage of demonetization is that it will 

help to propel us into the future. 

5. Improved deposits and savings in Financial Institutions: Parallel economies make it difficult for 

banks and other financial institutions to raise deposits. Demonetization reduces the size of the 

parallel economy and boosts savings and deposits. 

6. Stopping Fraudsters: When a new currency is introduced, this can also be a great opportunity to 

halt the activities of fraudsters who had been making money illegally by counterfeiting coins and 

notes. 

7. Reducing Illegal Activities: Money used to fund illegal activities such as terrorism and drug 

trafficking will be rendered useless. Hence, the government can use demonetization policy to trace 

money that has been made from illegal activities such as drug trafficking and theft since such 

individuals are faced with only two options: either deposit the money with the bank or be left with 

currency that has no value. 

8. Growth in a Country’s GDP: Due to low lending rates, improved revenue collection, and growth in 

savings and deposits, a country that has demonetized is likely to see an improvement in the growth 

of its GDP. 

9. Introducing New Bank note Designs: Demonetization is also a good opportunity to redesign bank 

notes. This might involve making them more durable, for example. Several countries have switched 

from paper notes (which tore or got worn very quickly) to more durable plastic notes, which has 

made their monetary system more secure in several ways. 

10. A Measure of Good Governance Practices: Some experts claim that demonetization policies 

improve the ease of doing business and is also a measure of good governance. 

11. Good Income Management Habits: People will opt to invest their money in properties such as real 

estate or deposit cash in banks to safeguard against some negative effects of demonetization. 

12. Reduction of Lending Rates: Availability of cheap deposits in financial institutions means that 

people can borrow money at low interest rates. 
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Disadvantages of Demonetization 

 Demonetization is not all beneficial and even proponents of demonetization acknowledge that it 

does have its disadvantages. A few of them are outlined below. 

1. Little cash in circulation: Cash crunch is a major disadvantage of demonetization due to the 

unavailability of small currency denominations, an issue which makes it difficult to make small 

purchases. 

2. Inconvenience and annoyance to the public: Sometimes, demonetization can be very 

inconvenient. For example, sometimes the government will remove certain denominations of bank 

notes from circulation but keep others. It can be annoying when smaller coins are removed from 

circulation and you do not have enough change. Further, queuing up in banks to deposit money or 

exchange currency can be inconveniencing. 

3. Slowdown in Economic Growth: Economic growth will experience a period of lull due to business 

disruptions, at least in the short term. 

4. Panic: Not everyone understands the essence of demonetization and, therefore, such an exercise is 

likely to result in panic among a section of the population. 

5. An avenue for fraud and corruption: Some people are likely to take advantage of lapses in the 

financial system to engage in fraud and corruption when exchanging currencies. 

6. Disruption of Trade: The normal trading activities may be disrupted by this process since it takes 

time for consumers and suppliers to adjust to the new monetary policy. 

7. Loss of tradition: People can feel attached to their old bank notes and coins as they can feel that 

they constituted part of their tradition. 

8. Problems with paying bills: If someone has sent some bank notes in the post in order to pay a bill, 

or if there is any substantial delay in processing a bill payment, and demonetization hits in the 

meantime, the money set aside to pay the bill can become invalid. This is more common that you 

might think in highly bureaucratic systems. 

9. ATMs have to be re-calibrated: ATM machines have to be re-calibrated to accommodate the new 

currencies. It will result in additional costs for banks and also inconvenience customers. 

10. Short term financial crisis for poor people: If people adopt a new currency and this currency is 

not a successful one, then it can cause a financial crisis for everyone who is involved. Even a small 

change in the value of everyday items, or even a small amount of confusion about whether a 

currency is valid can mean a lot of hardship. As such, demonetization can increase and exacerbate 

inequalities within society, at-least in the short term. 

 Confusing: Demonetization can be confusing and annoying – especially for people who are not able 

to get rid of their old notes in time. 

 
History of Demonetization in the World  

 Many countries have tried demonetization to restructure their economies. In Singapore, “Banana” 

notes by Japanese had been in circulation during their occupation and those notes were demonetized 

after their surrender in 1945, according to ‘Singapore Mint’. In Fiji, the central Bank announced that, 

“demonetization of the pounds and shillings was necessary as Fiji has transitioned to the new decimal 

currency structure from January 13, 1969 and due to limited quantities remaining in circulation, these 

notes and coins now have collectors” thus creating importance for the smaller value currency.  

 Ghana carried out their demonetization decision with 50 cedi currency notes for monitoring money 

laundering and to curb corruption. This change was not supported overwhelmingly, but has created 

chaos which ended in a move back to physical assets and foreign currency. In the same way Nigeria’s 
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economy also collapsed after the demonetization move in 1984 as it doesn’t have the way it was actually 

planned. The military President MuhammaduBuhari launched various coloured notes to invalidate their 

old currency notes to fight black money. But the debt-ridden economy and high inflation hit Nigerian 

economy collapsed. Nigerian Government gave just few days for exchanging the old notes, this move 

didn’t solve the purpose to fix the country’s debts and containing the rising inflation.  

 In Myanmar, demonetization was carried out with larger denomination bank notes for many times 

in 1964, 1985, 1987, and 2015. In 2015, the argument for introducing a new 10,000 KYAT bill is fighting 

against Counterfeiting. In 1987, to curb the black market it has got around 80 percent of the currency in 

circulation invalid which resulted in students protest and a tough handed government crackdown which 

killed hundreds of the protestors. In 90s, in Zaire, currency note reforms resulted in inflation surges and 

exchange rate against the dollar had collapsed.  

 President Mikhail Gorbachev the then Soviet Union president in 1991 demonetized the higher 

denomination ruble bills, of 50s and 100s. This move didn’t pay off much but has ended in the loss of 

Mikhail’s leadership within a year’s time. Australia being the first country in 1996 had a full series of 

polymer currency notes to replace paper-based notes to stop counterfeiting. This currencymade out of a 

more durable material changed all the currency in the country to a new type of currency note. Plastic 

currency was also released in 1992 and by 1996; all the currency notes produced were polymer in 

nature. Australia decided to replace its paper-based currency notes with polymer-based currency notes 

in 1996. Reserve Bank of Australia released the world’s first long-lasting currency notes with the 

additional benefit of the polymer base as it is counterfeit-resistant.  

 In 2002 demonetization occurred when the euro was adapted by the member nations of the 

European Monetary Union to switch to the new currency euro, in which the authorities fixed various 

exchange rates for the national currencies of all its members into Euros. National currencies were 

demonetized before the Euro was introduced. However, the exchange of the old currencies to Euro 

continued to be convertible for a considerable period to enable a smooth transition after 

demonetization. Government of North Korea In 2010, under Kim Jong-II took two zeros off the face 

value of the country’s currency in an attempt to constrict a control over the economy and to bring an 

end to the black markets, but the country’s poor harvest led to a severe food shortage.  

 Demonetization results in a major economy breakdown leading to starvation of the people even for 

the basics of their life. Zimbabwean government demonetized the Zimbabwean dollar in 2015 to battle 

the country’s rocketing inflation which was reported at 231,000,000%. It was a 3-month long process 

involving wipe out of the Zimbabwean dollar from the country’s financial system and to strengthen the 

US dollar, Botswana pula, and South African rand as the country’s legal tender in an attempt to stabilize 

the ruining economy.  

 Zimbabwe used to have hundred trillion dollar note, which was later demonetized and was 

exchanged in a shocking way dropping trillion dollars to just $0.5 dollar. Zimbabwe is a typical example, 

going through a phase of hyper-inflation in the year 2008 resulting in the value loss of its currency. The 

Reserve Bank of Zimbabwe announced having “adopted the multiple currency system or dollarization in 

the year 2009 and it became necessary to demonetize the Zimbabwe $ unit to change that with the 

proposed multiple currency system. Zimbabwe’s demonetization was considered to be critical for policy 

consistency and for enhancing the confidence of the consumers and businesses, according to its central 

bank.  

 The central bank of the Philippines, in the year 2015 decided to demonetize the New Design Series 

currency notes which were issued on 12th June 1985, claiming to “align with the practice of other 
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central banks around the world which change the design of their currency that has been in circulation 

for over 10 years.” Government of Philippines demonetized its currency notes which prevailed valid for 

over 30 years with new currency being in circulation since 2010 to fight Counterfeiting. Pakistan has 

also announced to move all its old designed currency notes out of the economy. Pakistan had 

demonetized its 5 Rs and 500 Rs denomination notes earlier too. In European Union, creating the single 

currency (Euro) over the period 1998-2000 is considered to be the largest demonetization ever 

happened in the history. 

 
Discussion 

 The decision of demonetization has received enormous support by several bankers and from some 

international economists, though it was criticized by members of the opposition parties, which resulted 

in many debates in both houses of parliament to the extent of staling the proceedings throughout the 

winter session often and triggered organized protests against the current government in front of the 

parliament and elsewhere across India demanding the prime Ministers’ explanation. It was estimated 

that as on 28 October 2016 the total currency notes in circulation in India was about Rs. 17.77 trillion 

(US$260 billion). Based on the annual report of Reserve Bank of India (RBI) as on 31 March 2016 the 

total bank notes in circulation was valued to Rs. 16.42 trillion (US$240 billion) in which approximately 

around 86% (around Rs. 14.18 trillion (US$210 billion)) were just Rs. 500 and Rs. 1,000 banknotes. It 

was 24% (around 22.03 billion) in terms of the total volume in the 90266 million banknotes which were 

in circulation till 8th Nov 2016.  

 The new PradhanMantriGaribKalyanYojana (PMGKY) announced paves for 50 per cent taxes and 

also a surcharge on all declarations of unaccounted or untaxed cash deposited in the banks. Declarants 

also have to park a quarter of the total sum in a non-interest bearing deposit for four years. The 

Government of India had launched Jan DhanYojana for financial inclusion of people having no banking 

system in August 2014 to encourage and enable all to have bank accounts opened to receive the 

financial benefits directly in their accounts to curb multilayer corrupt system. The Indian government 

has declared an Income Declaration Scheme (IDS), which was announced on 1st June 2016 and closed 

on 30th September 2016. Under this scheme, the black untaxed money holding citizens could come by 

them to declare their assets, by paying the tax and a 45% penalty. This scheme could yield about Rs. 

65,250 Crore (US$9.7 billion) through 64,275 declarations in which the 45% is added to the revenue for 

the government. The “Unified Payments Interface” scheme initiated by National Payments Corporation 

of India in the April of 2016 is aimed at encouraging the cashless payments paving way for a cashless 

economy. Between November 10th of 2016 and November 27th of 2016, all the banks have reported 

that the total exchange and deposits of demonetized currency notes are of worth Rs. 8.45 trillion 

(US$130 billion) (exchange of Rs. 339.48 billion (US$5.0 billion) and deposits are of Rs. 8.11 trillion 

(US$120 billion)). During the same period of time, an amount of Rs. 2.16 lakh crore(US$32 billion) was 

withdrawn by the people from their bank accounts. Data provided by the Reserve Bank of India shows 

that between November 10th and December 7th of 2016, new currency notes worth Rs 427,684 crores 

have been distributed by the banks to the public for circulation either over the bank counters or through 

ATMs. Historical data clearly state that no country can efficiently handle this demonetization as it is a 

double edged weapon to destroy the black economy. Though the intent or a dream of a black money free 

economy and the cashless transactions even at the lowest level possible is a noble one and a necessary 

evil, the implications of such initiatives should actually be visibly successful and precise in terms of 

targeting the roots and branches of the black market and not the harming the innocent general public 
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paying much for the cause of a few black money holders being fixed. Demonetization in India also has a 

considerable impact in International financial Markets especially in Asian Markets.  

 
Successful Demonetizations 

1. European Union – The countries which joined European Union in the beginning phased out their 

respective currencies and adopted Euro in 2002.In order to switch to the euro, authorities first fixed 

exchange rates for the varied national currencies into euros. When the euro was introduced, the old 

national currencies were demonetized. However, the old currencies remained convertible into 

euros for a while so that a smooth transition through demonetization would be assured. 

2. United States of America – The highest value of denomination currently in production is the $100 

bill, but in decades past, the Federal Reserve has issued $1,000, $5,000, $10,000 and even $100,000 

bills. The first known use of the $1,000 bill coincides with the United States beginnings. The U.S. 

stopped printing the $1,000 bill and larger denominations of currency by 1946, but these bills 

continued circulating until the Federal Reserve decided to recall them in 1969. 

3. Zimbabwe – Zimbabwe used to have $100,000,000,000,000 note. Yes, a one hundred trillion 

dollar note! In 2015, the Zimbabwean government demonetized the Zimbabwean dollar as a way 

to combat the country’s hyperinflation that was recorded at 231,000,000%.The 3-month process 

involved expunging the Zimbabwean dollar from the country’s financial system and solidifying the 

US dollar, Botswana pula, and South African rand as the country’s legal tender in a bid to stabilize 

the economy. 

4. Australia – In 1996, Australia decided to replace its paper-based notes with polymer bank notes. 

This move changed all the currency in the country to a new type of banknote that was made of a 

different more durable material. The first plastic currency in the country was released in 1992 and 

by 1996, all the banknotes being produced were polymer-based. The notes released by Reserve 

Bank of Australia were the world’s first long-lasting banknotes. Also, the polymer base made them 

counterfeit-resistant. Since the purpose was to replace paper with plastic and only the material 

changed, it did not had any side-effects on the economy. 

5. Pakistan – India’s neighbor, Pakistan has also decided to move all the currency notes with old 

designs out of the system. Earlier also, Pakistan had demonetized PKR 5 and PKR 500 denomination 

notes. From 1st December 2016, Pakistan will phase out the old notes as it will bring in new designs. 

Pakistan legally issued the tender a year and a half back, and therefore, the citizens had time to 

exchange the old notes and get newly designed notes. 

6. United Kingdom – The United Kingdom, adopting decimal currency in place of pounds, shillings, 

and pence in 1971 can also be cited as a successful example. Banknotes remained unchanged 

(except for the replacement of the 10 shilling note by the 50 pence coin).In 1968 and 1969 decimal 

coins which had precise equivalent values in the old currency (5p, 10p, 50p – 1, 2, and 10 shillings 

respectively) were introduced. Decimal coins with no precise equivalent (½p, 1p, 2p equal to 1.2d 

(old pence), 2.4d, 4.8d respectively) were introduced on 15 February 1971.The smallest and largest 

non-decimal circulating coins, the halfpenny and half crown, were withdrawn in 1969. Other non-

decimal coins with no precise equivalent in the new currency (1d, 3d) were withdrawn later in 

1971. 

7. Philippines – In 2015, the country demonetized its bank notes which had been in circulation for 30 

years (introduced in 1985) with new ones which had only been in circulation since 2010 to prevent 
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counterfeiting. From January 2017 onward, the old bills will be demonetized, or will no longer have 

monetary value. 

  
Limitations  

 This study has the inherent limitations added to it by itself as it does not have adequate research 

being carried out on the phenomenon of demonetization. Hence there is no sufficient review of 

literature available for the inferences to be made through an exhaustive reference. All the data are 

already available but this article have them consolidated and organized them in a factual method and 

order for a clear understanding and study. Added to that time is also a major constraint. As this includes 

a huge amount of data handling due to its macro economical nature and the availability of the raw data 

from the valid sources are also crucial in this study.  

 
Conclusion  

 Demonetization is a beneficial process even though it has some demerits that may render it 

unfavorable in various ways. However, before any demonetization program is carried out, it should be 

carefully though through and its impact on the poor should be considered. In this way, demonetization 

can be a chance for a fresh new start, or it can be something that causes unnecessary confusion for a 

country. 

 After this exhaustive and logical analysis demonetization seems to be a different ball game while it 

is compared to the other economic reforms initiatives by the governments to restore or to replenish the 

economy from being ruined by the black money and tax evasion. Demonetization seems to be a bitter 

pill and through the various historical evidences it is clear that the management of the crisis after the 

demonetization plays a vital role in ensuring the success of it. Better preparedness in terms of a clear 

game plan and in terms of the policies and strategies of government machinery itself and half of the 

success is seemed to be achieved just through the right way of communicating the government’s 

intensions and the foreseen outcomes with its benefits to the country as a whole.  

 Ina short run it ruins the economy with its side effects clearly inflicting its horror on the GDP. It 

deeply affects the primary agriculture and industrial sectors resulting in the job losses. Especially 

unemployment arising out of the complete shutdown of the unorganized and the cash based small scales 

industry which actually comprises of about 80% of India’s GDP. With a clear and efficient way of using 

the technological advantages India have in terms of the digitization and IT revolution it has gone 

through over the last two decades. The success and the efficiency of implementing demonetization lies 

in the preparedness of the entire economy, the government machinery and the awareness amongst the 

general public and the entire political system being taken into confidence through an effective 

communication by all means and by the transparent approach of the government implementing 

Demonetization.  
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Abstract 
 Cryptocurrency and investments are the buzz words 
in financial markets today. Paper money being 
introduced in china for the first in VII century and 
thereafter there has been no looking back. Present 
conceptual paper is an effort to understand the concept 
of Cryptocurrency and the stages of its developments. 
Further through this paper the intention is to discuss its 

usage in modern world, its pros and cons, transparency & 
Regulation of Digital Currency, future of Money. In 
addition to the most important considerations when 
investing in crypotocurreinces. 
Keywords: Bitcoin, Cryptocurrency, online payments, 
technology adoption, electronic commerce, electronic 
money, emerging technology, financial services. 

 

Introduction 

 This paper describes Crypto-currencies and investing in them by focusing on Bitcoin, Ethereum and 

Ripple the most well knows of this digital money. Throughout history currency has taken some amazing new 

forms such as in the 17th Century when the country of Holland used flower-arrangements as a form of 

currency. This, as all of history, can teach us is a lesson about the constantly evolving state of currency. 

 Paper money has been first introduced in China in the VII century, afterwards these banknotes 

became known in Europe thanks to travellers’ accounts of Marco Polo. In 1661, the StockholmsBanco 

started issuing them. Adoption and usage of gold stand scheme has been existent in European countries 

since 1867. As we can see money evolution, which has a surprisingly capacity to adapt to the characters 

of time, depends upon the technological, social and economic development of societies. Thus, it is not 

surprising that money has been affected by the widespread use of the internet. 

 Bitcoin is a crypto-currency in which has gained massive media attention recently as a growing 

number of businesses have started to accept it as a form payment. Bitcoin was the first of what have 

become known as "cryptocurencies". Such forms of digital money are secure transaction in digital 

money as they control for the creation of new units. 

 Ethereum is similar to Bitcoin in the sense that they're both open-source platforms based on 

blockchain technology. Bitcoin is limited to using blockchain technology payments, while Ethereum can 

be used to build decentralised computational platforms. 

 Ripple is the name for both a digital currency (XRP) and an open payment network within which 

that currency is transferred. It is a form of distributed, open-source payments in the form of beta. The 

goal of the ripple system, according to its website, is to enable people to break free of the “walled 

gardens” of financial networks – i.e., credit cards, banks, PayPal which restrict access with a nominal 

charge and also additional charges for currency exchanges and processing delays. 

 
Literature Review 

 Lee (2009) [1] Greek philosopher Aristotle came up with four criteria that help to dictate what is 

considered to be ‘good money’  

 It must be durable  
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 It must be portable  

 It must be divisible  

 It must have intrinsic value  

 Alexander D’Alfonso, Peter Langer, Zintis Vandelis (2016) [2]With the advent of blockchain and 

cryptocurrencies being as new and revolutionary as it is, predicting the five-year projected value of 

either Bitcoin or Ethereum requires numerous factors to be considered. 

 Pasquale Carlo Lupoi (2015) [3]Additionally, like gold and other metals, Bitcoin is a 

fundamentally decentralized open-source project and since it has financial value, it offers users the 

ability to trade and transmit funds across borders with almost no barriers or transaction costs.. Every 

new development in history has a starting point and this currency indeed is bound to put his foot down. 

 Connell Wise (2014) [4]Bitcoin has proven to be a contentious issue for regulators and law 

enforcers, both of which have targeted the virtual currency in an attempt to control its use. Many legal 

authorities are still struggling to understand the cryptocurrency and the regulation process is hard to be 

accomplished. For tax administrators, the challenge is how to approach a system that is outside the 

traditional streams of commerce and finance. 

 Michal Polasik & Anna Piotrowska (2015) [5]There is still no obvious theory delineating how 

Bitcoin should be priced since, by its very nature, it yields no dividends, cash flows or earnings. 

Popularity of Cryptocurrency is driving its prices and hence its prices seem to be high. 

 Chartered accountants, New Zealand and Australia, (2015) [6] The issues created including 

those regarding assurance and taxation, will force many countries to adopt new regulation regarding 

digital currencies. Inquiries, such as those conducted in the United States, the United Kingdom, Canada 

and Australia, can be expected to occur on an increasing basis. While still a novelty, digital currencies 

harbor an immense amount of power, with inherent technology that could transform the foundations of 

the financial system as we know and recognize it. 

 Ram Bambani, Francesca Anna-Sophia Beer (2013) [7] The absence of Central Banks does have 

its advantages, but it also makes the Bitcoin system prone to crash. This, however, should be further 

investigated once the Bitcoin system matures and becomes less volatile. Up until now the burst of the 

Bitcoin bubble has not had the power to scare off all its users but time will show whether it will 

eventually do.  

 Moneycontrol.com (2018) [9] The biggest worry for New Delhi, the finance ministry official said, 

was how to protect investors trading on offshore exchanges. “Already hundreds of investors have gone 

to the police and courts with complaints of transactions in virtual currencies that turned out to be 

fraudulent, said PavanDuggal, a Supreme Court lawyer specialising in cybercrimes. Considering 

cryptocurrencies are here to stay, the government must consider granting limited legality while 

ensuring that these are not used for crypto crimes," he said.  

 
How do cryptocurrencies work?  

 Cryptocurrencies use decentralised technology to let users make secure payments and store money 

without the need to use their name or go through a bank. They run on a distributed public ledger called 

blockchain, which is a record of all transactions updated and held by currency holders. 

 Units of Cryptocurrency are created through a process called mining, which involves using 

computer power to solve complicated maths problems that generate coins. Users can also buy the 

currencies from brokers, then store and spend them using cryptographic wallets. 
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 Cryptocurrencies and applications of blockchain technology are still nascent in financial terms and 

more uses should be expected. Transactions including bonds, stocks and other financial assets could 

eventually be traded using the technology.  

 

Why would you use a Cryptocurrency? 

 The level of anonymity and security with Cryptocurrency seem to be very high. In addition it is also 

believed that reversal, fake transactions with low fee make them more reliable when compared to the 

traditional currency used. There is a sudden boom in crypo currency market on account of ease of 

opening account high returns. More number of participation is found by amateur investors as well as 

speculators as they find it to be a quick way to make returns as part of their investment. 

 
How do you buy bitcoins in India? 

Bitcoin Mining 

 This investment system survives on peer-to-peer network and there is a direct transaction 

happening without involving any intermediary. Blockchain’s are public registers where transactions are 

recorded and verified through a bitcoin software installed by individuals in public ledger. After receiving 

confirmation of the transfer from the user and confirmation on network it gets recorded on the 

blockchain. Only after recording the transfer is complete. This process of record keeping is referred to as 

‘mining’ and those involved in computing are known as miners. 

 
Bitcoin as Gift and Payment 

 If you get bitcoins as a gift, you can sell them at any Cryptocurrency platform. But sometimes, you 

can encash only at a particular exchange. To get bitcoin payment, you have to provide a bitcoin address. 

You will have to open an account and give bitcoin address from where you can then cash out. 

 
Buying Bitcoins from Exchange Platfroms 

 Another way is to buy it on exchange platforms. Bitcoin exchange platforms are like stock 

exchanges. Some exchanges allow you to buy other cryptocurrencies as well such as ethereum. In India, 

exchanges such as Coinsecure and Unocoin allow you to buy bitcoins.  

 
How do you buy?  

 To purchase bitcoins you have to first register yourself. Usually, most exchanges have apps which 

you can download. Once registered, you have to provide your bank details and go through the know-

your-customer (KYC) process. Hence, you have to provide details such as PAN and Aadhaar. You will 

also be asked to give your photograph and provide your signature. Once this process is complete, you 

can start buying and selling bitcoins. Buying bitcoin is like an e-wallet where you can load money. The 

difference is that you can convert the currency into crypt currencies and for doing it you have to load 

money through fund transfer channels. For the service that the exchange provides, there is a fee, and 

also commissions. 

 
Fees and other Charges 

 There is a cost involved in getting bitcoins, whether you mine them or buy from an exchange 

platform. “Every bitcoin transaction has a mining fee associated with it. To have a faster bitcoin 

transaction, individuals can add in a larger mining fee to expedite the validation process. In terms of fees 
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to buy and sell bitcoin, each exchange and brokerage has a different fee structure. Our fees range from 

0.4% to 0.6%. Some brokerages charge up to 2% in fees  

 

Conclusion 

 Is investing in cryptocurrencies safe investment option or not? 

 To invest or not to invest - that is the question many of us have in our minds when it comes to 

cryptocurrencies at the moment. Many are interested in investing in cryptocurrency but on account of 

insecurity and uncertainity they are still maintaining gap. Other than investing in an unregulated space 

and the potential risk of losing your money by falling prey to a ponzi scheme, you have more reasons to 

stay away from such investments. 

 
Prices of Bitcoin and Etherum of Last three Months  Prices of Ripple of Last three Months 

 

The following are the reasons why a person should not invest in cryptocurrencies. 

 

Banks have Started Stopping Purchase of Cryptocurrency with their Cards  

 Recently, Citibank in an email notification to its customers has said that its credit and debit cards 
cannot be used to purchase cryptocurrencies.  
 SBI Card has cautioned its customers against risks associated with bitcoin and other crypto-
currencies during its discussions. 
 
Crypto Exchanges Halt Trading, Ask Investors to take Back Money  

 Two cryptocurrency exchanges - BTCXIndia and ETHEXIndia informed about the halt of trading 

with effect from March 5. All its members have been advised to withdraw their money on or before 

March 4. They also issued an email notification to its members, BTCXIndia instructing the ban on it’s 

deposits from investors with effect from January 1, 2018.  

 
Not all Cryptocurrencies will give you Sky-High Returns  

 In cryptocurrencies, price is determined solely on the basis of demand and supply, and speculation 

is what drives their price. For instance, bitcoins being the most popular crypto is most expensive, priced 

over $ 9,000 as on February 26, 2018. In April 2017, the bitcoin was priced at around $1,100 and within 

an year the price surged to over $9000 by February 2018. On the other hand Ripple, which is not as 

popular as Bitcoin is priced at less than a dollar! It was below a dollar in April 2017and is even now less 

than a dollar.  

 
Tax Trouble  

 On the books, income tax laws do not mention how cryptocurrency gains should be taxed. However, 

in the recent past, not just the government has raided bitcoin exchanges but also issued about one lakh 

notices to people who have invested in cryptocurrencies like Bitcoin and made profits without declaring 

these in their income tax returns. Further, the government has clearly said it will tax gains from 
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cryptocurrencies. A news report by IANS quoting CBDT Chairman Sushil Chandra says, "People who 

have made investments (in cryptocurrencies) and have not declared income while filing taxes, and have 

not paid tax on the profit earned by investing, we are sending them notices as we feel that it is all 

taxable."  

 
Government's Averse Stance  

 Government clearly expressed its averse stance on cryptocurrencies like bitcoins, etherum and so 

on when Finance Minister in his budget speech said the government does not consider crypto-

currencies legal tender or coin and will take all measures to eliminate use of these crypto-assets in 

financing illegitimate activities or as part of the payment system. Reportedly, RBI warned banks about 

cryptocurrencies in January, telling them elling them to step up scrutiny of financial transactions by 

companies and exchanges involved in the trade of bitcoins and similar digital tender. However, the apex 

bank is yet to declare such transactions illegal.  

 
KYC Timeline and Volatility in Prices  

 Cryptocurrency exchanges require that a person signing up for a wallet with them complete KYC by 

providing his/her Aadhaar, PAN and bank details. The turnaround time for KYC verification is different 

for different wallets. Sometimes it is done within a couple hours, in some cases it takes a few days or 

even a month. Needless to say, cryptocurrencies are highly volatile. So, for first time investors, the price 

difference, at the time when they sign up for the wallet and the time when they are able to buy after KYC 

approval, could be huge. 
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Abstract 
 Cross -channel marketing technique has turned into 
a noteworthy power in business-to-business 
appropriation channels, particularly since the choice of 
Web based online channels rose not as much as 10 years 
back. Making items and administrations accessible to 
business markets by means of a wide exhibit of various 
channels can give expanded levels of client decision and 
administration. In any case, the errand of organizing and 
coordinating different channels that work at abnormal 
amounts of proficiency has constrained directors in 
charge of channel administration to manage an 
assortment of testing issues. These incorporate the part of 
web based business in the multi-channel structure, 
finding an ideal channel blend, making cooperative 

energies crosswise over channels, building vital 
collusions, making economical upper hands, overseeing 
more intricate supply chains, managing strife, and giving 
the administration important to achieve very much 
coordinated various channels. The main objective of the 
study is to focus on identify the best way to target, 
retarget (Cross- Channel) and delight the customers 
using different sources and make them to buy using some 
statistical tools will be used like chi square, and taken 
support of GNU PSPP software to analyze data. The study 
is to find retarget techniques and retain dropout 
consumers 
Keywords: Cross channel marketing, multi channel 
marketing, ideal channel blend, retargeting,

  
Introduction 

 E-Commerce or Electronics Commerce is a methodology of modern business, which addresses the 

need of business organizations, vendors and customers to reduce cost and improve the quality of goods 

and services while increasing the speed of delivery. Ecommerce refers to the paperless exchange of 

business information using the following ways: 

 Electronic Data Exchange (EDI) 
 Electronic Mail (e-mail) 
 Electronic Bulletin Boards 
 Electronic Fund Transfer (EFT) 
 Other Network-based technologies 

 
Features 

E-Commerce provides the following features: 

 Non-Cash Payment: E-Commerce enables the use of credit cards, debit cards, smart cards, 

electronic fund transfer via bank's website, and other modes of electronics payment. 

 24x7 Service availability: E-commerce automates the business of enterprises and the way they 

provide services to their customers. It is available anytime, anywhere. 
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 Advertising/Marketing: E-commerce increases the reach of advertising of products and services of 

businesses. It helps in better marketing management of products/services. 

 Improved Sales: Using e-commerce, orders for the products can be generated anytime, anywhere 

without any human intervention. It gives a big boost to existing sales volumes. 

 Support: E-commerce provides various ways to provide pre-sales and post-sales assistance to 

provide better services to customers. 

 Inventory Management: E-commerce automates inventory management. Reports get generated 

instantly when required. Product inventory management becomes very efficient and easy to maintain. 

 Communication improvement: E-commerce provides ways for faster, efficient, reliable 

communication with customers and partners. 

 
E-Commerce Payment Systems 

 E-commerce sites use electronic payment, where electronic payment refers to paperless monetary 

transactions. Electronic payment has revolutionized the business processing by reducing the 

paperwork, transaction costs, and labor cost. Being user friendly and less time-consuming than manual 

processing, it helps business organization to expand its market reach/expansion. Listed below are some 

of the modes of electronic payments: 

 Credit Card 

 Debit Card 

 Smart Card 

 E-Money 

 Electronic Fund Transfer (EFT) 

 E- Wallets 

 
Credit Card 

 Payment using credit card is one of most common mode of electronic payment. Credit card is a small 

plastic card with a unique number attached with an account. It has a magnetic strip embedded in it that 

is used to read the credit card via card readers. When a customer purchases a product via credit card, 

the credit card issuer bank pays on behalf of the customer and the customer has a certain time period 

after which he/she can pay the credit card bill. It is usually in the credit card monthly payment cycle. 

 

Debit Card 

 Debit card, like credit card, is a small plastic card with a unique number mapped with the bank 

account number. It is required to have a bank account before getting a debit card from the bank. The 

major difference between a debit card and a credit card is that in case of payment through debit card, 

the amount gets deducted from the card's bank account immediately and there should be sufficient 

balance in the bank account for the transaction to get completed; whereas in case of a credit card 

transaction, there is no such compulsion. Debit cards free the customer to carry cash and cheques. Even 

merchants accept a debit card readily. Having a restriction on the amount that can be withdrawn in a 

day using a debit card helps the customer to keep a check on his/her spending. 

 
Smart Card 

 Smart card is again similar to a credit card or a debit card in appearance, but it has a small 

microprocessor chip embedded in it. It has the capacity to store a customer’s work-related and/or 

personal information. Smart cards are also used to store money and the amount gets deducted after 
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every transaction. Smart cards can only be accessed using a PIN that every customer is assigned with. 

Smart cards are secure, as they store information in encrypted format and are less expensive/provide 

faster processing. Mondex and Visa Cash cards are examples of smart cards. 

 
E-Money 

 E-Money transactions refer to situation where payment is done over the network and the amount 

gets transferred from one financial body to another financial body without any involvement of a 

middleman. E-money transactions are faster, convenient, and save a lot of time. Online payments done 

via credit cards, debit cards, or smart cards are examples of e-money transactions. Another popular 

example is e-cash. In case of e-cash, both customer and merchant have to sign up with the bank or 

company issuing e-cash. 

 
Electronic Fund Transfer 

 It is a very popular electronic payment method to transfer money from one bank account to another 

bank account. Accounts can be in the same bank or different banks. Fund transfer can be done using 

ATM (Automated Teller Machine) or using a computer. Nowadays, internet-based EFT is getting 

popular. In this case, a customer uses the website provided by the bank, logs in to the bank's website 

and registers another bank account. He/she then places a request to transfer certain amount to that 

account. Customer's bank transfers the amount to other account if it is in the same bank, otherwise the 

transfer request is forwarded to an ACH (Automated Clearing House) to transfer the amount to other 

account and the amount is deducted from the customer's account. Once the amount is transferred to 

other account, the customer is notified of the fund transfer by the bank. 

 
E- Wallets 

 E-wallet is a type of pre-paid account in which a user can store his/her money for any future online 

transaction. An E-wallet is protected with a password. With the help of an E-wallet, one can make 

payments for groceries, online purchases, and flight tickets, among others.  

E-wallet has mainly two components, software and information. The software component stores 

personal information and provides security and encryption of the data. The information component is a 

database of details provided by the user which includes their name, shipping address, payment method, 

amount to be paid, credit or debit card details, etc.  

 
E-Commerce Security Systems 

 Security is an essential part of any transaction that takes place over the internet. Customers will lose 

his/her faith in e-business if its security is compromised. Following are the essential requirements for 

safe e-payments/transactions: 

1. Confidentiality - Information should not be accessible to an unauthorized person. It should not be 

intercepted during the transmission. 

2. Integrity - Information should not be altered during its transmission over the network. 

3. Availability - Information should be available wherever and whenever required within a time limit 

specified. 

4. Authenticity - There should be a mechanism to authenticate a user before giving him/her an access 

to the required information. 
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5. Non-Repudiability- It is the protection against the denial of order or denial of payment. Once a 

sender sends a message, the sender should not be able to deny sending the message. Similarly, the 

recipient of message should not be able to deny the receipt. 

6. Encryption - Information should be encrypted and decrypted only by an authorized user. 

7. Auditability - Data should be recorded in such a way that it can be audited for integrity 

requirements. 

 
Measures to Ensure Security 

 Major security measures are the following: 

 Encryption - It is a very effective and practical way to safeguard the data being transmitted over the 

network. Sender of the information encrypts the data using a secret code and only the specified 

receiver can decrypt the data using the same or a different secret code. 

 Digital Signature - Digital signature ensures the authenticity of the information. A digital signature is 

an e-signature authenticated through encryption and password. 

 Security Certificates - Security certificate is a unique digital id used to verify the identity of an 

individual website or user. 

 
Cross Channel Marketing 

 Cross Channel marketing in E-commerce is an online marketing strategy; one which more and 

more companies is choosing to take advantage of. Whilst being able to promote your business, and offer 

your products, through various retail channels is a massive advantage, it can be an incredibly difficult 

thing to successfully manage. 

 Only through the integration of a cross channel E-Commerce solution, which combines the 

management of every channel into a single interface, can you effectively control all of your retail efforts. 

 As the online marketplace continues to become more and more competitive, Advances believe that 

this synergetic approach to online marketing is the way that E-Commerce must always work. Bespoke 

development and industry-leading technology need to combine to create a streamlined selling process 

to provide an intuitive, consistent service to customers. Cross-channel refers to using several different 

channels to complete a purchase. For instance, a customer who picks out a product in the Argos 

catalogue, then buys it over the phone, has ‘crossed channels’ and the sale was ‘cross-channel.’ 

 In terms of online commerce, it frequently refers either to customers who go to shops to try on 

clothes which they then buy online, or to customers who shop online for a product and then pick it up 

in-store.  

 About 40% of goods bought online at Best Buy are picked up in-store. Now, according to Paco 

Underhill, a New York-based environmental psychologist, ‘our research shows that more than 40% of 

shoppers walking out of stores have done some form of “pre-shopping.” Customers use cross-channel, 

but they aren’t really getting anything from it in terms of experience – it’s largely a question of using one 

channel for research and another for purchase. In a way, it reinforces the division between online and 

offline. 

 
Multi-channel 

 Multi-channel is a different animal. Multi-channel is using multiple channels to sell or connect, but 

each channel retains its identity. There’s an attempt to tie together elements like inventory, so online 

preparatory shopping doesn’t show products as available that aren’t actually in the store when the 

customer gets there, but there’s no real attempt to produce a truly seamless customer experience. 

http://risnews.edgl.com/retail-news/40-Percent-of-Best-Buy-Online-Purchases-Picked-Up-in-Stores40377
http://www.wired.co.uk/magazine/archive/2014/03/features/ecommerce-is-history
http://www.wired.co.uk/magazine/archive/2014/03/features/ecommerce-is-history
http://www.wired.co.uk/magazine/archive/2014/03/features/ecommerce-is-history
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 The first store to have a notable success with this tactic is Nordstrom. The retailer linked its online 

inventory to its total real world inventory, meaning that customers who looked online could buy a 

product – and have it shipped to them – if it was available anywhere in the company. 

 The result is Sales leapt – in store and online. That linked inventory is important or several reasons: 

first, it’s a major step towards recognising the fact that what’s important is the relationship between 

brand and customer, and the purchase itself – the channel isn’t important. 

 It’s the beginning of setting customers free from specific channels, something they say they want. 

And it recognises the boom in channels. Over 62% of people with a net-connected mobile phone have 

bought something online with it; 

 
Omni Channel Marketing 

 Omni-channel is using all channels as though they were variations of each other. There’s no 

difference between goods, pricing and other aspects between online and offline experiences. This is the 

seamless experience customers really want. 

 We’re seeing things like pop-up stores to capture specific markets, or concept flagship stores 

merging into the offline. There’s a move from plain e-commerce to brand building.’ 

 As for the reasons for adopting omni-channel selling, figures strongly suggest that in the UK, mobile 

customers’ share of total purchases will grow by 55% in the next five years and reach nearly £20bn 

within a decade. 

 When that happens, though, mobile customers will make up only 5% of all UK retail; 

eMarketer claims that by 2017, 84% of our sales activity will still be taking place in bricks-and-mortar 

shops. But it won’t be the same kind of shopping we did before the digital revolution. 

 Already, 80% of shoppers check prices online, using mobile technology to check up on prices with 

other retailers, including online retailers. We’re omni-channel shopping – browsing products that are 

physically present right in front of us and products online, checking prices in a range of physical 

locations and online stores – already. 

 All that’s needed is for retailers to catch up. For retailers, the first important point is that omni-

channel consumers already exist. 

 A tech-led omni-channel revolution has already been tried and it already failed. Luke Vinogradov, 

Tesco’s mobile experience director, remembers in 1999 he was developing mobile products. 

 
Omni-channel Customer Journey 

 In one of our other blogs we go deeper into the customer journey of your brand, in an omni-channel 

strategy it is not just about the contact moments via the following channels: 

 Your Webshop 

 Social Media 

 Physical stores 

 Newsletters 

 Customer Care 

 
But the more important is the use of: 

 Interactive labels 

 POS columns (POS = Point Of Sale) 

 Mobile apps and discount coupons 
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 Web care via Social Media 

 Game computers 

 
Need for the Study 

 Consumers may peruse on the web, before being focused on by means of an email that they read on 

their smart phone or web. In this sense, cross-channel takes the fundamental hypothesis of multi-

channel and raises it to make a superseding and consistent brand encounter – rather than a coincidental 

or cracked brand message. The main purpose of the study is to identify how consumer purchasing 

through online and why consumer left over the cart after selection of items. Then after identifying those 

consumers, trying to resolve the issues and retargeting the purchasing process to improve purchase 

power. 

 
Objectives of Study 

 To understand cross channel marketing in detail 

 To study about the best way to retarget the consumers 

 To analyse E-Users dropout rates 

 To identify the users satisfactory levels on E-Commerce platform. 

 
Hypotheses 

 H1: There is significance relation between cart left overs and Gender 

 H2: There is significance relation between clicking on facebook ads and left over products 

 H3: There is relation significance difference between group people and greater discount 

 H4: There is significance relation between Social Status and Call marketing 

 
Review of Literature 

 Sunil (2016) discussed steps to create cross channel marketing strategy in Regalix.com saying that 

with the evolution of newer media, brands started adopting multiple channels to reach out to and 

engage with their target audience. But as soon as they turned on their information hose through these 

channels, customers essentially started ignoring and in fact ending up becoming increasingly 

dissatisfied as they expected a similar service and experience in each of these channels but what they 

received was far from it. This led to the evolution of cross channel marketing strategy, where the focus is 

on integrating multiple channels to achieve the same end goal. This approach requires orchestrating 

multiple touch-points of customer interaction – from email to mobile and providing an enhanced unified 

personalized experience to the customers. 

 AbPrateekkalia, NavdeepKaur(2015) examined about internet marketing and b2c e-commerce 

with Indian scenario that in the last 50 years e-commerce has evolved as most exciting development in 

business-to-consumer marketing. Electronically transacted business particularly in-electronics, books, 

education, travel and software has increased many folds within last 5-6 years. Websites like eBay, 

money control, shaadi, jeevansaathi and many more have impregnated in our daily life. With the boom 

in information technology, falling prices of personal computers and robust infrastructure, number of 

internet users have grown from meagre 0.1% in 1998 to 19.19% in 2014 of the total Indian population 

i.e. 243,198,922 users, which is more than the total population of Canada. With such a phenomenal 

growth rate and dramatic future developments, most businesses will wither if they do not use web to 

their advantage. The paper elaborates basics, origin, challenges and opportunities of internet marketing 
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and e-commerce in India, and how leading dot coms are using it for achieving effective communication, 

differentiation and delivery to have an edge over their rivals. 

 Ghosh, J Account Mark(2014) examined about Indian E-Retailing Market is Still a Partly Success 

and a Partly Failure Storyand concluded that with the increase in number of household computers and 

fast spreading internet connections, especially broadband connections, India have been experiencing an 

exponential growth in number of internet users in last decade or so. Conversions with significant 

Compound Annual Growth Rate of those online users into online buyers resulted in a huge Indian 

ecommerce market including online retailing market. This paper is mainly focused to analyze why the 

status of Indian ecommerce and E-tailing market is not very rosy till date since inception, why E-tailing 

has not reached the desired goal which includes the financial gain achieved by Indian online retailers 

though there are huge growth observed regarding the Internet usage and more inclinations of online 

Indian users towards online shopping in recent times. The Study is then aimed at behavioral trend of 

Indian online consumers so far. This study investigates the positive and negative influencers or 

variables which have been driving Indian users to search and buy online or stops them to shop in the 

virtual world in Indian socio-cultural scenarios.  

 Nishachanana, SangeetaGoele(2014) examined future of e-commerce in India where E-

Commerce market is thriving and poised for robust growth in Asia. There are players who made a good 

beginning. Their success depends on their understanding of the market and offering various types of 

features. This paper gives an overview of the future of E-Commerce in India and discusses the future 

growth segments in India’s E-Commerce. Also find out various factors that would essential for future 

growth of Indian E-commerce. And represent the various opportunities for retailers, wholesalers, 

producers and for people. In this paper we found that the Overall E-Commerce will increase 

exponentially in coming years in the emerging market of India. 

 MilanSheth, PareshParekh, Deepak(2013) examined Rebirth of e-Commerce in India as the cusp 

of a digital revolution. Declining broadband subscription prices, aided by the launch of 3G services, have 

been driving this trend. This as led to an ever-increasing number of “netizens.” Furthermore, the likely 

launch of 4G services is expected to significantly augment the country’s internet user base. Internet has 

become an integral part of this growing population segment for remaining connected with friends, 

accessing emails, buying movie tickets and ordering food. The changing lifestyles of the country’s urban 

population have also led many people relying on the internet for their shopping needs. The convenience 

of shopping from the comfort of one’s home and having a wide product assortment to choose from has 

brought about increased reliance on the online medium. In this report, we seek to provide an insight 

into India’s e-Commerce market. The report focuses on the various sub-segments of the e-Commerce 

market and highlights factors driving growth across these segments. We have also elaborated on 

challenges faced by stakeholders. 

 Monika Kukkar-Kinney and Angeline G.Close(2012) examined the determinents of consumer’s 

online shopping cart abandment. Despite placing items in virtual shopping carts, online shoppers 

frequently abandon them —an issue that perplexes online retailers and has yet to be explained by 

scholars. Here, we identify key drivers to online cart abandonment and suggest cognitive and behavioral 

reasons for this non-buyer behavior. We show that the factors influencing consumer online search, 

consideration, and evaluation play a larger role in cart abandonment than factors at the purchase 

decision stage. In particular, many customers use online carts for entertainment or as a shopping 

research and organizational tool, which may induce them to buy at a later session or via another 

channel.  
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 Tarafdar and Vaidya(2009) examined the factors that determine the organizational inclination to 

adopt E-Commerce (EC). The study proposes a framework based on the qualitative data on four financial 

firms in India collected through multiple case study design. Face to face interview was used to collect 

primary data and existing database, company documents, press reports and websites are used to collect 

secondary data. The framework describes two broad factors—leadership characteristics and 

organizational characteristics—to explain the influence of organizational factors on the propensity to 

employ EC technologies. The study found that both leadership and organizational characteristic 

influence EC adoption.  

 Shibo Li and PatraliChatterjee(2008) examined Shopping Cart Abandonment at Retail Websites 

and proposed a four-stage model of online shopping process to study shopping cart abandonment 

.Consumer heterogeneity is accounted within a hierarchical Bayesian framework. A hidden Markov 

switching process is used to capture unobserved user navigation orientation. Managerial implications 

for customized web pages to reduce the attrition at each stage are discussed. 

 Dasgupta and Sengupta(2006) paper on e-commerce in Indian insurance industry discusses the 

features of e-insurance in comparison with the traditional offline insurance service. The authors put 

forth that e-insurance offers benefits such as reduction in search cost and hidden cost, price comparison 

for customers, and benefits such as opportunity to have niche market, first mover advantage and 

product bundling for insurance companies going online. Further, it discusses that status of e-insurance 

in India is still formative stage, but stands to gain particularly from the rural markets since the 

availability of insurance agent is very less compared to urban markets. The study is conceptual in nature 

and offers insights based on market reports and data from secondary sources. 

 Viswanathan and Pick(2003) examined the issue of e-commerce in India and Mexico from the 

framework of developing countries as suggested by Tallon and Kraemer. The framework included 

critical factors that might impact the diffusion of ecommerce. The factors are government policy, legal 

framework, technology infrastructure, relationship with developed economies and extent of e-

commerce usage by individual, corporate and government. The study’s primary focus is on India. Mexico 

is analyzed more briefly, and compared with India based on common international datasets. The 

analysis and the data presented in this paper represent a synthesis of data from secondary research and 

data from interviews conducted with senior executives in the IT industry in India and Mexico. The study 

suggests that substantial efforts have to be made to invest in telecommunications infrastructure, and to 

create a culture of electronic payments and e-commerce usage that will support economic growth. 

 Raven et al (2002) compared India and China’s approaches in adoption of e-business. Based on the 

literature survey and secondary data, the study analysed various factors influencing the growth of e-

businesses in the two countries. The factors examined include government policy and focus, existing 

technology infrastructure regulatory environment, experience and understanding of business 

operations, and culture, among others. The study concludes that China appears to be ahead of India in 

the infrastructure, but India is ahead in e-readiness. Further, it states that both countries are poised for 

rapidly increasing e-business, however, problems of poverty and inequality between urban and rural 

connectivity must be resolved to really take advantage of e-business in both the countries. 

 
Research Methodology 

 The process used to collect information and data for the purpose of making business decisions. The 

methodology may include publication research, interviews, surveys and other research techniques and 

could include both present and historical information. Questionnaires and discussions with the 
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respondents are the main tools for conducting the study, since they provide the first hand information 

about the concerned aspect of the study. 

 The research was conducted by using Google Forms and the instrument for it is structured 

Questionnaire which consists of closed ended questions. The sample size is of 100 employees and the 

method used is simple random sampling. The techniques used are percentage method, graphical method 

and chi-square test. The chi-square test is selected for testing the hypothesis. The software is used is 

PSPP. 

Data Analysis and Interpretation 

1. How many people leaving online cart without purchasing? 

 Null Hypothesis H0: There is no association between cart left over people and Gender 

 Alternative Hypothesis H1: There is association between cart left over people and Gender. 

 
Conclusion 

 The value of test statistic is 1.15.  

 Its corresponding P value P=0.562 

 Here, the P value is greater than acceptance value α=0.05, then accept null hypothesis. So there is no 

association between cart left over people and Gender. 

Result 

 It is observed that Most of the cart leftovers are male. 

2. How many respondents are clicking on facebook ads of Retargeted ads? 

 Null Hypothesis H0: There is no significance relation between clicking on facebook ads and left over 

products 

 Alternate Hypothesis H1: There is significance relation between clicking on facebook ads and left 

over products 
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Conclusion 

 The value of test statistic is 13.09. 

 Its corresponding P value P=0.011 

 Here, the P value is less than acceptance value α=0.05, then reject null hypothesis. 

 So, there is significance relation between clicking on facebook ads and left over products Hence Null 

Hypothesis H0 is rejected. 

Result 

 It is observed that most of the users will not click on Facebook ads about the retargeted Abundant 

left over products. 

 
2. Which age group people like to get greater discounts? 

 Null Hypothesis H0: There is relation between group people and greater discount 

 Alternate Hypothesis H1: There is no relation significance difference between group people and 

greater discount. 

 
Conclusion 

 The value of test statistic is 4.83 

 Its corresponding P value P=0.566 

 Here, the P value is greater than acceptance value α=0.05, then accept null hypothesis. 

 So there is no relation between group people and greater discount.  

Result 

 It’s is observed that 21-25 age group people will be more attracted if greater discounts are offered 

on Targeted Products. 

 
4. Which Social status people like to get Call marketing? 

 Null Hypothesis H0: There is no significance relation between Social Status and Call marketing 

  Alternate Hypothesis H1: There is significance relation between Social Status and Call marketing 
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Conclusion 

 The value of test statistic is 8.37 

 Its corresponding P value P=0.212 

 Here, the P value is greater than acceptance value α=0.05, then accept null hypothesis.  

 so There is no significance relation between Social Status and Call marketing.  

Result 

 It’s observed that Students are likely to buy the products if they are retargeted through Call or Tele 

Marketing. 

Findings 

General findings 

From the above empirical statistics these are the main things identified: 

1. Cross Channel marketing giving offers at greater discount to retarget the e-commerce Users. 

2. Most of the people won’t click ads on Facebook. 

3. Email marketing has also its own impact to retarget the user 

4. Most of the people are watching ads on facebook but not clicking on it. 

5. Youtube is also playing a keen role in re marketing. 

6. People tend to buy purchase more in a span of 1-6 months. 

7. The overall shop cart drop outs are increased due shipping charges and other companies offers. 

8. There’s 50% of chance of buying abundant product if we re-target through Telephone. 

9. Mobile marketing also playing a crucial role in attracting the target audience. 

10. There are some technical issues in Landing pages of E-Commerce websites. 

11. Only 60% of Cross channel marketing happening to users. 

12. People are directly going to shopping websites instead of using Search Engines. 

13. Majority of people closing websites without ending their shopping.. 

 
Hypothesis Findings 

1.  It is observed that Males are leaving Shopping Carts without purchasing of the product. 

2.  Browsers are not Clicking on facebook ads related to cart drop out ads.  

3.  From the study age group of 21-25 like to buy products at Greater Discounts offered. 

4.  There are more chances that students will buy the product after they receive Telephonic call from 

the Sellers. 

 
Personal Observations 

 I have observed most of the online users in India are tend to go with discounts and offers. We can 

see Big billion days by amazon.com and some yearend sales where people like to purchase more than 

the required because of the name “OFFER’ and “DISCOUNT”. One more thing I have observed that most 

of the areas in India has Internet facility where still there are some villages in India which are not 

connected to Internet. Now, our Prime Minister Mr.Narendramodiji has started to make every home to 

be connected with Internet. He implemented new scheme to connect whole India with Internet 

Connectivity. 

 I have personally experienced that ordering a product and getting another product at the time of 

delivery. Products received were not Quality as I expected. The response rate will always take time. The 

main defect in online marketing is people can’t touch and feel the product. After purchasing the product 

online retailers aren’t taking care about customer complaints. 
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Suggestions 

 The e-commerce companies may spend advertising budget more on tele marketing rather than 

spending for socio ads where people does’t click 

 Companies may prefer with Cross channel marketing rather than spending on Video ads 

 Companies has to start implementing Triggered mails, be more patient while attending customer 

complaints 

 Companies may use Mediums like Twitter, Linkedin, Instagram for Advertising 

 Quora has also started advertising; make use of this advertising Tool. 

 Companies may try to increase the Customer interaction  

 Make sure product or service is delivered on Time. 

 Before advertising make sure product is relevant to customer 

 Always show original reviews and comments made by users. 

 There’s chance of wrong delivery of product for customers who ordered through Debit/credit cards 

 Make sure website is well optimized with every update. 

Conclusion 

 There is a quote in market that “CUSTOMER IS THE KING and MARKETING IS QUEEN, BOTH 

TOGETHER ENLIGHTEN THE KINGDOM NAMED E-COMMERCE” now a day’s e-commerce is playing a 

key role in shopping. E-commerce is a tool to shop any product online to fulfil our desires in products 

and services. All the times companies unable to offer what customer expecting from them then cross 

channel market existed. Cross channel marketing is approaching customer in different ways and making 

them to buy products and services. The above study saying that companies are providing offers and 

discount to customer but additional charges charging from customer in the form of delivering charges 

and shipping charges making customer to dropout from buying products. Companies have to send 

periodic triggered mails and telephonic calls to enquire regarding dropout from shopping.  
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Abstract 
 Indian Banking is the life line of the nation and 
playing pivotal role in developing various sectors of the 
economy. Banking is a financial institution in its 
traditional from is concerned with the acceptance of 
deposits from the customer, the lending of surplus of 
deposited money to suitable customers who wish to 
borrow and transmission of funds. Apart from traditional 
business banks now days provide a wide range of services 
to satisfy the financial and non financial needs of the all 
types of customers from the smallest account holders to 
the largest company and in some cases of non customers.  
In the present scenario banking sector of India is running 
in a dynamic challenge concerning both customer base 
and performance. Banks in India are under intense 
pressure to perform in today’s volatile market place. 

Steep competition, globalization, growing customer 
demand and exposure to higher credit risks are forcing 
the banks to find new ways of providing better customer 
service so as to improve profitability. Service quality is an 
indispensable competitive strategy to retain customer 
base. Service quality plays a major role in getting 
customer satisfaction. The present study aimed to study 
service quality dimensions in Banking Industry and Its 
effect on Customer Satisfaction. This study examines the 
performance of banks with reference to service 
dimensions, decision, access, transaction, benefit and post 
–benefit convenience. It traces of the factors affecting the 
customer expectation and perception of service quality in 
banks.  
Keywords: Banking sector, Customer Satisfaction, 
Service Quality dimension, Service quality, perception.

 

Introduction 
 Banking is a key industry in the service sector and it is indeed the financial nerve centre of the 

economy which play an important and active role in the financial and economic development of a 

country. An effective banking system greatly influences the growth of a country in various sectors of the 

economy. Practitioners in the banking industry face a large number of complex challenges in the global 

marketplace. It is crucial for banks to better understand changing customer needs and adopt the new 

technology in order to compete more effectively with global organizations. 

 Banking sector in India is running in a dynamic challenge concerning both customer base and 

performance. Service quality plays a major role in getting customer satisfaction and trying to win 

customer satisfaction by providing better quality service. Increasing competition forced the banks to 

think of better ways and means of generating revenues from different sources other than conventional 

borrowing and lending activities. A good banking sector with a good banking habit can accelerate the 

pace of development of a country. Nowadays many banks started giving importance to customers’ 

relationship and hence they used all sorts of technologically advanced services and facilities to attain 

Customer satisfaction which can lead to customer loyalty (Caruana, 2002; Caruana et al., 2000). Loyal 

customers will tend to repurchase from the same service provider (Ryan et al., 1999); in turn, firm 

revenue will increase in the long run. 
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 Variations in service performance may provide opportunities to influence customers' perceived 

value, satisfaction and loyalty. Thus, the relationships between these three aspects can provide bankers 

with insights into both tangible and intangible service improvements, especially to develop a 

competitive edge in the banking industry. 

 Managing the quality of service is difficult as compared to the quality of goods due to heterogeneity, 

perishability, intangibility and dimensions of services. All the players in the banking industry are 

providing more or less same services to customers. Banking practioners have to pay close attention to 

superior service provision because service quality does not only impact the customer decision-making 

process, but also influences customer satisfaction, purchase retention, loyalty and business survival. In a 

deregulated environment, customers’ expectations keep rising, as they look for more convenient and 

flexible option available to them at competitive rates from many players operating in the field. This has 

made the acquisition of customer patronage a formidable task. Service quality and customer’s 

satisfaction is now a new watchword in the Indian banking scene.  

 The level of customer service and satisfaction is determined by the location of the branch and 

design, variety of services, rates and charges, systems and procedures, delegation and decentralization, 

mechanization and computerization, competitive efficiency, complaint redressal, and very importantly 

staff skills, attitudes, and responses. A good customer service in banks should have three basic tenets-

courtesy, accuracy, and speed. The quality of products and services is the dynamic factor for customer 

satisfaction in banks. 

 
Scope of the Study 

 This study is conducted on the consumer’s perception and their Satisfaction of Banking Services. 

This research covers the various aspects of the quality attributes of the Indian banking sector. This study 

is confined to the area of city in Hyderabad. The Sample of the respondent’s covered (Till dated) for the 

study is 1225 customers. 

 

Objective of the Study 

 The study has been carried out to meet the following objectives: 

 The purpose of this research is to examine the application of the service quality perception concept 

to service environments 

 To study quality implementation in different banks in Hyderabad, Telangana State in India. 

 Highlight the various dimensions of quality Management and their applications to different 

departments of banks in Hyderabad, Telangana State in India. 

 To study the tools of measuring the Service Quality in service sectors (Banking Sector). 

 To study the opinion of the customers about the quality standard in the service sector. 

 Analyze the Performance of Service Quality in the Banking Sector. 

 To analyze the different parameter of measuring the quality performance in banking sectors 

 To find the core services and variety of add-on services offered by the public and the private sector 

banks. 

 To evaluate the quality of service encounters in the public and the private sector banks. 

 To examine and assess the differences between expected quality and actual quality of facilities and 

amenities provided by the public and the private sector banks. 
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Conceptual Framework 

 “A bank is a financial institution and a financial intermediary that accepts deposits and channels those 

deposits into lending activities, either directly or through capital markets. A bank connects customers that 

have capital deficits to customers with capital surpluses”. 

 
Functions of Banks 

 The functions of a bank are divided into two categories: 

 
Primary Functions 

 Accepting Deposits 

 Granting loans and Advances 

 cash Credits 

 Overdrafts 

 Discounting the bills 

 
Secondary Functions Including Agency Functions 

 Issuing letters of credit, travellers- cheques, circular notes etc. 

 Undertaking safe custody of valuables, important documents, and securities by providing safe 

deposit vaults or lockers. 

 Providing customers with facilities of foreign exchange. 

  Transferring money from one place to another; and from one branch to another branch of the bank. 

 Standing guarantee on behalf of its customers, for making payments for purchase of 

goods, machinery, vehicles etc. 

 Collecting and supplying business information. 

  Issuing demand drafts and pay orders; and. 

 Providing reports on the credit worthiness of customers 

 
Customer Satisfaction 

 Customer satisfaction provides an essential link between cumulative purchase and post-purchase 

phenomena in terms of attitude change, repeat purchase and brand loyalty (Churchill &Surprenant, 

1982). Service quality has a positive influence on customer satisfaction (Yee et al., 2010). 

 Customer satisfaction is defined as the attitude resulting from what customers believe should 

happen (expectations) compared to what they believe did happen (performance perception) (Neal, 

1998). Satisfaction reinforces quality perception and drives repeat purchases. Zaim, Bayyurt, and Zaim 

(2010) found that tangibility, reliability and empathy are important for customer satisfaction, but Mengi 

(2009) found that responsiveness and assurance are more important. 

 
Review of Related Literature 

 J. Joshua Selvakumar (2015): Carried research on “Impact of Service Quality on Customer 

Satisfaction in Public Sector and Private Sector Banks “ by using The measurement scale is developed 

with reference to ERVQUAL model (Parasuraman et al., 1988). Study examined the perception of service 

quality of banking services provided to customers in Coimbatore and the relative differences attached 

with the various determinants of service quality using the SERVQUAL model. It is found out that 

Assurance has the most significant impact on customer satisfaction towards banking services provided 

in Coimbatore and Responsiveness has the least significant impact on customer satisfaction towards 
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banks in Coimbatore. From the findings, it is clear that the customer expectation exceeds well in 

assurance provided by the banks in Coimbatore in terms of giving importance to customers' suggestions 

and views, secured transactions, sufficient knowledge base management, accurate record maintenance, 

meeting customers regularly etc.  

 Sara Queer (2013): In his research “Service Quality & Customer Satisfaction: A case of Banking 

Sector” explains the effect of service quality on customer satisfaction by explaining their 

interrelationship. It also identifies various factors affecting the both constructs. Service firms can adopt 

various practises as explained in this study in order to improve the quality of service that can best serve 

existing and future customers. Research is conducted by using quantitative methodology (customer 

surveys, questionnaire) to know about customer’s perspective on quality and satisfaction 

 Faisal Tehseen Shah & Abeer Imam (2013) “Impact of Service Quality on Customer Satisfaction of 

Banking sector Employees: A Study of Lahore, Punjab”. This research work was destined to find the 

influence of service quality on the customer satisfaction in the banking sector of Punjab, specifically 

Lahore. It states the influence of service quality on customer satisfaction in banking sector employees 

from Lahore, Punjab. Literature also revealed that there exists a significant positive impact on the 

satisfaction of customers when service quality is in consideration. This study also showed a consistent 

finding with the preceding researches that there is a significantly important positive association 

between quality of services and satisfaction of customers that has been researched many times in the 

past.  

 Dash et al(2007)- The study measured customer satisfaction through 5 service quality dimensions 

in Noida and Ghaziabad and findings revealed that assurance was the most important dimension of 

service quality followed by reliability and responsiveness. Tangible was found to be least important. 

 Debashis and Mishra (2005)-The study analysed and measured customer satisfaction in branch 

services provided by nationalized banks in northern India. 1200 customers were given questionnaires 

and it was found out that computerization, accuracy in transactions, attitude of staff and availability of 

staff influenced customer satisfaction. Least important factor was promotion of the products and 

various schemes. 

 Zhou, L( 2004)- The study analysed impact of service quality in banks on customer satisfaction in 

china’s retail banking and it was found out that reliability and assurance were the primary drivers of 

customer satisfaction. It was also found out that there were significant variations in expectations and 

perceptions in customers. 

 
Research Methodologies 

 The study is based on a Survey conducted in Hyderabad with the help of Primary data and 

Secondary data. The secondary data was collected from various possible records like books, magazine, 

periodicals and websites. Simple random sampling techniques is adopted about 1200 respondents 

(customers of the banks) constituted the sample for the survey. It include equal proportion form both 

public and private sector banks in Hyderabad. The questionnaire for the measurement of service quality 

followed the basic structure of SERVQUAL instrument as developed by Parasuraman et al. The 

questionnaire was consisting of three parts namely Part-A , Part-B, and Part-C. Part-A consist of 12 

statements to know the Demographic details of the costumers. Part-B consists of 5 statements in 5 key 

dimensions namely Tangibles, Reliability, Responsiveness, assurance and Empathy. The list of service 

attributes based on different service dimensions are ranked and rated by the customer to identify the 

importance of each service attributes. The respondent are chosen from the customers coming out of the 

public and private sector banks where it would be easy to request them to support in the research. In 
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total of 1225 respondents completed the questionnaire out of which 638 respondents are from public 

sector banks and 587 respondents are from private sector banks. 

 
Data Sources 

 The data needed for the study are obtained from both primary and secondary sources. In the first 

explorative stage a review of literature was undertaken with various aspects of the study, to familiarize 

with research content which evolves appropriate methodology and to formulate a conceptual frame 

work for the study. The secondary data was collected from various possible records like books, 

magazines, periodicals and websites. Various research journals, magazines published in India and 

abroad were perused at libraries, colleges and banking institutions and public library in Hyderabad. 

 
Limitation of the Study 

 This study is limited to Hyderabad city only and the results of the study cannot be generalized.  

 Due to time and cost constraint, the study is restricted only to certain regions and to certain banks 

only. 

 Since the Questionnaire involves the view customer satisfaction of customers, their opinion and 

suggestions regarding the banking services and level of satisfaction but some of the customers are 

not prepared to disclose the actual views. 

 The opinions expressed by the respondent are subjective in nature. 

 Some of the respondents were not interested to give the accurate information of products. 

 
Analysis & Interpretation 

Part A 

  Gender of the customer 

Interpretation 

 When compared to Female, Male 55.35 % Respondent are 

Male and 44.65 % Respondent are Female. Most of the Respondent 

of the banking transaction are Male. 

 

   Marital Status 

  Interpretation 

 The table represents the marital status wise 
distribution of the respondent in selected banks in the 
Hyderabad. It is inferred that 55.35% of the respondent 
are Single and 44.65% of the respondent are married.  

 
  Age Group of the Respondent 

Interpretation 

 The given table highlights age group wise 
distribution of respondents in public and private 
sector banks. It is noted that 14.04 % of the 
respondents are in the age group below 18 years. 
20.98 % of the respondents falls under age group 
18 to 25 years. 34.78 % of the respondent falls 
under 25-40 years. 17.88% of the respondent fall 

under 40- 60 years age group. It is inferred that highest no of respondent are age of 25 – 40 years. 
  

Gender 
No of 

Respondent 
% 

Male 678 55.35 
Female 547 44.65 

Total 1225 100 

S. No 
Marital 
Status 

No of 
Respondent 

% 

1 Single 678 55.35 
2 Married 547 44.65 
  1225 100 

S.No Age Group 
No of 

Respondent 
% 

1 Below 18 years 172 14.04 
2 18 – 25 years 257 20.98 
3 25 – 40 years 426 34.78 
4 40 – 60 years 219 17.88 
  1225 100 
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 Educational Details of the Respondent 

Interpretation 

 The above table indicates educational 
qualification wise distribution of respondents 
in selected banks in Hyderabad, Telangana 
State. From the above table it is noted that 
highest no of respondent postgraduate 
(33.06%) and nest highest level is graduated 
(21.47%). and the least level of respondent are 
from primary level. Banking transaction are 
more in educated level group  
 
 

     Income 

Interpretation 

 The table highlights the monthly income 
wise distribution of respondents in selected 
banks in Hyderabad. Most of the respondents 
(27.92%) fall under income group 20001-
30000. Second most high 23.43%) income 
group falls under 30001- 40000 income. Third 
highest level (20.73%) of income falls under 
10001 -20001 
 

 
Period of the Respondent being the Customer of the Bank 

Interpretation 

 The above table represents that 
distribution of respondents based on 
number of year’s been customer to the 
selected banks in Hyderabad. It is inferred 
that highest no of respondent (42.37%) 
analysed are transacting more than 5 years 
in banks. 36.90% of the respondent are 

customers to the bank fro m3-5 years. 15.27% of the respondent are the customer of bank from 1-3 
years. 5.47% of the respondent are the customers to the bank less than a year 
   
   Occupation 

Interpretation 

 The above table specifies occupation wise 
distribution of respondents of the selected banks in 
Hyderabad. It is inferred that 17.63% of the respondent 
are student and 37.31% of the respondent are employed 
and 10.37% of the respondent are unemployed, 23.35% 
of the respondent are professionals and 7.84% of the 
respondent are business class and 3.51% are retire and 
home makers. Highest no of respondents are employed. 
  

 

 

 

S.No Type 
No. of 

Respondent 
% 

1 Primary 49 4.00 
2 Secondary 159 12.98 
3 Higher Secondary 232 18.94 
4 Graduate 263 21.47 
5 Post Graduate 405 33.06 

6 
Professional / 
Tehcnical 

117 9.55 

7 Others 0 0 
  1225 100 

S.No Particulars 
No of 

Respondent 
% 

1 Below 127 10.37 
2 10001 – 20000 254 20.73 
3 20001 – 30000 342 27.92 
4 30001 – 40000 287 23.43 
5 40001 – 50000 117 9.55 
6 Above 50000 98 8.00 
  1225 100 

S. 
No 

Period 
No of 

Respondent 
% 

1 less than 1 Year 67 5.47 
2 1 – 3 Years 187 15.27 
3 3 – 5 Years 452 36.90 
4 More than 5 Years 519 42.37 
  1225 100 

S.No 
 

No of 
Respondent 

% 

1 Student 216 17.63 
2 Employed 457 37.31 
4 Unemployed 127 10.37 
3 Professional 286 23.35 
4 Business 96 7.84 
5 Retired /  

Home Makers 
43 3.51 

 Total 1225  



 

 
 

 

92 | P a g e  

National Seminar on Strategies & Innovations in Management  

VISHWA VISHWANI Institute of Systems & Management, Hyderabad 

How Often do you Transact with the Bank 

Interpretation 

 The Above Table reveals how often the 
respondent transacts with the bank. It is inferred 
that 18.69% of the respondent transacted less than 
1 time with the bank. 30.37% of the respondents 
transact 2-4 times in a month with the bank and 
28% of the respondent transacts 5-7 times in a 
month, 16% of the respondents transact 8-10 time a 

month and 6.94% of the respondent do their transaction more than 10 times in a month with the bank. 
 
Part B 

Servequal Tools 

 Customer satisfaction and service quality are inter-related. The higher the service quality, the higher 

is the customer satisfaction. Customer satisfaction provides an essential link between cumulative 

purchase and post-purchase phenomena in terms of attitude change, repeat purchase and brand loyalty 

(Churchill & Surprenant, 1982). Customer satisfaction is defined as the attitude resulting from what 

customers believe should happen (expectations) compared to what they believe did happen 

(performance perception) (Neal, 1998). Every organisation strive to maintain a high quality of services 

in order to gain a competitive advantage in the market. Parasuraman, Zeithmal and Berry (1988) have 

identified five dimensions of service quality: Tangible, Realiabity, Responsiveness, Assurance, and 

Empathy. The same five dimensions of service quality is used in the questionnaire to find the Banking 

service Quality  

     Tangible 

Interpretation 

 The present research 
reveal that 28.16% of the 
respondent opinions their 
bank has the state of the art 
technology and 24.33% of the 
respondent say that Physical 
facilities of the bank are 
visually appealing and 
24.16% of the respondents 

reveals that communication material in bank are visually appealing and easy to read. 23.35% of the 
respondent inferred that Bank employees have neat and professional appearance 

 
     Riliability 

Interpretation 

 Reliability refers to 

the ability of a firm to 

provide sincere and 

honest services to its 

customers which is 

most important factor 

of the service 

performance. From the 

above table it is observed that 14.20 % of the respondent opinion is their bank is sympathetic and 

S.No 
No of Time  

Transact 
No. of  

Respondent 
% 

1 1 Time of Less 229 18.69 
2 2-4 Times 372 30.37 
3 5-7 Times 343 28.00 
4 8 - 10 Times 196 16.00 
5 More than 10 Times 85 6.94 

  
1225 100.00 

S.No Tangible Factors 
No. of  

Respondents 
% 

1 Bank has state of the art technology 345 28.16 
2 Physical facilities of the bank are visually 

appealing 
298 24.33 

3 Bank employees who have a neat, 
professional appearance 

286 23.35 

4 Communication materials in bank are 
visually appealing easy to read informative 
and useful 

296 
 

24.16 
 

S.No Reliability Factors 
No. of  

Respondents 
% 

1 Bank is sympathetic and sincere to solve problems 174 14.20 
2 Providing services at promised time 213 17.39 
3 Promise to do something on time 152 12.41 
4 Keeping records correctly 184 15.02 
5 Performing the service right at first time itself 167 13.63 
6 Regularly update with the balance statements 174 14.20 
7 Staff is knowledgeable to perform their functions 168 13.71 
8 Staff is well trained and perform skilled services 167 13.63 
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sincere to solve their problems. 17.39% of the respondent conclude that their bank provide services at 

promised time and 12.41% reveals that bank promise to do something on time. 15.02% respondent 

reveals that their bank keep the records correctly and 13.63% says that banks perform the service right 

at first time itself and regular update with balance statement is 14.20%. and 13.71% of the staff are 

knowledgeable to perform their functions. 13.63% respondent reveals that staff is well trained and 

perform skilled services. 

 
     Responsiveness 

Interpretation 

 From the above table it is 
evident that 13.39% of the 
respondents revealed bank are 
polite and kind. 17.39 % of the 
respondent says that Bank 
informed about when services will 
be performed. 20.24% of the 
respondent inferred that bank 
employees are willing to provide 
advises and suggestions to guide 
the customers. 13.71% 
respondents reveal that it is easy 

to meet and discuss with bank manger or supervisors. 16.16 % of respondent opinion is that bank 
employees provide prompt services to customers, respond quickly and efficiently. 19.10% respondent’s 
reveals staff understands the customer needs. 
      
    Assurance 

Interpretation 

 Assurance is the ability of 

an organization to inspire the 

trust and confidence of its 

customers. The above table 

reveals that 19.84% of the 

respondent say that Bank 

employees instil confidence in 

customer making them feel 

safe in their transactions and 

18.85% says that bank 

employees have the knowledge 

to answers are clear and 

understandable. 17.47% of the respondent reveals bank employees provide appropriate accurate clear 

communication and helping customers, friendly and respectful. out of the total respondent analysed 

21.80% of the respondent inferred bank employees are customer concerned interested in helping 

customer friendly and respectful. 

     

  

S. No 
Responsiveness  

Factors 
No. of  

Respondents 
% 

1 Being polite and kind especially  
when employees are very busy 

164 13.39 

2 Keeping customers informed about  
when services will be performed 

213 17.39 

3 Willingness to provide advises and  
suggestions to guide customers 

248 20.24 

4 Easy to meet and discuss with  
bank manager or supervisors 

168 13.71 

5 Prompt service to customers,  
respond quickly and efficiently 

198 16.16 

6 Staff understand the customer needs 234 19.10 

S.No Assurance 
No of  

Respondents 
% 

1 Bank employees who instil confidence in 
customer, 
Making customer fell safe in their 
transactions 

243 19.84 

2 Bank employees who have the knowledge 
to answer clear and understandable 

231 18.85 

3 Providing appropriate, accurate, clear 
communication and helping customers, 
friendly and respectful 

214 17.47 

4 Bank employees are customer concerned, 
interested in helping customer, friendly 
and respectful 

267 21.80 

5 Bank employees are consistent courteous 270 22.04 
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    Empathy  

Interpretation 

 Empathy means Caring, 
individualized attention the firm 
provides its customers and its ability 
to understand and the feelings of its 
customers which will go in a long way 
inspiring the trust and confidence of 
customers. From the above table it is 
observed that out of the respondent 
obtained from 1225 customers 13.63% 
said that bank employees devote 
enough time to their customers. and 
10.86% customer reveals that bank 
employees are Sincerely concerning 
about the problems and willing to help 
customer problems. 19.35% inferred 
providing services in holidays to 

remove customer’s problems. 19.67% says employees are giving individual attention to customers and 
having the customer’s best interest in heart. 19.10% respondent opinion is that bank staff recognizes 
the value of regular customers. 18.86% of respondent inferred that provision for better complaint 
procedures is good in their banks. 
 
Conclusion 

 Banks have to focus to attract equal number of customers by adopting innovative promotional 

methods 

 As per the needs, wants and demand of the customers’ banks should come forward to render the 

eight to eight banking services in their respective branches to attract and retain the existing 

customers and to enhance the customer satisfaction and customer delight. 

 Advancement of technology banks must come forward to offer the facility of core banking and it is 

offered by the banks necessary awareness must be created about the core banking and its usage and 

benefits so that customers get the ultimate benefits of these technologically advanced services 

 most of the banks offering the facility of internet banking. As an developing country most of the 

customers are not aware of these facility because of that they are not using these facility 

 The banks have to undertake efforts to improve the service encounters by effective service delivery, 

improving productivity and technology. So that they can resolve unsatisfactory incidents between 

customers and service personnel 
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Abstract 
 This study has been carried out in manufacturing 
sectors in and around Bangalore; data were collected 
from 177 employees from 6 manufacturing firms. The 
study reveals that retention intentions are more in female 
employees, Retention of Employees is independent of 

gender, experience and nature of the job of the employees 
and retention of Employees are dependent on Age of the 
employees, Education level of the employees, Designation 
of the employees, the Average monthly salary of the 
employees. 
Keywords: Retention, manufacturing firms, 

 
Introduction 

 Employee Retention encompasses pleasing actions to comfort existing staff to stay back within the 

organization intended aimed at the supreme amount of period by providing good work culture and 

satisfactory benefits based on their performance. The employer should consider retaining the critical 

employees for long period after completing a small project. Employers should design such HR practices, 

Policies and Retention strategies to encourage current skilled and critical employee to the long-run and 

success of any organization. If Employer can prove thefact that holding the most effective staff ensures 

that most of the things can behold like client satisfaction, enhanced product sales, glad colleagues and 

reportage workers, effective succession coming up with, and deeply embedded structure data and 

learning.  

 Nowadays skilled employees are having several opportunities with same sectors with different 

compensatory benefits and even same industries are searching good potential employees because to 

reduce the training of new employees and improve the productivity with 100percent to make own 

brands in the current market as well improve the economic status. The topmost organizations are on the 

top since they value their employees and they know that in what way to glue them with the organization 

by providing good value retention strategies. Top companies HR managers are one their intermediate of 

employees and employers to make them settled in current companies’ utmost of periods by providing 

good motivational techniques as well good appraisal system.  

 
Literature Review 

 Coleman H. Peterson (2005) research used following components to measure employee retention 

rate they were compensation, and benefits. Madiha Shoaib et.al., (2009) study revealed that career 

development prospects, supervisor support, rewards and work-life balance effects on employee 

retention. Muhammad et.al., (2011) research analyze the influence of factors like career growth, 

supervisor support, work environment, work-life balance on employee retention.  

Akila (2012) study depict the factors which influenced on the employee retention are career 

opportunities, supervisor support, reward, work-life balance, work environment. Bidisha (2013) 
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research used the factors like compensation practices, leadership and supervision, job security, 

promotion and opportunity, participation in decision making, etc., to measure the employee retention. 

Bernard Muhangi Wakabi (2014) Study revealed the relationship between the employee retention and 

leadership styles in the organization. Study depicts that leadership styles influence employee’s choice to 

stay or leave the organization. From the reviewed literature on Employee Retention, it is inferred that 

numerous dimensions were thought of for quantifying the Employee Retention  

 Further, it’s additionally evident that the majority Factors of Employee Retention dimension that 

were analyzed and studied by varied researchers which were considered for this study were: Work 

Stress, Work-Life Balance, Job Satisfaction, Job Clarity, Organisation Culture, and Team Work. 

 
Objective of the Research 

 Following objectives were formulated, such as: 

 To know the status of Employee Retention in manufacturing sectors. 

 To Examine the relationship between Employee Retention and Demographical characteristics of 

Employees 

 
Research Sample 

 In this study, the unit of analysis is employees of Manufacturing sectors like Executives, Design 

engineers, Supervisors, Operators and Helpers and population is manufacturing sectors in and around 

Bangalore. The largest concentration of manufacturing in Karnataka is in Bangalore district. Industry-

wise distribution of manufacturing units show in Karnataka are dominated by a few sectors like 

machine tools, electronic goods, garments food processing, light engineering, foundry. 

 
Sampling 

 It is the progression of picking is representative subset of a total population for procurement data 

for the study of the whole population the subset is known as a sample. The sample size is nominated and 

aimed at the study 177 Employees around 6 Manufacturing sectors. The methods of sampling unit in this 

study are convenience sampling.  

 
Questionnaire 

 The questionnaire is arranged in such a way that is accurate the wide-ranging objectives of the 

study. Open end, multiple choice of questionnaire implemented in this research to collect primary data. 

To collect primary data following twelve components were considered for the present research: 

 Work stress 

 Work-Life Balance 

 Job Satisfaction 

 Job Clarity 

 Organization Culture 

 Teamwork 

 The questionnaire was planned both in English as well as in the Kannada language. The structured 
feedback form designed for the study is close-ended certainly. The form had following 2 necessary 
sections. 
 Demographical information about the firm and the employees 
 Employees perception towards the retention in the firm i.e. like to retain or not like to retain 
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 Each scale has multiple inquiries to cover diverse parameters with a 5 point Likert scale with “1” 

presence “strongly disagree” and “5” presence “strongly agree”. The questionnaire consists of 30 close-

ended questions related to employee retention. 

 
Hypothesis 

 Hypothesis for Employee Retention and Demographical factors of employees 

 Hypothesis H01a: Demographical factors of employees does not effect on employee retention  

 
Status of Retention level of Employees in manufacturing units 

 To know the status of retention intentions among the respondents they were divided as like to not 

like to based on the overall score that an individual obtained. The retention intention value for each 

individual sample respondent was arrived at by adding the values of each of the six components of 

retention namely from Questions 1 to 30 from the questionnaire and then dividing by the total number 

of questions i.e. 30. Each item in the questionnaire had a ranking score from 1 to 5, where 1 is the least 

and 5 being the maximum. By the above method, the mean value of retention intention of the 

respondents was obtained. From this, overall mean or grand mean were estimated by taking the average 

of the mean value of individual respondents. For the current study, the overall mean so obtained is 3.94. 

Those scoring more than that of the overall mean of retention intent were said to be like to and those 

scoring below the overall mean were said to be not like to. 

 To explore the status of Employee Retention in manufacturing units, employees were categorized 

into two groups namely; Like to and not like to, supporting to Retention score. Status of Retention level 

of Employees is represented in table 2 

 
Table 1 Retention Level of Employees 

 Table 1 shows that, Out of 177 survey employee’s samples, from 6 

manufacturing units, 77 (40 percent) employees were found to be that 

they would Like to stay with the organization and 100 (60 percent) 

employees were found to be that they would Not like to stay with the 

organization.  

 
Relationship between Demographical factors of employees and retention of employees 
 To know the relationship between demographical factors of employees and retention of employees, 

seven hypotheses H01a, H01b, H01c, H01d, H01e, H01f, H01g were established. The hypothesis was 

tested for independence using Chi-Square analysis. Employees were categorized into Like to and Not 

like to with respect to retention for all demographical characteristics, the same is represented in table 

11. Further, the values of χ² and their significance level (if it is significant) for testing the relationship 

between employee retention besides demographical characteristics of employees are shown in below 

table.  

 
Table 2 Relationship between Demographical Factors of Employees and Retention of Employees 

Sl no 
Demographical factor of 

employees 

Status of 
Retention 

χ² 
Table 
value 

χ² 
Calculated 

value 

P 
value 

Significant 
level Like 

to 
Not 

Like to 

1 Gender 
Male 63 87 

3.84 .904 .340 NS 
Female 14 13 

Status of  

Retention 

No. of  

Employees 
% 

Like to 77 40 

Not like to 100 60 

Total 177 100 
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2 
Age of 
employees 

20 to 30 34 68 
5.99 

11.868 
 

.342 5% 31 to 40 36 30 
41 to 50 7 2 

3 Experience 

0 4 2 

9.49 6.025 .197 NS 
1 to 5 22 40 
6 to 10 36 46 
11 to 15 11 11 
16 to 20 4 1 

4 
Nature of 
Job 

Technical 41 58 
3.84 .399 .528 NS Non- 

technical 
36 42 

5 
Education 
level 

Post-
Graduation 

13 9 

9.49 12.680 .013 5% 
Graduation 43 44 
Diploma 18 31 
ITI 1 14 
Others 2 2 

6 Designation 

Manager 52 49 

5.99 13.236 .001 5% 
Engineer 23 31 
Line 
operator 

2 20 

7 
Average 
monthly 
salary 

5000 - 
10000 

0 3 

5.99 8.815 .012 5% 
10000 - 
20000 

15 36 

more than 
20000 

62 61 

Inferences 

 Gender of the employees (p>0.05, χ² calculated<χ²Table), Experience (p>0.05, χ² 
calculated<χ²Table) and Nature of Job (p>0.05, χ² calculated<χ²Table) of the employees have no 
significant on Employee Retention. Which means Retention of Employees is independent of gender, 
experience and nature of the job of the employees. 

 Age of the employees, Education level of the employees, Designation of the employees, the Average 

monthly salary of the employees (p<0.05, χ² calculated>χ²Table) has significant on Employee 

Retention. Which means retention of Employees is dependent on Age of the employees, Education 

level of the employees, Designation of the employees, Average monthly salary of the employees 

 
Status of Components of Employee Retention 

 To know the status of components of employee retention the surveyed 177 no. of employees were 
categorized into two groups like to and not like to.  

 
 Table 3 Status of Components of Employee Retention 

 Table 3 depict because of work 

stress 45.76 percent of employees 

like to retain in the organization and 

remaining 54.24 percent of 

employees not like to remain in the 

organization. Because of job 

satisfaction, 49.72 percent of 

employees like to retain in the 

S.No. 
Retention  

Components 

Status of Employee Retention 

Like to Retain 
Not Like  
to Retain 

1 Work stress 81 96 
2 Job satisfaction 88 89 
3 Work-life balance 98 79 
4 Job clarity 81 96 
5 Organizational culture 74 103 
6 Teamwork 87 90 
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organization and remaining 50.28 percent of employees not like to retain in the organization. Because of 

work-life balance, 55.37 percent of employees like to retain in the organization and remaining 44.63 

percent of employees not like to retain in the organization. Because of job clarity 45.76 percent of 

employees like to retain in the organization and remaining 54.24 percent of employees not like to retain 

in the organization. Because of Organizational culture, 41.81 percent of employees like to retain in the 

organization and remaining 58.19 percent of employees not like to retain in the organization. Because of 

teamwork 49.15 percent of employees like to retain in the organization and remaining 50.85 percent of 

employees not like to retain in the organization. 

 
Correlation between Employee Retention and Components of Employee Retention 
 To find the sub-hypotheses and magnitude of influence of Employee retention components on 

Retention of employees, for the 5% level of significance Pearson correlation test was conducted which 

reveals that p<0.05 for all components.. From the achieved result, it was concluded that there is a 

positive correlation between components of Employee retention in surveyed all manufacturing units 

and their relationship is statistically significant.  

 
Table 4 Correlation between Employee Retention and Components of Employee Retention 

 From Table 4 concludes that there 
is a high correlation between 
Employee retention and work stress 
(r= 0.78)and there is less correlation 
between Employee retention and 
work-life balance (r= 0.70). which 
means work stress has ahigh impact 
on Retention of employees and work-
life balance has alow impact on 
Retention of employees. 

 
 Regression Analysis 

 To estimate the value of two or more variable in the form of the 
equation, based on the given value of another variable, is defined as 
Regression analysis. Estimating the value of the variable using the 
algebraic equation is called dependent variable and value of the 
variable which is used to estimate this value is called independent 
variable. The equation used for expressing a dependent variable 
with respect to an independent variable is called linear regression 
equation.  
 

Regression Equation for Employee Retention and Components of Employee Retention 
 To identify the influence of six components of employee retention on retention of employees Multi 

regression analysis was applied. Here six Employee retention components are considered as 

independent variables and Retention of employees is the dependent variable in this research. Table 5 

shows the relevant results 

 
Table 5 Regression Analysis for Employee Retention and Components of Employee Retention 

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

1 .981a 0.962 0.96 0.094 
a. Predictors: (Constant), C6, C3, C1, C2, C5, C4 

Components of 

Employee Retention 

Correlation 

Coefficient(r) 
P value Result 

Work stress 0.78 0.00 Significant 

Work-life balance 0.70 0.00 Significant 

Job satisfaction 0.77 0.00 Significant 

Job clarity 0.71 0.00 Significant 

Organizational culture 0.74 0.00 Significant 

Team work 0.71 0.00 Significant 

 Components of  
Employee Retention 

Symbols 

Work stress C1 
Work-life balance C2 
Job satisfaction C3 
Job clarity C4 
Organizational culture C5 
Teamwork C6 



 

 
 

 

101 | P a g e  

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

 

Shanlax International Journal of Management 

 

 From the table 5, it is found that R square value = 0.962 and adjusted R square value = 0.96. This 

shows that all six components of employee retention create 0.981 variances on the retention of 

employees. The regression fit is checked through the following ANOVA table 5. 

    Table 6 ANOVA 

 From the table 6, it is found that F 
value = 713.729, P = 0.00 which are 
statistically significant at 5% level. 
Therefore, regression fit is acceptable 
that ends up in individual influences of 
those variables through the coefficient.  
A regression coefficient for each 
independent variable and significant 

level is shown in table 16. 
Table 7 Regression Analysis for Employee Retention and Components  

  of Employee Retention (Coefficient Values)  

 From table 7, it is found that 
p = 0.00 for all the components 
of Employee retention, which 
shows statistical significance of 
5%. From the table, it can be 
concluded that all six 
components of employee 
retention positively influence 
the retention level of employees 
in surveyed manufacturing 
units. The regression equation 
for Retention of employee’s is 

Retention = 0.166 + 0.227 C1 + 0.130 C2 + 0.211 C3 + 0.158 C4 + 0.119 C5 + 0.113 C6 

 From the regression equation, it conveys that for one value of Employee retention work stress (C1) 

contributes 0.227 (regression coefficient), this is the maximum contribution and teamwork (C6) 

contributes 0.113 (regression coefficient) is the minimum contributor. Value of R² is 0.981 p<0.00 that 

indicates Employee retention accounts 100% variation in the dependent variable.  

 
Result and Conclusion  

 The data was collected through a structured questionnaire which was administered to 200 

employees of 10 manufacturing sectors. The unit of analysis was middle level (Engineer to Assistant 

Managers) and shop floor operational level (Trainees, Junior Engineers and shop floor employees) 

working in the manufacturing industries. Data collected from 117 employees of 6 manufacturing 

industries are found to be appropriate and for further interpretation. Female employees like to stay in 

the organization than male, attrition rate in male employees is more, age between 20-30 more number 

of employees are willing to change the organization Gender of the employees, Experience and Nature of 

Job of the employees has no significant impact on Employee Retention. Which means Retention of 

Employees is independent of gender, experience and nature of thejob of the employees. 

 Age of the employees, Education level of the employees, Designation of the employees, the Average 

monthly salary of the employees has a significant impact on Employee Retention. Which means 

retention of Employees is dependent on Age of the employees, Education level of the employees, 

Designation of the employees, Average monthly salary of the employees 

  

Model 
Sum of  

Squares 
df 

Mean  
Square 

F Sig. 

1 
Regression 37.792 6 6.299 713.729 .000b 
Residual 1.5 170 0.009   

Total 39.292 176    
a. Dependent Variable: Employee retention 

b. Predictors: (Constant), C6, C3, C1, C2, C5, C4 

Model 
Unstandardized  

Coefficients 
Standardized  
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 0.166 0.055  3.017 0.003 
C1 0.227 0.014 0.311 15.972 0 
C2 0.13 0.018 0.162 7.372 0 
C3 0.211 0.014 0.296 14.743 0 
C4 0.158 0.019 0.186 8.368 0 
C5 0.119 0.013 0.19 9.493 0 
C6 0.113 0.015 0.15 7.338 0 

a. Dependent Variable: Employee retention 



 

 
 

 

102 | P a g e  

National Seminar on Strategies & Innovations in Management  

VISHWA VISHWANI Institute of Systems & Management, Hyderabad 

References 

1. Akila, R. (2012). A study on Employee Retention among Executives at BGR energy systems Ltd, 

Chennai. International Journal of marketing, financial services & management research, 1(9), 18-32. 

2. Allen, M. W., Armstrong, D. J., Reid, M. F., & Riemenschneider, C. K. (2009, May). IT employee 

retention: employee expectations and workplace environments. In Proceedings of the special 

interest group on management information system's 47th annual conference on Computer 

personnel research (pp. 95-100) ACM 

3. Das Lahkar Bidisha & Dr. Barua Mukulesh (2013), “Employee Retention: A Review of Literature”, 

IOSR Journal of Business and Management (IOSR-JBM), Vol. 14, No. 2, Pp. 08–16. 

4. Fey, C. F., Björkman, I., & Pavlovskaya, A. (2000). The effect of human resource management 

practices on firm performance in Russia. International Journal of Human Resource 

Management, 11(1), 1-18. 

5. Hassan, M., Hassan, S., Khan, K. U. D., & Naseem, M. A. (2011). Employee retention as a challenge in 

leather industry. Global Journal of Human-Social Science Research, 11(2). 

6. Khan, R. I., Aslam, H. D., & Lodhi, I. (2011). Compensation Management: A strategic conduit towards 

achieving employee retention and Job Satisfaction in Banking Sector of Pakistan. International 

journal of human resource studies, 1(1), 89. 

7. Mathur, A., Chhitorgarh, R., & Agarwal, P. K. (2013). A Study on Impact of Employee Retention in 

Private Sector Sugar Mill. International Journal of Emerging Research in Management &Technology, 

12 (8), 2278-9359.  

8. Ng'ethe, J. M., Namusonge, G. S., & Iravo, M. A. (2012). Influence of leadership style on 

academic staff retention in public universities in Kenya. International journal of business 

and social science, 3(21). 

9. Peterson, C. H. (2005). Employee retention: The secret behind Wal‐Mart’s successful hiring 

policies. Human Resource Management, 44(1), 85-88. 

10. Rawat, R. (2013). Emerging employee retention strategies in IT industry. Retrieved on August, 10, 

2013. 

11. Sandhya, K., & Kumar, D. P. (2011) Employee retention by motivation Indian Journal of science and 

technology, 4(12), 1778-1782 

12. Shelton, K. (2001). The effects of employee development programs on job satisfaction and employee 

retention Master of Science in Training and Development research Paper, The Graduate College, 

University of Wisconsin-Stout, Menomonie, WI, 54751 

13. Shoaib, M., Noor, A., Tirmizi, S. R., & Bashir, S. (2009). Determinants of employee retention in 

telecom sector of Pakistan. Proceedings of the 2nd CBRC, Lahore, Pakistan, 14 

14. Taher, A. Roqsana(2016) Attrition and Retention Practices in Multi-National Companies (MNCs) in 

India, International Journal of Science and Research, 5(4),pp 1821-1824. 

15. Thite, M. (2010). All that glitters is not gold: Employee retention in offshored Indian information 

technology enabled services. Journal of Organizational Computing and Electronic Commerce, 20(1), 

7-22. 

16. Umer, M., & Naseem, M. A. (2011). Employees Retention (Human Capital) in Business Process 

Outsourcing (BPO) Industry in Pakistan. Global journal of management and business research, 11(3) 

17. Wakabi, B. M. (2016). Leadership style and staff retention in organisations International Journal of 

Science and Research, 5(1), 412-416 

 



 

 
 

 

103 | P a g e  

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

 

Shanlax International Journal of Management 

 

 

IS INDIA’S INNOVATION TOWARDS FINANCIAL PRODUCTS –  

A SPRINT OR MARATHON 

 
Ms.M.Rizwana  

Research Scholar, S. K. University, Anantapur 
  

Dr.B.Krishna Reddy 

Professor, Commerce & Management Studies, S.K. University, Anantapur 

 

 

 
 

”A Penny saved is a penny Earned” 

- Benjamin Franklin 
 
Abstract  
 As the above quote depicts that the investors’ 
attitude and perception levels of a common man while 
choosing an investment avenue before starting his/her 
investment process. India is one of the fastest growing 
economies in the world where its roots are deeply 
engraved into the traditional investing platforms. It is not 
that much easy to break-down the iron hand-cuffs for 
ones hands. Here the paired hand-cuffs denote risk-averse 
and safety. When there is more risk the returns are also 
very high, as it is a known fact in terms of investment. As 
India consists of more than 600 million middle class 
populations. Income levels are limited and savings also 
meagre. The average earnings of Middle Income Group in 

India are INR 2, 00,000 – 5, 00,000. Innovation happens 
when someone improves on or makes a significant 
contribution to something that has already been 
invented. Innovation is not a sprint it is a marathon. As it 
doesn’t happen overnight, it requires continuous effort 
and rigorous study on existing Financial Products and 
their drawbacks. Innovation is fruitful when it becomes 
adaptable and able to access for the existing and novice 
also. As the period 2012-17 is coined as a “momentum of 
financial diversity”, due to initiation of innovative 
instruments and its flourishment during this period 
Keywords: Financial diversity, investment, momentum, 
risk-averse. 

 
Introduction 

 In common parlance product refers to tangible or intangible element which satisfies the need and 

requirement of some purpose.  

“A good idea, method, information, object or service created as a result of a process and serves a need or satisfaction.” 

- Business Dictionary.  

 Financial products are those which are generating revenue, tax saving and investment carriers.  

A financial product is said to be innovative in the way of offering, new financial technologies, institutions 

and markets. Innovativeness implies way of investing and form of investing. 

Financial Products and its innovations’: 

 Bank Deposits 

 Bonds 

 Mutual Funds 

 Insurance Schemes 

 Postal Schemes 

 
Bank Deposits 

 Bank deposits arean age old and developments in it are timeless. For using this option one need a 

bank account. One can infuse investment into bank deposits with zero financial knowledge also can 
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make operations. Lucid style of its processing and return on investment (ROI) is also another usp for 

bank deposits. Indian banking sector playing a vital role in the economy. With the advent of ICT and IOT 

into traditional banking system gives rise to a innovative initiatives such as Unified Payments Interface 

(UPI). 

 Traditional Banking system involves opening a bank account and getting the pass book and making 

transactions through that. Contrary to this many virtual transactions are going on from early XII five 

year plan. Digitalisation has changed the face of banking system some of them are branchless banking, e-

banking, m-banking, digital wallets and developments in it are endless. The root cause for developments 

in this field is tech savvy attitude in people.  

 
Notable Innovative elements in Bank Deposits 

1. PMJDY: PradhanaMantri Jan-DhanYojana which is backed by the NDA Governmenton 26th August, 

2014. It is a revolutionary financial inclusion program by our honourable Prime Minister of India. It 

is helpful for accessing banking services, credit, Insurance benefits and pensions. PMJDY account is 

opened as no-frills account and is account-holder wishes to get check book, he/she need to fulfil 

minimum balance criteria. Till now i.e., 24th January, 2018 nearly 31 crore bank accounts are 

opened. 

2. BHIM app: Bharat Interface for money. It is a UPI based payment transfer. UPI in simple terms called 

as Payment transfer platform between 2 parties which is managed by National Payment 

Corporation of India (NPCI). Many other payment app are available such pay tm, whatsapppay, etc. 

But USP of BHIM app is it even functions with our internet. To avail the services with our internet 

dial *99#. 

3. Payments Banks: On the recommendations of NachiketMor payment banks were conceptualized by 

RBI. These banks collect deposits up to INR 1,00,000 and can’t issue loans and credit. It can offer 

services like ATM cards, debit cards, net-banking and M- banking. Bharti Airtel India’s first live 

payment Bank. 

4. The name itself indicates that it made payments such as money transfers and e-banking facilities. 

5. Bandhan Bank: Which is a private sector bank erst while it is a micro financing unit in west Bengal  

It offers Banking and financial services. 

6. Family wealth Account: It is a tailor-made account for wealth management. It has been designed to 

take care of entire families. Atleast one of the members in a family should hold a wealth 

management account an this premium service will be extended to all the members in the family. 

Currently ICICI offers such an account. 

7. Demat Account: with the advent of stock markets and IPO’s the utility of demat account is growing. 

As Demat states for dematerialised account in this shares are digitalised it is easy for transactions. 

The access of securities through Internet and Interactive voice Response (IVR). It’s just click is 

required to buy/sell securities. 

8. Banc assurance: The term banc assurance means selling of insurance products by banks. It is easy to 

sell insurance products because these are bank’s client base. The collaboration of insurance with 

banking made easy for bringing many customers into the financial and tax net without additional 

sales force and revenue can be generated without additional infrastructure respectively. 

9. Whatsapp pay: It is an additional feature and which curb all the features of the financial system i.e., 

payments, withdrawal, transfers and many more other options. 
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Bonds 

 A Bond is an agreement between the 2 parties or entities or individuals to entities or group of 

individuals to entities for a fixed period of time. On the maturity of bond the company or organisation 

need to pay the face value of bond to the bondholder. It is issued at discount and redeemed at par value. 

 Generally bonds are issued by Government organisations, corporations and municipalities. They are 

also coined as G-secs and Gilt-edged securities. 

 
Some Innovative Features in Bonds 

1. Inverse floaters: Inverse floaters are bonds that are similar to floating rate bonds as their coupon 

rates are tied to a rate such as the LIBOR which is representative of the current rates offered by the 

market. 

2. Catastrophe Bond: Catastrophe means a disaster or a sudden fall in the value due to natural 

calamities or factors. These are bonds that coupon payments and repayment of principle is changed 

in the case of specified catastrophe. Catastrophic risk can be transferred from insurance companies 

to the capital markets. 

3. Indexed Bonds: Indexed Bonds are bonds that make payments according to a specific index or the 

price of a specified commodity. The bond value of these bonds are tied with consumer price index 

(CPI), the coupon payment and final par value payment are fluctuate in direct proportion to CPI. 

4. Sovereign Gold Bonds: SGB’s scheme introduced by our honourable Prime Minister in 2016 of 

September, which allows the people to hold gold in digital form, ratherthan keeping physically. 

Because the digital form of gold can be easily exchanged. Minimum one gram and maximum 4 

kilogram for individuals and HUF’s. For trusts and similar organisations minimum one gram and 

maximum 20 kilogram. Interest on Bonds will be taxable under IT act 1961. Capital gains tax 

treatment will be the same as that for physical gold. 

 
Insurance Products 

 In the modern era of economy slipping down a step behind leads to a lot of distress. Regaining to the 

original position takes a lot of synergy and financial commitment. For protecting the interest of bread-

earners and dependents, diffusion of risk plays a vital role. No one shares our risk unless we bear the 

risk of someone. Spreading or sharing of risk reduces the burden and creates a ray of hope for 

rejenuavate. During the period of 12th five year plan a lot of innovative elements in Insurance Industry 

came up. 

1. PMSBY: It is an accidental death and disability insurance scheme. It is a flagship program under 

shceme. As a lion’s share of India’s population lives in rural areas who aren’t aware of social 

schemes and other benefits provided by Government of India. The novelty of a program depends on 

its coverage of area. 

 Under PMBSY scheme and by paying a nominal premium of Rs. 12/- per person per year, he/she 

will get an insurance cover for a sum of Rs.2,00,000/- in case of accident death or permanent full 

disabilities or a sum of Rs. 1,00,000/- in case of partial but permanent disability. The scheme will be 

valid for a year and it can be renewed every year. 

2. PMJJBY: Prahdana Mantri Jeevan Jyothi Bima Yojana is also a flagship program under PMJDY, which 

is purely meant for social security. It is basically a term life insurance policy that can be renewed 

either a yearly basis or for a longer period of time. It will provide life insurance coverage on the 

death of the policy holder. 
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 The policy holder need to pay 330 pa. It is an auto-deductable scheme which needs to be linked up 

with bank a/c. The risk coverage being provided in the PMJJBY is INR 2 lakhs. Currently LIC is 

offering the scheme. The plan has being launched initially from 1st June, 2015 till 31st May, 2016. The 

policy will come to an end once the holder reaches the age of 55 years. 

3. RSBY: This scheme provides Rs. 30,000 annual coverage for poor families. India with 17.5% ot total 

world’s population, had 20.6% share of world’s poorest in 2011. As of 2014 58% of the total 

population were living on lessthan $3.10 per day. A/c to the Modified Mixed Reference period 

(MMRP) concept proposed by world Bank in 2015. 

 RSBY was launched in early 2008 and was initially designed to cover unorganised sector. But now it 

has been expanded to cover other defined categories of unorganised workers. 

4. NHPS: National Health Protection Scheme has been announced by Finance Minister at the time of 

budget 2018-19. Providing a secure platform for a 10 crore poor families of coverage upto Rs. 5 

lakhs for secondary and tertiary care hospitalisation. This scheme popularly also called as 

“Ayushman Bharat”. This budget provides a provisional allocation of Rs. 2000 Cr. Many experts 

treating this scheme as a “game changer”. 

5. PMFBY: As India is a agrarian economy more than half of the India’s population are in rural areas 

and their prime source of income is agriculture. Our country possess diversified climatic conditions 

this helps the economy to ripe the benefits. The insurance plan will he handled under a single 

insurance company, Agriculture Insurance company of India (AIC). PMFBY is a replacement scheme 

of National Agriculture Insurance Scheme (NAIS). 

6. Travel Insurance: Tourism and Travel emerging as major entertainment corner for many Indian’s. 

Through travelling and tourism industry contributed a total of $208.9 billion to GDP in India on 

2016. This accounts approximately 96% of India’s total GDP. India had the second highest total 

tourism GDP contribution in Asia-pacific. 

Types of Travel Insurance 

 Family travel insurance 

 Senior citizen travel insurance 

 Student travel insurance 

 Corporate level travel insurance 

 Travel Asia travel Insurance 

 Bharat Bhraman travel insurance 

 Domestic travel insurance 

 Internationsl travel insurance 

 Multi-trip travel insurance 

 Single-trip travel insurance 

7. Event Cancellation Insurance: It is one emerging and a new avenue for insurance industry. With the 

passage of time the need and intent of people changing i.e., from relation-based to value-based. Erst 

while the events are organised for social gatherings and sharing feelings. But the trend has shifte 

from sharing to showing/exhibiting their status. 

 Event insurance covers risks of problems such as cancellation of your venue, damage to hired 

equipment and injury to guests. The minimum age for taking event insurance is 18 years. 

8. Cancer Insurance and Critical Illness policy: this policy provides financial protection in the fight 

against cancer. It is a non-linked, non-participating, health insurance plan. It provides various 

benefits such as, covers critical illiness at a very low premium, provides a lumpsum benefit on first 

diagnosis. 
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Conclusion 

 As India is a combination of diversified cultures and distinguished religions. The economic and 
financial stature also widely varies from person to person and peer to peer. 
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Abstract 
 In the cutting edge distributed computing condition 
interest for virtualization innovation has expanded as a 
result of its nimbleness, reusability, conveyability, which 
thusly requests for proficient and secure virtualization. 
Compartment is one such OS Virtualization innovation 
that gives seclusion, natural consistency, operational 
proficiency, engineer efficiency and rendition control. It 

likewise gives lightweight and proficient virtual 
condition. This paper displays a prologue to comprehend 
the development of Docker compartment, to send Docker 
in an application and systems to lessen security dangers.  
Keywords 
 Virtualization, hypervisor, datacenters, virtual 
machines, Linux compartments (LXCs), open VZ, Dockers, 
Virtual private servers (VPS).  

 
Introduction 

 Virtualization has turned into an essential piece of distributed computing as it can undoubtedly deal 

with the datacenters over the world. Virtualization innovation's fundamental reason for existing is to 

oversee asset circulation productively and manages the framework at programming level instead of 

equipment. In this way, the frameworks assets are separated legitimately. Equipment virtualization 

manages equipment all the more effectively with the utilization of hypervisor. As there is a bring up in 

big business applications, there is a bring up in virtual machines (VMs). Be that as it may, a hypervisor 

has a restricted no of VMs to run those applications. Hence, with the all the more no. of uses, server 

occasions are utilized increasingly when contrasted with VMs. This prompt the advancement of Linux 

compartments (LXCs) where the assets are utilized just which are required by the application. 

 Linux Containers (LXCs) give operation framework level virtualization and they have their own 

procedure and system space. In view of the developing interest different compartment based 

innovations have been advanced: openVZ and Docker. 

 
Openvz 

 Openvz is a compartment based innovation that enables a physical server to run numerous cases of 

working framework called holders or virtual private servers (VPS). Every holder has its own particular 

system stack, document frameworks and process trees. It's primary weakness is it can run just on linux. 

 
Docker 

 Docker, i.e. containerization keeps up one host working framework and gives a layer of 

programming at the highest point of working framework. This layer separates numerous applications 

and their required supporting piles of programming from each other and from working framework. 

 
Docker Overview 

 Docker is a stage used to ship, manufacture, and run any application anyplace and effectively makes 

compartments which are light weight. Docker holders are versatile to such an extent that it can run 
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anyplace crosswise over improvement, test and generation conditions without alteration. Docker can 

convey more virtual conditions on a similar equipment. Docker comprises of Docker motor and Docker 

center point.  

 
Docker Engine 

 Docker motor is a convenient, lightweight runtime bundling devices used to fabricate and convey 

single or multi-compartment applications. These motors can be introduced on any physical or virtual 

host running a Linux OS in a private datacenter or cloud. Holders help the designers to bundle extensive 

or little measures of code and their conditions together into a segregated bundle. All these different 

detached compartments can keep running on a similar host, bringing about better utilization of 

equipment assets. Docker compartments are constructed shape holder pictures utilizing layered record 

frameworks. Pictures are overseen and dispersed from registries like Docker cloud and DockerTtrusted 

Registry with groups assembling and conveying applications. At runtime, the application compartments 

are created, planned and overseen from Docker Universal Control Plane. Every one of these 

advancements were incorporated on a solitary stage called Docker Datacenter to help compartment 

innovation based condition for the applications.  

 
Docker Engine Architechture 

 Docker motor uses customer server 

architechture. A Docker customer speaks with the 

Engine's deamon, which ships, fabricates, and runs 

the Docker compartments for an application. It is 

appeared in the figure as takes after: 

 Both the customer and daemon and customer 

can keep running on a similar framework; however 

customer can get to Docker motors remotely. All 

correspondences between the customer and daemon 

occur through Restful API and can be secured with 

TLS.         Fig 1: Docker Engine Architechture 

 
Docker Container 

 Docker utilizes a few highlights of LXCs to make Docker holders. Maybe a couple of them are 

namespaces, cgroups, union record framework, and Docker pictures which are utilized to execute 

Docker compartments. Docker utilizes namespace and croups or control gatherings to make a safe 

virtual condition for its holders. The cgroups records and restrains the asset access of a compartment 

forms. The namespace encases the working framework assets into various occurrences. Docker utilizes 

five namespaces for every compartment: mount, hostname, between process correspondence (IPC), 

process identifiers (PID), and system. This gives the compartment a private view that they have their 

own assets.  

 Docker dispatches it holders frame Docker pictures. A Docker picture is a progression of 

information layers over a base picture. Each Docker picture begins from the base picture. At the point 

when clients roll out improvements to a compartment, Docker includes an extra layer containing the 

progressions to the picture rather than specifically composing the progressions to the holder.  
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Docker Hub 

 Docker center point is a registry of Docker pictures both private and open through which clients can 

share their altered pictures. It likewise goes about as a cloud benefit for sharing applications and 

mechanizing work processes. Clients can look for distributed pictures and can download them through 

Docker customer. Docker signs and checks the pictures when their proprietor submits them to the 

center point in this manner giving credibility and uprightness 

 
Docker Security 

 Holders have coordinate access with the host part enabling the aggressor to pick up the control over 

OS which causes a security risk. Docker holder innovation gives security by making disengagement 

layers amongst applications and amongst application and the host, which ensures both the host and 

compartments. Disconnection between layers is given by limiting the entrance of conveyed applications. 

Security dangers are conceivable in two concerns: inside security of Docker holders and Docker 

correspondence with frameworks of bit. Docker holders apply asset limitations on the compartments in 

light of Linux namespaces and cgroups highlights. 

 
Internal Security 

 Inside the security dangers can be Denail-of-Service and Privilege acceleration. Along these lines, 

inside security in the compartments is given by making namespaces to every last holder. There are 

particularly five namespaces made for a compartment.  

 
PID Name Space 

 It gives process disconnection to keep the impedance of one compartment with another. Here 

disconnection is accomplished by giving PID name spaces and constraining their consents and 

perceivability to the compartments which isolates from the host. These PID namespaces are various 

leveled, so when a procedure is made in a holder it can see just its and its youngsters assets yet not the 

procedures made in another compartment. PID namespaces likewise enables every holder to have its 

own init like process which causes every one of the procedures in a namespace to be ended in the event 

that it is ended. So any suspicious holder can be dropped effortlessly with this init procedure.  

 
MNT Name Space 

 It gives document framework separation of the host and compartments to avoid ill-conceived access 

and adjustment of record frameworks. Docker utilizes mount namespaces additionally called as file 

system namespaces to seclude the record frameworks. Every holder is given its own particular 

namespace for mount registry ways which limits the mount occasions to happen just inside that 

compartment. Be that as it may, some of piece document frameworks can't be namespaced, for 

instance,/sys,/proc/irq and/proc/transport. To work the holders Dockers need to mount them which 

will cause a danger. Docker addressess this issue by giving insurance components by expelling compose 

authorization for holders and not enabling any procedure to remount that filesystem inside that 

compartment.  

 
UTS namespace 

 It gives seclusion between the host name and the NIS area name. it is utilized to separate two 

particular components of the framework that identify with the framework call. Rather than a solitary 

framework _uts name containing host name and space and so on, a procedure can ask for its duplicate 
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the uts data. The date will be duplicated from its unique yet the progressions can't be seen by forms 

which are not its kids and the other way around. 

 
IPC namespace 

 The between procedure correspondence (IPC) namespace makes a gathering where holders can just 

observe and speak with different procedures in the same IPC namespace. The procedures in an IPC 

namespace can't read or compose the IPC assets in other IPC namespaces. Along these lines impedance 

of one compartment in other IPC namespaces can be confined.  

 
NET namespace 

 It gives advantaged access to the attachments or interfaces of another compartment by giving its 

own perspective of the system stack. This separation is imperative to avoid arrange based assaults like 

Man-in-the-Middle and ARP satirizing. Compartments are arranged in a way that it can't control the 

system activity of different holders and in addition the host's. Every holder is given its own IP addresses, 

IP steering tables; organize gadgets and so on by the Docker.  

 
Linux Kernel Security Features 

 Instruments notwithstanding the namespaces and Croups Docker can actualize existing frameworks 

like TOMOYO, App Armor, SELinux and GRSEC which accompanies security show formats.. 

 
Conclusion 

 Over the previous decades virtualization has demonstrated how essential the part of Linux based 

holders will be in future. This is obvious from the way that numerous associations like Amazon, 

Microsoft have effectively received this innovation in their cloud based items. This paper presented how 

safe the containers are. Dockers bring the benefits not only in terms of application development and 

deployment speed but also in terms of security. In summary, this paper presented how safe the 

containers are and organizations can enhance security with the use of Docker container without adding 

external overhead to their application infrastructure. 
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Abstract 
 In Finance a loan is lending of money from one 
individual, organization to another individual, 
organization at a cost that is Interest. Financial 
institutions such as banks and credit card companies’ 
traditional activities are lending loans and accepting 
deposits. Meaning of fraud is the utilization of 
unlawful mode to lift finance, resources, or other assets 
owned or held by a financial institution, or to make use of 
money from depositors by dishonestly pretense as a bank 
or other financial institution In loads of circumstances 
bank fraud is a illicit offence. Though the banking 

industry is regulated by RBI we find series of frauds are 
happening with respect to sanctioning and recovery of 
loans. Various studies are made on frauds in banking but 
were focused on NPAs. Present study is an attempt to 
achieve a goal to highlight about series of frauds rising in 
banking with reasons. The study also focuses some 
recommendations for to prevent banking frauds based on 
study on causes of frauds in banking sector. 
Keywords: Banking, frauds, economy, banking frauds, 
fraudulent activities, corruption, fraud prevention and 
detection tools etc.  

 
Introduction 

 A fiscal structure is a scheme that permits the swap of funds between loan givers, investors, and 

fund seekers. Discipline in banking system in the context of sanctioning and recovery of loans 

is essential for growth and development of all of human beings since many years. The robustness of the 

banking and economic system of a country helps verify the assembly and consumption of products and 

services periodically. It’s directly indicative of well-being and living standards of a country’s voters. 

Therefore, if banking industry is derived with high levels of non-performing assets in spite of banks 

being regulated by regulatory mechanism then it's an explanation for worry for the economy. Indian 

economy is being affected by various frauds in the form of sanctioning of loans. In the past, frauds and 

forgeries, in banks were much unprecedented. During April – Dec period of 2016 ICICI bank accounted 

with major number of frauds, State Bank of India kept in rank second in fraud according to RBI data . For 

the period of first nine months of 2017 year no. of frauds detected were 455 involving 1 lakh and above 

were detected in ICICI bank. In SBI number of frauds detected were 429 followed by standard chartered 

bank 244 and HDFC frauds came to notice were 237. 

 
Objectives of Study 

 To study about series of frauds happening in banking sector 

 To identify involvement of number of employees in fraud 

 To suggest for to prevent frauds in banking sector while sanctioning loans. 
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Review of Literature 

 Beirstaker, Brody, Pacini (2005) suggested for various fraud prevention and detection techniques . 

These frauds could be in relevance with telephonic calls , transfer of money, employee verification 

problems, password identification, analysis based on digital transactions, reviews other technology 

reviews. Authors concluded by suggesting techniques for fraud prevention.  

 Jenet green lee (2007) in his article explained about fraud occurred in non- profit organizations and 

nature of both the loan lenders or creaters of fraudulent activites and customers. Based on the analysis 

of the data, the authors suggest ways that fraud losses can be barred or controlled. Authors highlighted 

upon of role of governing boards in scheming frauds in counting to the annual financial statement audit. 

 In WORKING PAPER NO: 505 Frauds in the Indian Banking Industry( 2016) Charan Singh RBI Chair 

Professor Economics & Social Science Indian Institute of Management Bangalore ,Deepanshu , Divyesh 

Satishkumar, Kiran Antony kiran, Mohit Agarwala Ravi Kant S Mukunda ,Siddharth Nayak , Suryaansh 

Tamanna Singh ,Vipul Mathur studied to cover issues such as banking frauds and increasing credit card 

debt, with a thorough analysis using secondary data as well as an interview-based approach, spanning 

across all players involved in reporting financial misconduct. The report focused on the case of rising 

NPAs in the past few years across various public sector banks. Report also suggested to reduce future 

occurrence of frauds in Indian banking sector. The reliability of other parties such as auditors and credit 

rating agencies is also doubted at and is alleged to be a major reason amongst other causes like omission 

by banks and insufficient diligence. 

 Zuraidah mohd sanusi, Mohd nor firdaus, yasaira mat (2015) in their article “Fraud Schemes in the 

Banking Institutions: Prevention Measures to Avoid Severe financial Loss” . Authors tried to find source 

of frauds and provided valuable guidance to staff in detecting and preventing similar occurrence of fraud 

cases.  

 To Commercial Angels‟  Newsletter (2001), highlighted that frauds can be prevented by thorough 

studying reasons for frauds occurring in the system Study also says one who has intention to create 

fraud generally focuses on limitations in control measures and then assess whether their rewards will 

prevail over the penalty . A standard regulation is most valuable for avoidance of frauds and normally 

requires little management time or effort. The foreword and implementation of reins will reduce the 

opportunities for frauds. Researchers suggested for education, training and awareness programmes for 

to prevent frauds. 

 
Research Methodology 

 For the purpose of study data is collected through primary and secondary data. For the purpose of 

this article data is collected through secondary data like various journals, periodicals, books, 

newspapers and various websites. For to explain banking fraudulent practices series of frauds 

happening in banks over the period is explained by collecting information from periodicals and news 

channels. Study covers period from 2015 to 2018. Financial frauds could be in various ways transfer of 

funds in unauthorized way, credit card defaults present study scope is restricted to study on credit risk. 

 
Research Gap 

 Extensive studies are made with respect to non performing assets and also there are studies based 

on reasons of banking frauds and suggestions to prevent banking frauds in general . Study with regards 

to series of frauds rising is not covered. Present article is based on cases of series of .frauds rising in 

Indian banking system.  
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Analysis 

 86% of all bank frauds linked to loans in 2016-17; PNB tops list with 99%. In total so far 184 

employees of PNB were caught for fraudulent activities.  

 
Table showing Number of Cases Involving Bank 

Officials ( 2015-16) 

 

 

 

 

 

 

 

 

Source: RBI data via TOI 

 17,504 Cases of Bank Fraud Reported between 2013 

and 2017: RBI Data. According to report of RBI it is 

alleged that for every 4 hours one bank official is held 

responsible for fraud. According to the report, over 

5,200 officials were held for fraud in PSBs between 1 

January 2015 and 31 March 2017, (Kumar, TOI, 2018). 

 Also, it can be seen the nymber of cyber frauds has been increasing as well when the transfer is 

done through NEFT/RTGS. The following graph shows the trend for the same from the etar 2011 to 

2015: 

 
Source: https://www.rbi.org.in/scripts/NEFTView.aspx The Economic Times, 4 March 2015 

 

 
Source: https://www.rbi.org.in/scripts/NEFTView.aspx 

Bank 
No. of Cases Involving  

Bank Officials 

State Bank of India 1,538 

Indian overseas Bank 449 

Central bank 406 

Union bank 214 

Punjab National Bank 184 
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Source: https://www.rbi.org.in/scripts/NEFTView.aspx The Economic Times, 4 March 2015 

 Of the total number of frauds, 2,084 cases saw the involvement of members associated with banks. 

But the data does not speak about % of involvement of employees in fraud Following is list of various 

frauds happened in India. 

 
Rotomac Bank Fraud 

 Kanpur based industrialists Vikram kotari promoter of Rotomac pens was investigated by CBI for 

defaulting 3700 crores from loan taken from 7 Government banks. CBI acted on a complaint made by 

Bank of Baroda. Bank of Baroda alleges that funds raised for the purpose of export order is not being 

appropriated for the same and it is criminal breach of trust, forest rules violation and claims that 

Rotomac worked for interest rate differentials in local, foreign currencies and no genuine business 

transactions is done. In various levels of discussions in periodicals with regards to fraud comments were 

made on owners i.e. Central Government, then next comes RBI and internal and external auditors. 

Experts commented that banks singularity, collusion, connivance and abatement cannot be ruled out. 

Many fictitious transactions were identified as there was a mismatch in assets. 

 
Canara Bank Fraud 

 Canara bank manager was suspended for involvement in 15 crore scam. During 2015-16 loans were 

borrowed from Canara bank presenting fake certificates claiming ownership on fish rivers at akinidu, 

bhimavaram in order to claim loans. 

 
Corporation Bank Fraud 

 In 2016 big irregular loan operation frauds happened . This was identified in audit report. The 

report says that loan was given to 24 such companies which do not have any physical existence. Loans 

were sanctioned in compliance with SME loans.  

 
Punjab National Bank Fraud 

 Nirav modi wanted to import pearls or diamonds and then sell them. Initially PNB agreed to 

sanction loan but at high cost 10%. So he decided to take a foreign currency loan at cheaper cost 3.5%. 

As Neerav Modi cannot expect loan directly from abroad as he is not known to them he approached PNB 

for help. During that time PNB without taking any guarantee or collaterals where bank is expected to 

take 100 crore collaterals has helped him by guaranteeing loan by giving him the “Letter of Undertaking” 

(LOU). Looking at guarantee upon trust on PNB foreign bank was ready to lend NM the money. On 
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SWIFT, PNB send a message that it gave a guarantee of Rs. 100 cr. for 180 days for Mr. NM at an interest 

rate of, say, LIBOR + 2%. It’s like a message –written in stone, effectively – that says PNB will pay if he 

doesn’t pay. Trusting on guarantee given by PNB  

 PNB’s NOSTRO account was credited with money and the same is disbursed to Nirav Modi as the 

money is transferred to PNB foreign bank expects PNB in repaying loan. For each year for to give 

guarantee PNB charged up to 2% to give the LOU. 

 It was expected that NM has to get the pearls in India, sell them, receive the money and pay PNB. On 

the due date written on the LoU and then PNB will pay back the foreign bank saying okay, we got the 

customer’s money so we’re giving it back to you. With interest but in reality NM could not fulfill 

obligations. Instead, he with the help of PNB officials opened another Letter of Undertaking for the 

amount owed plus interest and cleverly funds were mis-utilized in repayment of first loan. The money 

from the second LoU was used to repay the first. It’s just rolling over of credit. The amount pending was 

more over and over. Standard definition of a Ponzi scheme easily mounted into a larger amount. It was 

expected that LOUs were rotated since 2011 and amount was mounted very high. When officials who 

were supporting retired in 2017, and the replacement refused to roll over the LoU which came due in 

Jan 2018 because he couldn’t find the past transactions in the system PNB realized and quickly filed an 

FIR claiming loss. No rollover means a default, since there was no money to pay. So PNB quickly files an 

FIR reporting lost of 280 crores on Jan LoUs when properly checked identified 11,400 crores. Problems 

wouldn’t have very serious had the PNB would have had security worth the amount of warranty. 

Questions were raised why PNB could not collect collaterals against LOUs. When policies framed for 

sanctioning of loans and followed strictly for a common man why not stringent policies are followed for 

high category people. After the incidence with 

Mallya where loans were given to Kingfisher 

without collateral ,questions were raised which 

are situations caused sanctioning of loans with 

out collecting collaterals.  

 Even if a bank has collateral, it’s nowhere 

near enough and then, such unfunded liabilities 

are not even reported to RBI! There were many 

issues are pending in this case like how 

transactions on SWIFT outside CBS can be?, 

why would you not reconcile the nostro 

accounts? Suspend the auditors?, Fire top 

management? etc. Some of the important fraud 

prevention and detection tools that can be used 

by financial and banking institutions could be 

these:  

 
Conclusion 

 Times of India in recent reports stated that there has been a rise in loan frauds over the past few 

years. While data for the FY18 is yet to emerge, data for three years ending 2016, shows that 67 percent 

of all frauds were connected to loan advances and there is further assessed that great increase in current 

scenario. The data further reveals that in FY17, banks lost at least Rs 22,743 crore due to frauds, and Rs 

15,238 crore of the total amount was linked to advances. It is impossible to have failures at single level 
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employee to handle. On a priority basis its first central government second RBI and 3rd internal and 

external audit system should be held responsible.  

 
Suggestions/ Recommendations 

1. RBI being regulatory body should come up with strict guidelines while sanctioning of loans Auditors 

should be held responsible for alleged activities by banks.  

2. Banks should disclose names of defaulters on website and display amount at which fraud detected 

even if it is small amount. 

3. Regular auditing, strict supervision by employees, sincerity might limit frauds in occurrence.  
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Abstract 
 Consumers are becoming more ecologically 
conscious and desirous of purchasing environment 
friendly products i.e. green products. The present study is 
an attempt to investigate consumer perception and 
purchase intention towards green products among 
youngsters in Hyderabad. The data has been collected 
from 120 youngsters from different areas of Hyderabad. 
The findings of the study reveal that 71 percent 
respondents perceive green products as environment 
friendly products while 12 percent respondents take it as 
energy saving products. Male respondents are more 
aware about green products and also consider it while 
making shopping in comparison to female respondents. 

Majority of the respondents are ready to pay 11-20 
percent more prices than the prices of non-green 
products. Thus, researchers conclude that the consumers 
does not have environment concern only, but also have 
positive and high intentions to buy green products. The 
study brings out interesting insight that, though 
consumer were environmentally concerned and ready to 
pay high yet they were not aware as to what constitutes 
environmentally friendly products. Hence, marketers 
need to consider efforts that are required to convert the 
environment concern into environmental consumption 
behaviour. 
Keywords: Environment protection, Green Product, 
Marketing Strategy, Purchasing Behavior. 

 
Introduction 

 Environmental issues like global warming, depletion of natural resources, changing weather, are 

most talked about issues now a day. This may directly or indirectly affect the way one behaves, 

specifically while making a purchase decision. The greediness of a human being and desire to get 

maximum with minimum resulted into a ruining the essential supporting systems of life i.e. land, water 

and air (Smith, 2009). For example, the World Health Organization (WHO) Reported air pollution in 

India causes 5, 27,700 deaths every year, 21 percent of communicable diseases in India are related to 

polluted water (Mannarswamy, 2011). Moreover, National Geographic (May, 2008) ranked Indians at 

the bottoms of the list of 14 nationalities in environmental awareness. A new sense of urgency about 

Indian environmental degradation has compelled a number of ordinary individuals to make eco-

conscious life style changes (Jain & Kaur, 2004). The environment has become a mainstream issue and 

consequentially consumers are becoming more concerned about their habits and the effect that these 

have on the environment (Krause, 1993). There are evidences in various researches to suggest that 

consumers are increasingly choosing or avoiding products based on their environmental impact 

(Coddington, 1993; Davis, 1993; Grove et al, 1996; McDougall, 1993; Ottman, 1992). A study established 

that 69 percent of the general public believes that pollution and other environmental damage are 

impacting their everyday life (Schlegemilch, 1996). Hence, the impact of environmental problems now 

more clearly visible to one and is resulting into desire to do something in one form or the other. With a 

tidal wave of interest focusing on ways to reduce energy consumption and at the same time to be 

ecologically and environmentally, Green marketing has fast emerged as a worldwide phenomenon 

which interests both the marketing practitioners as well as the consumers. According to American 

Marketing Association “Green marketing is the marketing of product that are presumed to be 

environmentally safe. Green marketing includes the developing and marketing such product & services 
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that satisfy the customer requirement for quality, reliable price and easy availability of the product 

without having a harmful impact on the environment (Mishra and Sharma, 2010; Polonsky, 1994 and 

Rakshita, 2011). In business, the terms ―Green product and Environmental product are used commonly 

to describe those that strive to protect or enhance the natural environment by conserving energy 

and/or resources and reducing or eliminating use of toxic agents, pollution, and waste (J. Ottman,1997). 

It is also referred as a product that is environmentally preferable relative to comparable products. Thus, 

green marketing approach is largely used as a tool by the gigantic corporate houses in order to make a 

difference in the consumer’s point of view when it comes to making market decisions. All this prompts 

the present study. Therefore, in the present study an attempt has been made to analyze the youngster’s 

perception regarding the purchase decision of green products in India. 

 
Review of Literature 

 A lot of literature is available regarding green products, consumer awareness regarding green 

products and perception of green products individually. There are a few studies of collective attempts 

regarding consumer awareness and perception regarding green products. The fi rst signs of interest in 

green marketing could be seen in the 1970s but it was not until late 1980s and the 1990s that green 

marketing gained attention from a broader audience (Hess and Timen, 2008). Various researchers 

argued for a rapid growth in the use of ecological products which represented a shift in consumption 

behaviour and with increased demand for green products, consumers were ready to pay additional cost 

too (Gurau and Ranchhod, 2005; Prothero, 1997). According to Green Portfolio (2006) 50 percent of 

marketing and PR management believed that green credentials were important to customers; and 84 

percent predicted this importance was likely to grow further. The actual growth of green consumerism 

was found to be very little and a difference between concern and actual purchase was identified by the 

mid 1990s.Although the market share of green products continued to slowly increase, the earlier boom 

or the remarkable growth of environmental products was no longer a reality (Crane, 2000; Peattie and 

Crane, 2005). 

 A dominating approach to green marketing that evolved during this period was the Holistic view 

which meant that marketers and corporations adopting an environmental friendly strategy must, due to 

the nature of environmental issues, consider the entire chain of events the company enrols in (Hess and 

Timen, 2008). It include steps such as planning, production, product features, logistics, packaging as well 

as promotion and advertisement as a part of the marketing process (Ottman,1992; Wasik, 1996). 

Jacquelyn A. Ottman (2008) wrote in Marketing Daily that “the power of green lies in marketers’ hand”. 

It was not engineers, lawyers or legislators that had the most power to clean up the environment. The 

creative folks who have the power to design and promote cleaner products and technologies and help 

consumers evolve to more sustainable lifestyles. Rex and Baumann (2007) found that green marketing 

could learn lot of things from conventional marketing in discovering other means than labelling to 

promote green products like addressing a wider range of consumers, working with the positioning 

strategies of price, place and promotion and actively engaging in market creation. Another study done 

by Chang and Fong (2010) made a survey of the consumers who had experienced purchasing green or 

environmental products in Taiwan and found that green product quality and green corporate image 

could bring green customer satisfaction and green customer loyalty. 

 Ali et al. (2011) evaluated the green purchase attitude and green purchase intention of Pakistan 

consumers and found that there are many customers who have positive and high intention to purchase 

green products but due to high prices and poorer qualities as compared to non-green products then do 
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not buy them. Hence, Rao et al. (2011) suggests that if business offer environmental friendly products to 

consumers with affordable prices and high quality as compared to traditional products, along these 

consumers have positive intentions to purchase green products, green product purchase will be high. 

Moreover, Chase and smith (1992) also revealed that 70% of the consumer purchase decisions were infl 

uenced by environmental protection message given in advertising and product labelling. Many 

organizations have responded to these changing consumer preferences (Carson and Fyfe, 1992). 

Companies which adopted policies of environmental sustainability and developed strategies such as 

Green Marketing or Environmental Marketing not only reduced the environmental damage but also 

increased the profit for themselves (Berth, 2011; Fuller & Gillett, 1999; Kotler and Armstrong, 2001; 

Porter & Van der Linde, 1995; Sharma, Iyer, Mehrotra, & Krishnan, 2010;Van Dam & Apeldoorn, 1996). 

 On the other hand, Maheshwari and Malhotra (2011) found that consumers are not overly 

committed to their environment and look to lay too much responsibility on industry and government 

whereas Patra and Joshi (2009) believed that majority of respondents considered individuals to be 

responsible must take appropriate initiatives to protect the environment. Consumers are not too much 

concerned about the environment but as they have become more sophisticated, they require clear 

information about how choosing one product over another will benefit the environment. But, many 

consumers remain confused about which products are better for society and the environment. Research 

has shown that consumers do not always understand environmentally friendly labels attached to 

products (Kangun and Polonsky 1995). Eco-labels such as ‘Biodegradable’, ‘Sustainable, ‘Environmental 

friendly’, and ‘Recyclable’ are usually unfamiliar or unknown to consumers. The study also revealed that 

majority of respondents are willing to pay price premium, but the level of acceptability varied 

considerably (Aryal, 2009). In general only top two percent will pay more than 20 percent for many 

green products whereas majority of shoppers are looking for parity in pricing related to more 

sustainable products (Sachdev, 2011; Kumar, 2011). 

 Thus, there is no deficiency of studies regarding Environmental awareness and its influence of green 

purchase intention worldwide. However, not much work could be traced specifically focused on green 

products perception and purchase intention among youngsters in India. With this in view, the study 

tries to look into youngster’s awareness and perception of green products with following specific 

objectives  

 
Objectives of the Study 

1. To investigate consumer awareness and perception towards green products.  

2. To analyze consumer purchase intention towards green products.  

 
Research Methodology 

 The present study is a descriptive cum exploratory in nature and is based on primary data. The data 

has been collected with the help of a well structured questionnaire. The questionnaire has been 

designed with the help taken from the study of Heutz (2009). The population comprised of people age 

group of 18-30 living in Hyderabad. 

 Since, the population was very heterogeneous and difficult to approach, hence purposive sampling 

was used. In all 150 respondents were contacted, out of which 120 were patient enough to complete the 

task of interview. So in all, a sample consisting of 120 respondent was finalized for further analysis 

which was run into two phases. In first phase, all 120 questionnaires were analyzed to assess the 

awareness of green products. In second phased only 101 questionnaires were analyzed since, 19 

respondents were not at all aware of green products and green marketing. So, further analysis was not 
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meaningful regarding perception and purchase intention towards green products on these 19 

respondents. The study mainly used frequency, mean, cross tabulation, Chi Square Test and One way 

ANOVA. 

Table 1 Socio-Economic Factors of Respondents 

Variables  Respondents -101 Variables Respondents -101 

  Number Percent  Number Percent 

Gender    Educational Level   

Male 50  49.5 Secondary 6 5.9 

Female 51  50.5 Graduate 11 10.9 

Total 101  100 Master Level 84 83.2 

Income Level (Rs.)    Total 101 100 

Less than 25000 24  23.8 Age (years)   

25000-50000 39  38.6 18-22 15 14.9 

51000-75000 22  21.8 23-26 76 75.2 

Above 75000 16  15.8 27-30 10 9.9 

Total 101  100 Total 101 100 

 
Socio-Economic Background of the Respondents 

 Understanding the demographic and psychographic background and their perception towards 

green products become essential because there is significant association among the awareness of 

consumers towards green products and age, geographical area, educational level and income (Teng et 

al., 2011). 

 The table 1 presents a demographic profile of respondent. In the table the age has been grouped in 

to three category in 18-22 (as youngster is on fi nal stage of his/her education and is in early adulthood), 

22-26 (as youngster complete education and is in initial stage of carrier and start getting mature) and 

26-30 (matures as a person and in economic stability). The Income group was classified in to four 

categories and income here means monthly family income. As per the table, among the presents sample 

majority of respondents (75.2 percent) were in the age group of 23-26 years. Male and female were 

equally represented, whereas in case of income majority respondents (83.2 percent) were in category of 

25,000-50,000 Rs. per month. 

 
Results and Discussion 
Awareness and Perception about Green Products Among Respondents  
Table 2 Understanding the Meaning of Green Products 

 To get the deeper insight about the perception 

regarding green products it is essential to know 

consumer awareness of green products and what they 

understood by green products. The table 2 shows that 

70 percent of respondents were aware of as to what 

makes green product. 12 percent respondent thinks 

green products as energy saver, whereas 9 percent 

respondents meant them to be recyclable products. 

However, 5 percent respondents were not at all clear of 

the meaning of green products as to them green products are the products which are green in color. 

 
 

What to your mind 
on hearing 

Frequency % 

The Term Green 
 Products 

  

Environmental friendly 71 70.3 
Bio-degradable 4 4.0 
Recyclable 9 8.9 
Energy saving 12 11.9 
Green in color 5 5.0 

Total 101 100.0 
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Table 3 Consideration Regarding Green Products while Making Shopping 

 Table 3 presents that 60 percent 

of the respondents take in 

consideration of green products 

while making shopping and 40 

percent respondents never 

considered the same. So, it reveals 

that though awareness level is quiet 

high yet its conversion in to purchase intention is low. While discriminating the respondents among 

male and female, male respondents (72 percent) and female (14 percent) take into consideration green 

products while making purchase decision, meaning thereby that male respondents were more 

considerate toward green products and environmentally friendliness, probably due to the fact that 

males are generally more outgoing and hence more exposed to environmental concern than females. 

Furthermore, Pearson chi-square test also shows a significant association between male and female 

with their shopping decision. 

 Table 4 Green Products Purchased by Respondents 

 The table 4 reveals that only 34 

respondents gave the response of this 

statement. It means that only 50 

percent of the respondents among out 

of those who consider green products 

while making a purchase decisions 

could response to this question and 

out of these too, many respondents 

gave superfluous answers as if they 

are not aware what green products 

constitutes. So, a deeper analysis tells 

that those who claim to be 

environment friendly are in fact 

considerate about green products. In totality only 40 percent (34 out of 120) respondents were able to 

recall shopping of green products which also includes the products which are not green products. So, 

actual purchase and awareness comes out be much less. CFL tubes and recyclable papers are the most 

preferable green products among respondents. But, apart from that there is lot of misconception among 

respondents regarding green products. 

Table 5 Relation between Perception Regarding Green Products across Demographic Variable 

 Overall Gender Age  Income Education 

 Mean F Sig F Sig. F Sig. F Sig. 

1. I think green product will help me 

to protect the environment. 
4.15 .753 .388 1.569 .213 3.839 .012 .532 .661 

2. I think it is of better quality than 

non green products. 
3.30 .698 .409 1.459 .237 1.102 0.352 .732 .535 

3. I think the promotions of green 

products by the companies are just a 

publicity stunt. 

2.71 .080 .778 5.213 .007 3.320 .023 .819 .487 

 Gender 
Total 

 Male Female 

Yes 36 (72.0%) 24 (47.1%) 60(59.4%) 

No 14 (28.0%) 27 (52.9%) 41 (40.6%) 

Total 50(100.0%) 51(100.0%) 101(100.0%) 

Pearson Chi-Square 6.513a 1 0.011 

Product  
Name 

Frequency 
Products  

Name 
Frequency 

CFL tube 8 Money plant 1 
Recyclable Paper 8 Neem 1 
Green eggs 2 Solar cooker 1 
Stationary 2 Spinach 1 
Use disposal 
glasses 

1 Stationary 1 

Wall paints 1 Use Alovera zel 1 
Cycle 1 Use joots bags 1 
5 Star Laptops 1 Wooden toys 1 
Energy saving 
laptop 

1 green tea 1 

Total Response   34 
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4. I think green products are too 

expensive as increased price doesn’t 

add any benefit in it. 

         

5. I think green products make no 

difference than non green products 
2.66 .000 .990 1.132 .327 2.097 .106 1.661 .180 

 Table 5, presents the respondents’ perception about the green products which were asked on likert 

scale of 1-5 from strongly disagrees to strongly agree. Further, T-test and ANOVA were used to see the 

significant difference between perception and demographic variable at the 5% level of significance. The 

table shows that majority of respondents do believed that green products help them to protect the 

environment as they considered green product as environmentally friendly products and they also 

support that green products are of better quality than non green products. But the respondents are 

neutral on the fact that promotion of green products by companies is just a publicity stunt. Moreover, 

respondent also have a misconception that green products are too expensive and it make no difference 

in comparison of non green products. Moreover, the F test across different demographic variable 

showed significant relationship between perception of respondent with age and income only meaning 

thereby that there is no difference in perception regarding green products were observed across 

different demographic variable expect in case of income and age regarding price and environment 

protection respectively. 

 
Table 6 Perception Regarding Green Product Prices   

 as Compared to Non-Green Products 

 Table 6 reveals that 35 percent respondents perceived the 

prices of green products as higher in comparison to other 

products and another nearly 20 percent respondents were 

unaware about price differentiation and surprisingly 14 percent 

respondent believed low price of green products in comparison 

of its benefits. This again speaks about the misconception and 

lack of awareness regarding green products. But at the same 

time, only 32 percent respondents think that on an average price of green products and non-green 

products is almost same. 

 
Table 7 Purchase of Green Products in Case of    Table 8 People’s Readiness to Pay  

 Same Price of Non Green Products    More Prices for Green Products 

   

 

 

 

 

 

  

 Table 7 and 8 presents that majority respondents, (54 percent always and 34 percent often), were 

ready to purchase green products if the prices were same. Only 2 percent respondents respond that they 

would never purchase the green products whether prices are same or different. Not only this, sizable no. 

of respondents were ready to pay higher prices. The careful reading of table reveals that the 

respondents have the intention and desire to contribute towards safeguarding environment but they 

 Frequency % 

Higher 35 34.7 

Same/average 32 31.7 

Don’t know 20 19.8 

Lower 14 13.9 

Total 101 100.0 

 Frequency % 

Always 54 53.5 

Often 34 33.7 

Seldom 11 10.9 

Never 2 2.0 

Total 101 100.0 

 Frequency % 
11%-20% 32 31.7 
1%-10% 27 26.7 
More than 30% 19 18.8 
21%-30% 18 17.8 
0% 5 5.0 

Total 101 100.0 



 

 
 

 

125 | P a g e  

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

 

Shanlax International Journal of Management 

 

lack awareness as to how. This calls upon the role of marketers the spread the word of awareness. The 

results of the study consistent with the finding of Joshi (2011) that in green marketing consumers is 

willing to pay more to maintain a cleaner and greener environment. Green marketing assumes even 

more importance and relevance in developing countries like India. Thus, there is a need to pressurize 

consumers, manufacturers and suppliers to minimize the negative effects on environment through 

green products. 

 
Table 9 Green Product Purchase Intentions of Respondents and  

ANNOVA Test across Income Category 

      

   
Overall 

Mean 

F 

Value 
Sig. 

   value   

1. I would like to buy environmentally friendly products  

because they are less polluting. 
3.93  .909 .440 

2. I would like to buy them because these products are  

healthier, of better quality and safer than non green products. 
4.21  4.947 .003 

3. I would like to buy green products even if they are more 

expensive than the non-green ones. 
3.27  1.392 .250 

4. I would like to green product as it gives me the pleasure of being 

environment friendly. 
3.85  1.489 .222 

5. I would like to buy green products as it gives me a positive 

attitude towards environment. 
4.15  .352 .789 

 Table 9 presents the finding regarding purchase intention and their readiness to buy green products 

for various reasons. Majority respondents across all demographic categories are willing green products 

even on high price feel that buying green products is less polluting and healthier (4.21) and make them 

feel a sense of contribution towards environment protection (4.15 and 3.85). The results of one way 

ANOVA test did not confirm any difference regarding green products being healthier and less polluting, 

their willing to buy even at a higher price and a feeling of contribution they get from buying green 

products across all demographic variable expect income in case of statement, “I would like to buy them 

because these products are healthier, of better quality and safer than non green products”. 

 
Conclusion and Recommendations 

 From the above analysis, it can be concluded that though majority respondents claim to be aware of 

green products, but the awareness seems superficial and over-claimed. The deeper analysis reveals 

clearly that majority respondents, who claimed to be aware of green products, actually did not know as 

to what green products constitutes, exactly. Furthermore, the respondents did not understand that 

buying green products also contributes towards environment protection. The study also shows that 

people in general have lot of concern and strong desire to do something towards environment but they 

did not know how they can contribute. Hence marketers and Government cannot be individually held 

responsible but environmental protection agencies, media, must create awareness about green products 

as a mean to save the environment. Marketer should take initiative keeping in the mind that consumer 

are concerned and willing to do their bit towards environment protection. Marketers by satisfying this 

urge and desire of consumer towards environment through effective promotional strategies to educate 



 

 
 

 

126 | P a g e  

National Seminar on Strategies & Innovations in Management  

VISHWA VISHWANI Institute of Systems & Management, Hyderabad 

them about green products, their usage and resultant impact on the environment protection will in long 

run help enhance their goodwill and building strong brand image in the eyes of consumers. Similarly the 

study points towards the need for an active role on the part of government and various stakeholders in 

educating the consumers towards being a green consumer. 
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Abstract 
 ‘SMAC’ stands for “Social-Mobility-Analytics-Cloud 
Computing” is the concept that convergence of four 
technologies, is currently driving business innovation.  
S- stands for social media, which is changing the business 
scenario through its network, bringing companies and 
customers very closure through their brand building and 
customer engagement. M- stands for mobility (mobile) 
services which brought the world on a tap of a finger with 
multiple products in one mobile such as radio, internet, 
watch, calculator, weather forecast, world news, etc., 
 A- stands for analytics which has roots in the need of 
analyzing data being generated through social media, 
mobile apps and click stream. C-stands for cloud 
computing, enabling us to store data using software and 
hardware managed by third parties at a remote location. 
 The convergence of four emerging trends, SMAC 
presents a huge opportunities for Indian IT-BPM players 

to move up the value chain. SMAC can turn out to be a 
game changer for $ 108 billion Indian IT-Industry. It is 
estimated that IT vendors could generate $ 225 billion in 
SMAC related revenues by the end of 2020. SMAC 
technologies are giving a real time opportunities to many 
Indian industries to develop IT, infrastructure, lowering 
cost of ownership and developing innovative applications 
that brings capability to many industries to produce 
products and render services in the market to meet the 
ever changing demand.  
 In this context, this paper emphasizes on the 
increasing impact of SMAC technologies on Indian 
industries and how it is turning into a game changer for 
many Indian Industries both IT and non-IT..  
Keywords: Convergence, Technologies, Social-Mobile-
Analytics-Cloud Computing 

 
Introduction 

 Today, the face of business is changing along with the time, economy, culture and many other 

external factors. We are entering into what many call as “Post-Digital” era where the confluence of 

emerging technologies is leading to new avenues for many companies, consumers, markets, enterprises 

and technology vendors. An emerging technology trend i,e., Social media, Mobility, Analytics and Cloud 

computing are fusing relationships between customers boosting agility within the enterprise and in the 

market, and leading to increased collaboration among internal and external stakeholders. The 

emergence of social media such as e-mails, face-book, and other social networks, mobile services, apps 

and tablets, has made information from all across the world accessible at the touch of a button. 

Two more technology enablers – analytics and cloud computing – are playing a critical role in allowing 

businesses to tap into their customers and understand their buying behavior. Businesses are changing 

their products, delivery channels, marketing etc., and are successful in winning over customers. The 

confluence of all these four enablers – social media, mobility, analytics and cloud computing – 

collectively referred to as SMAC is becoming a leading business-technology enabler of the next decade. 

The traditional models like – operating, delivering and pricing will no longer have place in the business. 

Business vendors should adapt SMAC era by becoming more innovative and entrepreneurial breaking 

down organizational silos and adopting next-generation hub-and spoke delivery models, and finally 

outcome-based pricing models. 

 The convergence of SMAC technologies disseminating the traditional business design. SMAC is 

giving a real time opportunity to develop, innovate business solutions that ultimately lead to leverage 

the public awareness, IT, infrastructure, cost cut-down, deployment of innovative applications that not 
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only improves the business decisions, capabilities producing, but also, allows them to bring out new 

business avenues and increase their accessibility to customers. On analyzing the above data on SMAC in 

the new era, the emphasis is given to explore the potentials of SMAC which enables many Indian 

industries to become a game changer to establish a new digital phase in the fore front. 

 
Review of Literature 

 Summary on SMAC on the basis of various company reports and studies on SMAC 

Sl 
No. 

Title Company/Publisher Approach Summary/Conclusion 

1. 

Building SMAC 
strategies for a 
new futuristic 
foundation 
 

AVASANT 

A 3I (Integrated, 
Insightful, Innovative) 
Framework for 
developing SMAC 
technology 

Traditional technologies were 
isolated In nature. SMAC gives an 
edge over those technologies 
because its four components (Social 
media ,Mobility , Analytics , Cloud) 
inevitably complement each other 
and increase overall effectiveness of 
the technology 

2. 

Accelerate your 
transformation: 
Social, Mobile and 
analytics in cloud 

CAPGEMINI 

Implementation of 
SMAC stacks with help 
of GOOGLE APPS in 
order to personify the 
vision of a digital 
transformation of the 
enterprise. 

SMAC works in a direction of 
innovation and allows an enterprise 
to explore ways for organization’s 
workplace satisfaction, research and 
product development. 

3. 

The SMAC effect 
towards adaptive 
supply chain 
management 

CSI communication 
May’2014 edition 

Implementation of 
SMAC stack to form an 
E-enterprises 

The four cutting edge ameliorate 
SCM in a manner to make it more 
adaptive and improve its features. 

4. 

Don’t get Smacked: 
How SMAC 
technologies are 
reshaping an 
enterprise 

COGNIZANT 

Business model that 
brings SMAC stack as 
fifth wave in corporate 
IT and implement key 
knowledge process 

The paper firmly defines that 
emerging organization has an 
advantage of key knowledge process 
and implement SMAC stack for 
economic growth. 
 
 

5. 
SMAC: The next 
growth driver for 
SMEs in India 

ASSOCHAM India EY 

SMEs grasping SMAC 
technology 
vanquishing economic 
barrier 

The affordable and adaptive feature 
of SMAC technologies is opening up 
grounds for almost all sized business 
enterprise including SMEs. 

6. 

The SMAC code: 
Embracing new 
tech. for future 
businessmen 

KPMG & CII 

New opportunity for 
Indian IT- BPO sectors 
due to emergence of 
SMAC technology. 

The four forces working collectively 
under SMAC technology improves 
agility of any enterprise and proves 
to be a leveraging opportunity. 

 
Need for the study 

 From the above review of literature, it is opined that, SMAC has been evolved so much in past time 

and shows its role almost in every field like education, medical, engineering etc. As considered as the 

“fifth wave in IT architecture”, SMAC Stack is expected to bring transformable change in the structure of 

handling voluminous data and huge social connectivity. It is also evident from the reports and review by 

various companies, that we have studied, that implementation of SMAC is being welcomed and 

businesses are looking towards this technology as digital change that is incorporating organization-

customer interaction, handling data at best and helping employees to be flexible with their work place. 
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Objective of the Study 

Basing on the need for the study ,the emphasis is given on the following objectives:  

1. To explore the potential of SMAC technologies on the post-digital era. 

2. To study the role of SMAC in the Indian scenario. 

 
Methodology 

 Sources of Data: (1) Secondary Data: The study is based on the secondary data collected from 

various journals, articles, reports and reputed websites. The information drawn from various industries 

are collected to make inferences of the study.  

 
Scope of the Study 

 The scope of the study is confined to impact of SMAC technologies on the Indian industries in the 

light to changing their role from traditional era to digital era and from digital era to post-digital era in 

the future course of time. 

 
Significance of SMAC Technologies  

 A question arises, why does the SMAC has become a game changer for the future business world. 

The answer for this is as follows: 

 Social Media: Social media cannot be confined in connecting only with family, friends and relatives. 

There is something beyond this, that is, social media can be used to connect the customers in brand 

building, post-sales services to customers, customer satisfaction business development, feedback. 

 Mobility: Access to data any time, anywhere has become order of the day in any business. A mobile 

is providing a plat form at finger tips to get into contact with the business vendors, customers and 

general public through internet, apps and tabs. 

 Analytics: 2.5 billion gigabytes of data is generated everyday.90% of the data available today has 

been created in the past 3-4 years. The amount of data generation is primarily driven because of the 

use of click stream, mobile apps and social media. Facebook generates 500 terabytes of data 

everyday and Twitter generates 12 terabytes of data everyday. Organizations across the globe are 

now looking at this pool of data to determine how best it can be mined and gauge their customers‘ 

likes and dislikes. As data from weblogs, social media posts, sensors, images, emails, audio and video 

files emerge as sources of insights, it presents a huge competitive opportunity for businesses. 

 The increasing pace of change is showing more impact on business, customer, technology in a tight 

embrace with convergence of disruptive technologies such as Social media, Mobility, Analytics and Cloud 

Computing eroding the boundaries separating them. Businesses are becoming more and more agile, and 

technologies such as social media, mobility, analytics and cloud computing are coming together to 

unleash unlimited opportunities for everyone involved. This convergence – also known as SMAC – will 

be the leading disruptor to the business-technology ecosystem over the next few years.  

SMAC technologies are rapidly changing the way the companies relate to their customers, interaction 

with them and enabling these companies to produce products and services that could meet the demand 

in the future markets. SMAC is restructuring, re-shaping or re-designing business, consumers and 

traditional approaches that the Indian companies are not aware till now. 

 A comparative analysis is made by KPMG on pre-digital, digital and post digital era,is as follows:  
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Table 1.1 

Parameters Pre-digital Era Digital Era Post-Digital Era 
Organizational 

Structure 
Highly 
centralized 

Semi-centralized Decentralized 

Decision making 
process 

Management 
driven 

Management driven 
with customer inputs 

In collaboration with customer 

Customers 
Lack 
information 

More informed Highly informed 

Role of 
Technology 

Support 
function 

Strategic function Business enabler 

Disruptive 
Technologies 

PC’s 
Internet, Social media 
and mobility 

Artificial Intelligence, Robotics, 
Augmented Reality, Cloud Computing 
and BYOD 

Source: Secondary Data 

 
SMAC Scenario in the context of Indian Industries 

Social Media in the Indian 

Scenario 

Liberalization, Globalization 

and Privatization resulted in 

‘Digitalization’. Following the 

global trend, many Indian 

businesses are increasingly 

using social media such as 

internet and other social 

networks which is creating 

more avenues for the business 

both nationally and 

internationally. Social media is enabling the enterprises to create opportunities for brand building, 

customer engagement, products and service launchers and information to customers from time to time. 

The mobile Internet users in the country have grown from 5.1 million users in 2010 to 175.8 million in 

2017 at a CAGR of 90 percent. 
 

Mobility in the Indian Scenario 

 The usage of mobiles (smart phones) has led to the growth in the eco system of mobility. Mobiles 

ranging from simple to smart phones which includes camera, watch, internet, weather forecast, e-news, 

mails enabling the users to Supply Chain Market and Customer Relations Market. Other analytical tools, 

mobile apps have successfully grabbed the attention of customer as well as vendors. The number of 

mobile app downloads are expected to touch 196 billion by 2016, from just 10 billion in 2010.  

 India has emerged as the second largest mobile market globally, behind only China. With over 870 

million mobile subscribers, businesses are jumping on to the mobile opportunity. Moreover, the nation 

has also emerged as the third-largest smartphone market (by shipments) . Both consumers and business 

buyers in India continue to harbor an aggressive appetite for mobile devices, adding to the already large 

collection of devices that are still in active use. Rising focus on the mobile web platform is affecting a 

number of business aspects, including ecommerce spending and online advertising. Mobile devices can 

also play a vital role in increasing financial inclusion in the country, as well as the spread of education in 

rural areas (using tablet-based courseware). 
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Analytics in the Indian Scenario 

 The usage of analytics as far as Indian businesses are concerned, they can be called as beginners. 

Some of the industries like Telecom and Banking are adopting analytics to get ahead with the 

competition, several factors inhibited its growth. Bharathi Airtel is one of the foremost adopters of 

analytics, analyzing usage, charging patterns with the predictive analysis. Airtel works extensively with 

IBM for its analytics requirements. ‘My Airtel My Offer', is based on customer analytics - every day, the 

company comes up with a customized plan for its customers based on their usage. It has been most 

effective with users who hold dual SIM cards and who decide to go with Bharti based on the offer they 

get on a given day. 

 
Cloud Computing in the Indian Scenario 

 The Indian cloud market seems to be stronger from demand perspective, but lacks in providing 

sufficient infrastructure for the cloud service providers. Amazon, the big daddy for cloud computing, is 

serving nearly 8,000 customers though its data centers based out in Singapore. The reason for not 

developing data centers in India is mainly for two reasons (i) not having proper infrastructural facilities 

(ii) no proper data security laws in our country Cushman and Wakefield has ranked India the second 

most risky country among 30 countries for data centers – the backbone for cloud computing 

environment.GDP per capita and corporation tax, along with outage challenge. However, the cost benefit 

and sustainability were the parameters where the country was comparatively ranked higher.  

 
Conclusion 

 SMAC is considered to be a multi-billion dollar opportunity, globally for many IT-BPO vendors. 

India, being a hub for many start-ups, entrepreneurs, businesses both IT-based and non-IT-based 

vendors, the usage of SMAC makes it to move a step further into post-digital era where it can make 

business much closure to customer through brand building, TQM, SCM, usage of Artificial Intelligence, 

Robotic Engineering. In 2012, SMAC approximately contributed about 20 percent of the total ICT 

spending and they are collectively, growing at about 18 percent year-on-year, i.e. around six times the 

rate of the rest of the IT industry. At this rate it is expected that these technologies will become 80 

percent of the total spending by 2020.SMAC, the four components will act as a game changer for the 

future business in India, making India more global with sustaining digital era for a longer period of time. 

 
Scope for Further Research 

 SMAC is providing a platform for the researchers on various issues relating to social networks, 

mobile applications, data storage and data centers. The post-digital era is totally influenced by the SMAC 

technologies, which covers wide range of business issues that forms a basis for the researchers to 

conduct a research to form a conclusion for the further studies. SMAC can be studied from national and 

international experiences view point, as a case study of specific companies, SMAC affected by 

Government policies, economy, political conditions of a nation. 
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Abstract 
 Bitcoin is a Crypto currency, as virtual currencies 
they are unregulated, decentralized digital currencies 
and the system works without a central bank or single 
administrator The network is peer-to-peer and 
transactions take place between users directly, without 
an intermediary. These transactions are verified by 
network nodes through the use of cryptography and 
recorded in a public distributed ledger called a block 
chain. Bitcoin was invented by an unknown person or 

group of people under the name Satoshi Nakamoto and 
released as open-source software in 2009. Bitcoins are 
created as a reward for a process known as mining. They 
can be exchanged for other currencies, products, and 
services. As of February 2015, over 100,000 merchants 
and vendors accepted bitcoin as payment Research 
produced by the University of Cambridge estimates that 
in 2017, there are 2.9 to 5.8 million unique users using a 
crypto currency wallet, most of them using bitcoin. 

 
Objectives 

 To know the Present trend in utilization of Bitcoin. 

 To study the Crypto Currencies in the Coin market. 

 
Research Methodology 

 The present study is based on secondary data, it is collected from books, magazines, through 

internet-various websites and it is purely descriptive research. 

 
Processing of Bitcoin 

 First Bitcoin wallet should be installed in the computer or mobile phone, it will generate first Bitcoin 

address and then create more whenever need again, one should disclose the addresses of their friends 

so that they can pay the money to other person and vice versa. It works like email, as how we send the 

mail to known email in same way we can do transaction with known address.  
 

Balances - block chain 

 The block chain is a shared public ledger on which the entire Bitcoin network relies. All confirmed 

transactions are included in the block chain. This way, Bitcoin wallets can calculate their spendable 

balance and new transactions can be verified to be spending bitcoins that are actually owned by the 

spender. The integrity and the chronological order of the block chain are enforced with cryptography. 

The blockchain is a public ledger that records bitcoin transactions. A novel solution accomplishes this 

without any trusted central authority: the maintenance of the block chain is performed by a network of 

communicating nodes running bitcoin software. The blockchain is a public ledger that records bitcoin 

transactions. The blockchain is a distributed database – to achieve independent verification of the chain 

of ownership of any and every bitcoin amount, each network node stores its own copy of the block 

chain. Approximately six times per hour, a new group of accepted transactions, a block, is created, added 

to the blockchain, and quickly published to all nodes. This allows bitcoin software to determine when a 

particular bitcoin amount has been spent, which is necessary in order to prevent double-spending in an 

environment without central oversight. Whereas a conventional ledger records the transfers of 

actual bills or promissory notes that exist apart from it, the blockchain is the only place that bitcoins can 

be said to exist in the form of unspent outputs of transactions.  

https://en.wikipedia.org/wiki/Digital_currency
https://en.wikipedia.org/wiki/Central_bank
https://en.wikipedia.org/wiki/Peer-to-peer
https://en.wikipedia.org/wiki/Node_(networking)
https://en.wikipedia.org/wiki/Cryptography
https://en.wikipedia.org/wiki/Distributed_ledger
https://en.wikipedia.org/wiki/Bitcoin#Blockchain
https://en.wikipedia.org/wiki/Bitcoin#Blockchain
https://en.wikipedia.org/wiki/Bitcoin#Blockchain
https://en.wikipedia.org/wiki/Satoshi_Nakamoto
https://en.wikipedia.org/wiki/Open-source_software
https://en.wikipedia.org/wiki/Bitcoin#Mining
https://en.wikipedia.org/wiki/University_of_Cambridge
https://bitcoin.org/en/vocabulary#cryptography
https://en.wikipedia.org/wiki/Ledger
https://en.wikipedia.org/wiki/Computer_network
https://en.wikipedia.org/wiki/Node_(networking)
https://en.wikipedia.org/wiki/Ledger
https://en.wikipedia.org/wiki/Distributed_database
https://en.wikipedia.org/wiki/Double-spending
https://en.wikipedia.org/wiki/Banknote
https://en.wikipedia.org/wiki/Promissory_note
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Transactions - Private Keys 

 A transaction is a transfer of value between Bitcoin wallets that gets included in the block chain. 

Bitcoin wallets keep a secret piece of data called a private key or seed, which is used to sign transactions, 

providing a mathematical proof that they have come from the owner of the wallet. The signature also 

prevents the transaction from being altered by anybody once it has been issued. All transactions are 

broadcast between users and usually begin to be confirmed by the network in the following next 10 

minutes, through a process called mining. 

 
Processing - Mining 

 Mining is a distributed consensus system that is used to confirm waiting transactions by including 

them in the block chain. It enforces a chronological order in the block chain, protects the neutrality of 

the network, and allows different computers to agree on the state of the system. To be confirmed, 

transactions must be packed in a block that fits very strict cryptographic rules that will be verified by 

the network. These rules prevent 

previous blocks from being 

modified because doing so would 

invalidate all following blocks. 

Mining also creates the equivalent 

of a competitive lottery that 

prevents any individual from 

easily adding new blocks 

consecutively in the block chain. 

This way, no individuals can 

control what is included in the block chain or replace parts of the block chain to roll back their own 

spends. Mining is a record-keeping service done through the use of computer processing power.  

Total bitcoin is circulation and price volatility 

 People are crazyin dealing with bitcoin currency, the price fluctuations are very frequent. The 

bitcoin price in Indian Rupee is equal to 540690.81.Bitcoins can be used to buy merchandise 

anonymously. In addition, international payments are easy and cheap because bitcoins are not tied to 

any country or subject to regulation. Small businesses may like them because there are no credit card 

fees. Some people just buy bitcoins as an investment, hoping that they’ll go up in value. Till 2017 there 

was tremendous increase in value but now expected to be fall in price in coming days. 

 
Crypto Currency 

 Crypto currency is best seen as digital cash - similar to using PayPal or a debit card except rather 

than paying in pounds or dollars you are using a specific crypto such as bitcoin or Ripple. Cryptos only 

work in computers and transactions are recorded on a digital public ledger called a block chain. The 

main difference between cryptocurrency and bank credit is that there is no middle-man like a bank. 

Back ground: Crypto currencies like bitcoin, ethereum and such offerings have been under government 

radar for long time. Even discussions were held between various regulatory bodies, including SEBI and 

Reserve Bank of India (RBI) to regulate crypto currencies. The RBI is of the view that these instruments 

are securities and so SEBI should be the regulating body. But these crypto-currencies are neither 

commodities derivatives nor securities under securities contracts (Regulation) Act, 1956 

 
 

https://bitcoin.org/en/vocabulary#private-key
https://bitcoin.org/en/vocabulary#signature
https://bitcoin.org/en/vocabulary#mining
https://bitcoin.org/en/vocabulary#confirmation
https://bitcoin.org/en/vocabulary#block
https://en.wikipedia.org/wiki/Processing_power
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Initial Coin Offering (ICO) 

 ICO is an unregulated means of crowd funding for project via use of cryptocurrency such as Bitcoin, 

Etherem, Monero, DASH, Litecoin, Z-cash etc. It is like an equity initial public offer (IPO) where right of 

ownership or royalties of project is offered to investors in form of digital coins in exchange for legal 

tender or other crypto currencies. ICO is mostly is used to raise funds by start-up firms dealing in block 

chain technology and virtual currencies. Unlike an IPO, which is governed by SEBI regulations, there is 

no regulator for this kind of crowd sourcing in India. China’s Central Bank recently had banned ICO as 

dubbed it as an illegal public finance mechanism used for issue of securities and money laundering.  

 The Union government has constituted a time-bound inter-disciplinary committee to come up with 

an action plan for dealing with virtual currencies so as to fix the regulatory gaps in the existing 

framework governing virtual currencies. The committee is required to submit its report within few 

months. 

 The nine-member inter-disciplinary committee will be chaired by Dinesh Sharma special secretary 

in the economic affairs department. The committee will also have representatives from the Department 

of Economic Affairs, Department of Financial Services, Department of Revenue, Ministry of Home Affairs, 

IT ministry, Reserve Bank of India, NITI Aayog and State Bank of India. 

 The committee is mandate to take stock of the current status of Virtual Currencies both in India and 

globally, Examine the present global regulatory and legal structures governing Virtual Currencies, 

Suggest measures for tackling the issues related to Virtual Currencies including issues like consumer 

protection, money laundering etc. and Examine other relevant issues related to Virtual Currencies. 

 
Steps Involved in Operating Crypto Currency 

 Cryptocurrency technology allows users to make payments and store money on the internet 

without using their name or any bank. Transactions can be carried out between peers from “Crypto 

Currency wallets”. These are then recorded on the blockchain. It works by matching up public codes that 

relate back to user-held private passwords - known as keys - which are used instead of names. 

Individual units are created through a process called mining, which involves using a complicated 

computer program to solve online mathematical problems or algorithms which generate coins when 

answered correctly. Users can also buy the currencies from brokers, then store and spend those using 

cryptographic wallets. Cryptocurrencies are known for being secure and providing a level of 

anonymity. Transactions cannot be faked or reversed and there tend to be low fees, meaning it is a more 

attractive way of making online purchases. 

 
Fall in Prices of Crypto Currency 

 Experts have pointed to a number of possible causes for the crash, which saw prices some 

$445billion down from highs less than a month ago. The market is still reeling from revelations that 

crypto currency Tether may have been manipulated after the Bitfinex exchange was subpoenaed by the 

US Commodity Futures Trading Commission. Bitfinex was hit by the subpoena a month ago although the 

news did not reach investors until this week, which could have prompted the mass sell-off.The total 

market capitalization or value of all Crypto Currencies stood at $371,739,763,803 at 12:10 in London, 

according to Coinmarketcap.com.  

 All the world’s major digital currencies, including bitcoin, Ripple and Ethereum, are in the red at 

present as the crypto market continues to slide back towards pre-December prices. As per the global 

market capitalization on 1st February $382billion, 2nd February $102billion and in the month of January 

$835billion 

https://www.express.co.uk/latest/bitcoin
https://www.express.co.uk/latest/ripple
https://www.express.co.uk/latest/ethereum
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Bitcoin Price Prediction by Daythis week and month (2018) in India (Value in Rs) 

Date Weekday Min Max Price 

05.02 Monday 562800 647522 605161 

06.02 Tuesday 564803 649827 607315 

07.02 Wednesday 486550 559794 523172 

08.02 Thursday 506570 582828 544699 

09.02 Friday 443239 509963 476601 

12.02 Monday 422510 486114 454312 

13.02 Tuesday 431587 496557 464072 

14.02 Wednesday 434076 499420 466748 

15.02 Thursday 436630 502360 469495 

16.02 Friday 466639 536885 501762 

19.02 Monday 458251 527235 492743 

20.02 Tuesday 422385 485969 454177 

21.02 Wednesday 399179 459271 429225 

22.02 Thursday 430107 494855 462481 

23.02 Friday 435266 500790 468028 

26.02 Monday 440410 506708 473559 

27.02 Tuesday 450455 518265 484360 

28.02 Wednesday 378382 435342 406862 

01.03 Thursday 366435 421597 394016 

02.03 Friday 353738 406988 380363 

05.03 Monday 356104 409712 382908 

06.03 Tuesday 385258 443254 414256 

07.03 Wednesday 343836 395596 369716 

08.03 Thursday 356366 410012 383189 

 Experts have pointed to a number of possible causes for the crash, which first started on January 18, 

including threats from governments to limit crypto trading and a spate of recent security breaches. The 

market is also still reeling from revelations that crypto currency Tether may have been manipulated, 

after the Bitfinex exchange was subpoenaed by the US Commodity Futures Trading Commission. Bitfinex 

was hit by the subpoena a month ago although the news did not reach investors until this week, which 

could have prompted the mass sell-off. A recent report suggested bitcoin could plunge by as much as 80 

percent if the allegations are correct.  

 Cryptocurrencies received another blow recently when the Indian Finance Minister suggested he 

wanted to “eliminate” the use of digital assets for payment purposes. The Government does not consider 

cryptocurrencies legal tender or coin and will take all measures to eliminate use of these crypto-assets 

in financing illegitimate activities or as part of the payment system. The Government will explore use of 

blockchain technology proactively for ushering in digital economy.” 

 
Conclusion 

 Technology startups and more established enterprise companies that adopt and adapt to blockchain 

technology will be well positioned to compete and win the war for talent. But should understand the 

state of crypto markets, which have been dictated by volatility, geopolitics and, of course, technology.For 

any given currency to have value, it needs to be backed up by the nation or federal government it 
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belongs to, the same concept can be applied to cryptocurrencies with only one major difference. The 

value is given to it by the people themselves. As decentralized digital currencies like Bitcoin, Litecoin 

and Ethereum become main stream, gaining more prominence in the public eye, traditional centralized 

finance and banking institutions are starting to push back. The battleground lies in the hearts and minds 

of consumers.  

 It is undeniable that crypto currencies, with Bitcoin leading the pack, have grown tremendously in 

the past quarter. Not only did Bitcoin triple in value in 2017, but it recently reached $20,000. There are 

now close to 1,400 crypto currencies that have a combined worth of around $300 billion. To top it off, on 

December 10, the Cboe Options Exchange (Cboe is the world's largest options exchange & the leader in 

product innovation, options education, & trading volume) Futures Exchange listed the first Bitcoin 

futures on its platform, which unsurprisingly caused the site to crashwithin the first few hours of it 

being listed. By some estimates, the cryptocurrency industry could be worth $5 trillion by 2022. But as 

the market is extremely volatile.The capital market regulator Securities and Exchange Board of India 

(SEBI) is planning to bring Initial Coin Offerings (ICO) under its existing legal. 
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Abstract 
 Social Impact Design is one of the core values of 
Ishma Accessories LLP. It is a social enterprise run by two 
design graduates Vandyaa Lakkaraju & Rekha Mutyala 
from National Institute of Fashion Technology with the 
aim of contemporizing traditional Indian handicrafts 
that are on the verge of perishing. Ishma Accessories aims 
to create livelihoods for rural handicraft artisans of India 
by bridging the gap in understanding between the urban 
people (consumers) and the rural artisans (beneficiaries). 
This is achieved through innovating products by 
developing designs relevant to today’s lifestyle. These 
designs are then communicated to the artisans to aid 
them in production. 
Currently, Ishma Accessories has adopted 4 crafts which 
are: Tholu bommalata - Leather Puppetry, Anathapur 
district, Andhra Pradesh 
Banjara Hand embroidery and metal-smithy - 
Rangareddy district, Telangana 
Brass metal craft – Warangal district, Telangana 

Lakka pidathalu - Lacquered wood craft, 
Visakhapatnam district, Andhra Pradesh 
 Ishma Accessories plans and implements marketing 
schemes that not only aid in boosting sales but also 
influence the customer’s minds to think of a greater 
cause. The cause being, buying Indian goods, promoting 
handmade products, impacting the lives of artisans and 
preserving indigenous handicrafts that are a record of 
the nation’s culture and social evolution over centuries 
 Their journey so far, over a period of one and a half 
years, has made an impression on many a mind, they have 
successfully begun to attract a recurring customer base 
from people who previously were unaware of handicrafts. 
Ishma hopes that people from various walks of life 
consider their everyday purchases with more awareness 
now. They are motivating people to wear and use 
handicrafts everyday with élan. 
Keywords: Fast fashion, handicrafts, Indian, attitude 
change, social impact design. product development, 
artisans, evolution, motivation 

 
Introduction 

Social Impact Design 

 Handicrafts industry is the second largest employer in India after agriculture. In India, every 300km 

offers variation in food, dress, dialect, customs etc Similarly, almost every district in the country has a 

unique handicraft that it houses. These handicraft products are usually made out of locally available 

materials like metal, wood, leather, thread, beads, stone etc. Handicraft products are used for both 

decorative and utility purposes. They are customised to suit the habits of people living close by. The 

aesthetic sense also follows the same leads. Handicrafts carry the story of social evolution and historical 

change of the place deeply engraved in their products, motifs, colours and the stories they speak. 

 The skill required to make these products is passed on from generation to generation, with each 

new generation innovating and honing the craft further to suit current needs. But with the advent of 

industrial revolution, flooding of our market with plastic, mass manufactured products that are not only 

attractive to the eye but also pocket friendly, the preference for handcrafted items has reduced. Import 

of such goods from other countries has robbed off the livelihoods of our handicraft artisans. 



 

 
 

 

140 | P a g e  

National Seminar on Strategies & Innovations in Management  

VISHWA VISHWANI Institute of Systems & Management, Hyderabad 

Lifestyle changes such as the ‘use-and-throw’ 

syndrome have no place for sturdy handicrafts that 

last for decades. A change in people’s aesthetic 

sense, rising of contemporary art and abstract art 

has somehow missed the notice of these rural 

handicraft artisans. 

 Due to this gap in understanding the pace at 

which metros are changing with changing incomes, 

lifestyle choices, living spaces etc. the artisans are 

unable to quickly customize and accommodate all 

these changes into their products. 

 Hence, Ishma Accessories is making an effort to redesign traditional handicrafts to make them 

suitable to today’s needs. Their aim is to retain the traditional way of making products, the colours, 

materials used and motifs intact. This serves the purpose of preserving stories from yore. They change 

the application (read form or use ) for the craft so that people buy handicrafts and make a habit of using 

them in their daily lives, get used to seeing handicrafts around them often. This will in turn boost sales 

of these products and thus enable Ishma accessories to place more orders with the artisans, and 

increase the number of artisans they work with over time. 

Photo collage 1, Ishma Accessories File Photo - Transformation: Designing, training, production 

Currently, Ishma Accessories has adopted 4 crafts which are: 

 Tholu Bommalata - Leather Puppetry, Anathapur district, Andhra Pradesh 

 Banjara Hand embroidery and metal-smithy, Rangareddy district, Telangana 

 Brass metal craft – Warangal district, Telangana 

 Lakka pidathalu - Lacquered wood craft, Visakhapatnam district, Andhra Pradesh 

 
Their Current Product Range Includes 

1. Jewellery - Body jewellery, hand harness, earrings, finger rings, badges, brooches, necklaces. 

2. Lifestyle Accessories - Lamp shades, wall clocks, trinket boxes, fridge magnets, toys. 

 Therefore, to generate the intended social impact, marketing plays a major role in promoting the 
products, promoting the goodness of using such products that not only have an interesting story to them 
but are also eco friendly and 100% recyclable. The greater agenda of Ishma accessories is to promote 
healthy living in urban spaces while supporting the artisans on the back end. 
 
Objectives of the Study 

 To observe the communication methods & tools followed by Ishma Accessories LLP to influence 

customer behaviour and buying patterns. 

 To observe if the said methods have generated any impact - The impact being socially conscious 

buying by their target customers. 

 
Methodology 

 Ishma Accessories has come up with various marketing schemes that follow these principles. Let us 

first look at their customer segmentation to understand their marketing strategies better. 

 70% of them are young adults, working professionals, fashion conscious, have disposable income, 

sensitive towards a social cause. Age group - 23-35years. Active social media users. Online shoppers. 
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 20% are middle aged women who love art, understand handicrafts. They have huge amounts of 

disposable income and most of them hold influential positions in their areas of specialization. 

Moderately use social media. 

 5% men who look for interesting, out of the box gifts for their sisters, wife, girlfriends, cousins or 

mothers. Happy to be supporting a cause. Active social media users 

 5% children and teenagers (their parents logically). They mostly depend on their pocket money. 

They look for quirky and funky accessories that are different from what their peers have. Active 

social media users. 

 Below listed are some points that will enable us to analyse the different ways Ishma is building a 

brand image revolving around sustainable living and trying to make an impact on the customer's minds. 

Packaging 

 Cotton drawstring pouch - perceived value of this bag is more than a plastic wrapper. Often, 

customers while buying gifts do not repack 

the products in this bag. Thus Ishma's name 

and story not only reaches the buyer but 

also the receiver of the gift. 

 Paper bags - easy to wrap, eco friendly 

alternative to plastic zip locks or seals. 

Reinforces the mood of handicrafts, unique 

product and healthy living. 

 Story cards - they carry the name of the 

craft, it's history and a thank you note to the 

customer. These will leave the customer feeling good about their purchase, it serves as a 

conversation starter when they explain their purchases to their friends and family. 

Stall Decor 

 Cloth banner, choir ropes, wooden 

display stand all add an earthy backdrop 

to the quirky accessories. They speak well 

of the combination of age old crafts in a 

modern form. 

 

      Photo Collage 2, Ishma Accessories File Photo – 

     Feel Handmade: Stall Decor and Close up Shots of Display Aids 

 
Social Media Posts - Images, Text (Captions and Hashtags) 
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Image 2, Ishma Accessories File Photo 

 A thank you note and New Year’s greeting to all the customers for supporting handicrafts with 

relevant hashtags 

 
Image 3, Ishma Accessories File Photo 

Sensitization: Cotton threads over metal chains. An idea that may ignite thought 

 

 
Image 4, Ishma Accessories File Photo 

 Dussera wishes introducing the audience to Cheriayal paintings. This particular painting documents 

the practice of making a 'Bonam' during that festival by the Telangana people. 

 
Image 5, Ishma Accessories File Photo 

 Behind the scenes shots to explain to people what hard work and effort goes into making 

handicrafts. To let people know the value for their money. Delivering a feeling of money well spent. 
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Image 6, Ishma Accessories File Photo, A Video Post Explaining the Transformation Process 

 The journey of larger than life size puppets being transformed into wall clocks and jewellery 
Observe the bottom of the image, Facebook’s note on popularity of the video. 

 
Blog posts - www.ishma.in 

 

 

 

 

 

 

 
 

Image 4, Ishma Accessories File Photo 

 A blog where founders and journalists write about their journey with handicrafts, their experiences 

of working with the artisans, the economic and social conditions that prevail in the villages etc. This 

gives readers first-hand information on the harsh realities of the lives of the artisans and also educates 

them about the versatility of Indian handicrafts and their relevance. Also narrated are comic incidents 

from the village trips. 

Collaborations 

 Ishma collaborates with brands and people with similar philosophies in many different 

ways. 

 Photo shoots: In collaboration with Hands of India and Marpu, both handloom clothing brands, 

Ishma has shot pictures that talk of how to wear handicrafts and handlooms every day. These 

pictures give style tips and enable the customers to look at handicrafts in a completely new light. 

 Exhibitions: In collaboration with the Good Seeds Bazar, Ishma displays it's products alongside 

farmers, organic clothing labels and traditional fine arts performances. 

 Blogs: In collaboration with celebrities, stylists and journalists, Ishma brings forth fashion tips on 

how to wear and use handicrafts. It also narrates the backend scenes and the importance of 

preserving handicrafts through playful and interesting articles. 

http://www.ishma.in/
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Image 7, Ishma Accessories File Photo 

 Popular Telugu Youtuber, Jahnavi Dasetti a.k.a Mahatalli sporting an Ishma lampshade in her video 

 
Conclusion 

 By putting all the effort as explained above, Ishma hopes to trigger change. Ishma has managed to 

garner goodwill. It sucessfully appeals to people looking for sustainable fashion Customers are 

appreciating the firm’s efforts to revive handicrafts. Here are some pictures of customer reviews and 

their pictures.      

 
Image 8, Ishma Accessories File Phot   Image 9, Ishma Accessories File Photo 

 

 
Image 10, Ishma Accessories File Photo, Kudos from a customer 
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Abstract 
 Over the years PsyCap has been related to a variety 
of positive outcomes and mostly conceptualised at the 
individuallevelonly.Limited attention was given to the 
potential multi-level research on PsyCap i 
.e.organisational and team-level PsyCap. To fulfil thisgap, 
inthe present study, inter-correlations among team 
PsyCap and other team-level constructs were analysed. 
Using survey method, data was collected from 402 
employees along withtheir 48 team leaders who belong to 
48 teams from South-Indian organisations. The test for 
aggregationsvalidity and correlation analysis was done 

using SPSS-20.The resultshows that there exist a 
significant positive correlation among the team 
PsyCap,shared leadership, team empowerment, team 
citizenship behaviour and team performanceandthis 
indicates that team PsyCap has a significant positive 
impact on team-level behaviour. From results, 
organisations can start focusing on the aspect of 
enhancing the team PsyCap which will ultimately 
enhance the team performance 
Keywords:Team PsyCap, Postive team behaviour,Team 
Performance  

 
Introduction 

 Since last few decades, significant changes have happened in different domains like economics, 

politics and technology. An organisation aspiring to have a competitive edge has to know the 

mechanisms to manage and survive in a world of globalization. For motivatingemployees and to 

bringing down the depression rate among them, Seligman then APA’s president (American Psychological 

Association) requested psychologists to pay attention towards positive psychology (Seligman & 

Csikszentmihalyi, 2000). Emerging from this research on positive psychology, are two new fields – 

‘Positive Organisational Scholarship’ and ‘Positive Organisational Behaviour’.  

 Positive Organisational Scholarship focuses on organizational dynamics that lead to “positive 

deviance” or the ways in which organizations as well as their members prosper and flourish in 

extraordinary ways (Cameron, Dutton, & Quinn, 2003),whereas Positive Organisational Behaviour 

focuseson the employees of the organisations. It can be defined as “the study and application of 

positively oriented human resource strengths and psychological capacities that can be measured, 

developed, and effectively managed for performance improvement in today’s workplace” (Luthans, 

2002). With the underlying conceptual framework and specific criteria provided by Positive 

Organisational Behaviour for translating the constructs into practice, term Psychological Capital’ or 

‘PsyCap ’was coined. PsyCap can be defined as one’s positive psychological state of development that is 

described by self-efficacy- having the confidence to take on and put in the necessary effort to succeed at 

challenging tasks;optimism - making a positive expectation about succeeding now and in the future; 

hope – perseverance towards goals; and resilience - when beset by problems and adversity, sustaining 

and bouncing back”(Luthans,et.al. 2007). 

 Over the years many studies have proved the positive link between PsyCap and positive 

organisational outcomes (Luthans, Norman, Avolio, & Avey 2008; Larson & Luthans, 2006; Luthans, 

Avolio, et al., 2007). The need for team building activity and positively oriented teams gained 
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momentum with the increasing importance towards team-oriented work in the organisations. Due to 

this increased importance given towards the teams, research on positive aspects of team gained huge 

momentum. With this background and the base from positive psychology Walumbwa, et.al. (2011), 

PsyCap was elevated from individual to team level.Thisis also known as ‘collective Psy Cap or team 

PsyCap’. Previously, research studies have mainlyconceptualised PsyCap at the individual level. Little 

attention was given to study PsyCap at the team and organizational level (Newman. et al., 2014). Studies 

on the impact of PsyCap on team outcomes needs to be undertaken and the present studies address the 

above gap by studying thecorrelation betweenthan PsyCap and other teamlevelsconstruct like shared 

leadership,team empowerment,teamcitizenshipbehaviour( TCB) and team performance. 

 
Literature Review  

 With firm theoretical basis for the PsyCap, there searcher has vastly explored both the antecedents 

and outcomes of PsyCap mostly at the individuallevel. One of the important antecedences of PsyCap is 

the provision of job security. This enables employees’ PsyCap development because support gives them 

better hope to find pathways for achieving their goals. The said pathways act as a capital which enables 

them to bounce back immediately after a failure (Luthans, Norman, et al., 2008).Research to date 

indicates that PsyCap influences different outcomes at different levels.A large number of researchers 

have explored PsyCap’s link with positive employees’ attitudes, and staying intentions., organisational 

commitment (Larson & Luthans, 2006; Luthans, Avolio, et al., 2007). Individuals with high PsyCap have 

greater confidence in their capability to handle uncertainties and hence have positive outlooks about 

future outcomes. Such positive psychological states create intrinsic motivation in individuals to put in 

higher efforts and achieve higher levels of performance, which in turn improves their satisfaction in 

thejob (Luthans, Avolio, et al., 2007).The meta-analysis by Avey et al., 2011 established that PsyCap 

influenced both undesirable and desirable workplace behaviours amongst workers.Though scholars 

have broadly conceptualised PsyCap at the individual-level and studied antecedents and outcomes of 

PsyCap, limited attention has been given to the potential multi-level research on PsyCap.  

 Except for few studies which study the impact of PsyCap at organisational and team level. At 

theorganisationallevel, McKenny et al. (2013) gauged organisational-level PsyCap using text analysis 

using a computer. Researchers framed lists of words that represented organisational PsyCap and 

examined the frequency of those words used in organisational context, e.g. CEO letter to shareholders. 

At the team level, Walumbwa et al. (2011) provided a measure of team PsyCap. It is described as the 

output of interactive exchanges among the team members that formed a developing sense of the team’s 

capability to achieve collective goals. The scale measures the team members collective PsyCap. The 

underlying process through which PsyCap impacts organisational, team and individual outcomes must 

be analysed. The focus of the present research is on PsyCap at the team level. In the present research 

correlation effect among the shared leadership, team PsyCap, team empowerment, team citizenship 

behaviour or TCB and team Performance are studied. 

 H0: There is no significant correlation between the shared leadership, team PsyCap, team 

empowerment, team citizenship behaviour and team performance 

 H1: There is a significant correlation between the shared leadership, team PsyCap, team 

empowerment, team citizenship behaviour and team performance 

Materials  

 The population of interest for the current study are the teams working in organizations under the 

leadership of a manager or a team leader. A structured questionnaire was developed and data was 



 

 
 

 

147 | P a g e  

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

 

Shanlax International Journal of Management 

 

collected using survey method. A standard and validated scale developed by respective fields 

expertswere considered,and shortened version out of them was chosen to measure all the constructs. 

Questionnaires weredesigned for both the team members and the team leaders. Shared leadership, team 

PsyCap and team empowerment questionnaires were collected from team members and team 

citizenship behaviour or TCB and team performance questionnaire was collected from team leaders. 

 
Samples and Sampling Procedure 

 Data was collected from both the employees and the team leaders. The study employed both 

purposive and snowball sampling method. Teams were selected based on judgement and convenience in 

which researcher could get access for collecting the data (purposive sampling). Table-1 provides a 

detailed analysis of demographics of the survey respondents and gives industry-wise percentage 

distribution of respondents on following aspects: number of companies, number of teams surveyed, 

number of people surveyed and number of team leaders surveyed. 

 
Table 1 an Overview of the Demographic Profile of the Respondents 

S. 

No 
Type of Industries 

No. of 

Companies (%) 

No. of team 

Surveyed (%) 

No. of People 

Surveyed (%) 

No. of Team Leaders 

Surveyed (%) 

1 It 6(37.5) 22(45.83) 182(45.27) 22(45.83) 

2 Ites 6(37.5) 15(31.25) 123(30.60) 15(31.25) 

3 Manufacturing 2(12.5) 6(12.50) 69(17.16) 6(12.50) 

4 Infrastructure 1(6.25) 3(6.25) 22(5.47) 3(6.25) 

5 Others 1(6.25) 2(4.17) 6(1.49) 2(4.17) 

Total 16(100) 48(100) 402(100) 48(100) 

 A total of 48 teams were selected for the final data analysis. Out of the 48 teams, more than 45 % 

(22 teams) of teams belonged to IT. 31 % (15 teams) of the teams belonged to ITES. Out of the 

remaining 24 % (11 teams), 12.50% (6 teams) belonged to manufacturing (6 teams), 6.25% (3 teams) 

belonged to infrastructure and 4.17% (2 teams), belonged to other sectors. 

 
Data Analysis 

 Coding of data and all the preliminary data analysis like data aggregation, and correlations analysis 

were done using the SPSS-20 software. Data analysis was performed in two stages. In the first stage data 

aggregation issues were addressed. In the second stage, data were checked for correlations among the 

tested constructs. 
 

Validity of Data Aggregation  

 The focus of the present study is the team, and the unit of analysis is a team. Data was collected from 

every individual team member about their own team’s characteristics and the constructs. The individual 

scores about their team represent the overall characteristics of their team. All these individuals’ scores 

must be summated, and this would represent the overall characteristics of their team. The Process of 

summation of all the individual team members’ perception about their team, to the team level, is called 

an aggregation process. For this evaluation, two interclass coefficients (ICC) was employed, for gauging 

the agreement among the members of the team. ICC1 or ‘interclass correlation’ shows the level of 

understanding among the members concerning rating of the team. ICC2 or ‘inter-rater reliability’ 

determines whether the team may have divergence on the variables under investigation. Also, rwg or 

inter-rater agreement score for testing the validity of scores and whether it can be aggregated from 

individual level to team level was also estimated. James et.al. (1984) propounded rwg (J) value which 
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approximates the interrater agreement for a team. This value is estimated by a comparison of a group 

observed variance with a random expected variance. The rwg (J) and ICC values for data aggregation are 

given in Table-2. 

Table 2 Summary of Data Aggregation Analysis 

Measure 
rwg(J) rwg (J).measure-specific F-TEST 

Mean SD S²E Mean SD F Ratio P-Value ICC(1) ICC(2) 

Team Psycap 0.86 0.24 1.25 0.54 0.38 1.94 0.000 0.10 0.48 

Shared leadership 0.81 0.19 1.04 0.54 0.30 2.02 0.010 0.11 0.38 

Team Empowerment 0.81 0.28 1.40 0.26 0.33 2.06 0.000 0.11 0.51 

 All constructs met the rwg average recommended value of .70 or above the cutoff value of 0.70 

(James, 1988). Since the f-Value between ICC1 and ICC2 was significant for all the constructs, it can be 

concludedthat it was suitable to aggregate the data of the members to the team level. This meant that 

data obtained from the team members, about the team’s characteristics such as shared leadership, team 

PsyCap, team empowerment, were coherent and without divergence or divisiveness.. Hence, these 

constructs can be aggregated, applied and studied as team level constructs which are the main 

objectives of this study. Both team OCB and performance of the team was also measured at team level 

from the team leaders. However, the issue of aggregation does not arise in those two constructs as team 

leaders score them. 
 

Correlations Analysis 

 Interrelation among the all the constructs was done using correlation analysis in SPSS-

20.Correlations among the all the variable are tableted in the Table-3. Correlation between and team 

PsyCap andshared leadership was 0.738, team PsyCap and team empowerment were0.599, in the case of 

correlation between team PsyCap and TCB was 0.262and team PsyCap and team performance 

were0.028and all the values were significant at 5% significant level. The relationship between shared 

leadership and team empowerment was 0.600, shared leadership and TCB was 0.174, shared leadership 

and team performance were0.165 and all the values are significant at 5% significant level.In the case of 

team empowerment and TCB, the correlations were 0.342, team empowerment and team performance 

were 0.143 and all values were values are significant at 5% significant level. Finally, in the case of TCB 

and team performance correlation value between them was 0.363 and was significant at 5% significant 

level. The resultshows that all the constructs are inter-correlated significantly.So, there is a significant 

correlation between the shared leadership, team PsyCap, team empowerment, team citizenship 

behaviour and team Performance and thealternate hypothesis was accepted. 

Table 3 Correlations Values among All the Constructs 

Variables Team Psycap Shared leadership Team Empowerment TCB 
Team 

Performance 
Team Psycap 1 

    
Shared leadership 0.738* 1 

   
Team Empowerment 0.599* 0.600* 1 

  
TCB 0.262* 0.174* 0.342* 1 

 
Team Performance 0.028* 0.165* 0.143* 0.363* 1 

*All the values are significant at 0.05 level. 

Discussion  

 The present study proves the effect of positive intercorrelations among team PsyCap, 

sharedleadership, teamempowerment, TCB and team performance. This proves that team PsyCap was 

positively relatedto all these team level constructs and if team PsyCap got enhanced it will have a 

positive impact on team performance. So training programmes can start focusing on improving the team 
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PsyCap which will ultimately leadto enhanced team performance. The present study aimed to fill this 

gap using a multilevel study design. This is the first of its kind in India that has attempted to examine 

PsyCap on different constructs at the group level. 

 
Limitations and Future Research 

 Data were collected only from the South –India due to which generalizations of the results are 

difficult. The present study used purposive sampling which is one the main limitations of the study. 

Further studies can be done for understanding the impact of shared leadership and other constructs on 

team PsyCap using regression analysis. 
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Abstract 
 Audit is an effective and reliable instrument in the 
financial management to know what is going on, how it is 
going on and what is happening in Panchayat Raj 
Institutions in terms of its funds and function. Through 
audit, one is able to understand and observe the ultimate 
results and conclusions about the success or failure in 
terms of performance of Panchayat. It enables to review 
and modify the policies and programmes and to remove 
the short coming and defects noticed in the functioning of 
the administrative unit and particularly of the system. An 

efficient and excellent auditing system acts as watchdog 
and also a well-wisher and adviser to the Panchayat. The 
auditor is expected to follow the principles of corrective, 
reformative and preventive measures. Through the 
instrument of auditing one can ascertain that how much 
money has been spent, how it is spent, for what purpose it 
is spent, what is achieved and what should have been 
spent to achieve. 
Keywords: Panchayat Raj, MGNREGA, Audit, Financial 
Management. 

 
Introduction 

 With the passage of time the flow of funds to Panchayat has increased considerably and several 

developmental works and welfare activities are en-trusted to Panchayat. Therefore, it is essential to 

conduct an effective audit of Panchayat. In view of this 73rd constitutional amendment which has 

provided a mandated provision for auditing of accounts of Panchayat. The mandated provision allows 

states to legislate on it and the state government has to prescribe the authority for auditing of accounts 

for Panchayat. In the light of the above constitutional amendments act, the provision for conducting the 

annual accounts of Panchayat raj institutions has been made under section 118 of Panchayat Raj Act, 

1994 and Financial rules 2002 notified their under. Here an attempt has been made to know the process 

of audit under MGNREGA. 

 
Obligations of Auditors 

 It is not a primary function of audit to detect fraud. Owing to the inherent limitations of an audit, 

there is an unavoidable risk that some material misstatements of the financial statements will not be 

detected, even though the audit is properly planned and performed in accordance with auditing 

standards generally accepted. An audit does not guarantee that all material Mis-statements will be 

detected because of such factors as the use of judgment, the use of testing, the inherent limitations of 

internal control and the fact that much of the evidence available to the auditors is pervasive rather 

conducive in nature. For these reasons, the auditor is able to obtain only a reasonable assurance that 

material misstatements in the financial statements will be detected. 

 In the event of auditors discovering anything which seems likely to involve the discovery of 

embezzlement and /or serious irregularities, the same may be communicated to Director Panchayat Raj. 

 The observation regarding misappropriation embezzlements should not be raised in general 

manner without giving the full financial implications of the lapse. Because without this information the 

objection detracts from the effectiveness and fails to give a proper idea of the gravity the lapse on the 

part of the Panchayat whose accounts are subject to audit. The auditor should not simply point out the 
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detection of short realization/ misappropriation/ embezzlements but also suggest action to recover the 

amount from the defaulter concerned and taking suitable action against the defaulter according to law. 

 The auditors should also verify and tick in the cashbook the credit of the embezzled amount, if any, 

recovered and credited by the office bearer concerned at fault. The audit should also scrutinize the 

record of service matters relating to contractual/ regular employees of the Panchayat and also mention 

staff position in the audit report. 

 
Obligations of Panchayat Secretary 

 It shall be the duty of the Panchayat Secretary concerned to place the record for the audit viz. 

Cashbook, ledger, financial statements, (i.e. income and expenditure, Panchayat nidhi and trial balance) 

registers and other relevant accounts record for the audit along with the compliance report of the 

previous audit. In case he fails to put up the necessary accounts/information/record required by the 

auditors in the commencement of the audit of the Panchayat the same will be communicated to the 

concerned authority immediately by the auditor for necessary action. 

 
Different Kinds of Audit 

Post-Audit 

 The accounts of all receipts and expenditure of Panchayat for the financial year shall be ordinarily 

audited by the auditors. The scope of post audit of Panchayat raj institution may be grouped in to three 

general categories; 

1. Financial accountability and legality the verification of accounting records and review of internal 

control concerning income and expenditures. 

2. Performance efficiency-the examination of the efficiency and economy of PRIs and 

3. Development work and other programmes and evaluation. 

 
Special Audit 

 Special audit means an audit of accounts pertaining to a specified item or series of items, which 

requires thorough examination of the accounting of Panchayat Raj Institutions for the specific period 

with the prior approval of Director Panchayat Raj. 

 
Re-Audit 

 If Director is not satisfied with the audit of the Panchayat conducted by the auditor in that event re-

audit of the Panchayat will be conducted by another auditor(s). 

 
General Principles of Auditors 

 Take reasonable steps to obtain information relevant to the audit. Auditor should take into account 

information from the Panchayat, any changes in legislation, and the results of previous audit work. 

 Keep up to date with developments in professional matters. 

 Look out for and take into account any unusual circumstances. 

 Consider audit objectives and plan work to adhere to them. 

 Discuss the main features of the audit with the Panchayat. 

 Ensure that conclusions are adequately supported by reliable evidence. 

The evidence should be sufficient for an auditor to ascertain about the facts to reach concussion. 

 Maintain objectivity where appropriate. 
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 The approach should be straightforward, honest and sincere in his approach to his professional 

work. He must be fair and must not allow prejudice or bias to override his objectivity. He should 

maintain an impartial attitude. 

 
Approach to an Audit 

 For an intelligent efficient audit or inspection of accounts, it is necessary auditor should concentrate 

on the followings aspects. 

 To make a critical review of the system of book keeping, accounting and internal control. 

 To make such tests and enquiries as the auditors consider necessary to form an opinion as to the 

reliability of the records as a basis for the preparation of accounts. 

 To make a critical review of the financial statements, in order to make a report thereupon, stating 

whether, in the opinion of the auditors, the accounts are presented and the items are described in 

such a way that they show true and fair view of the Panchayat. 

 Auditor should have an intimate acquaintance with various Act, Codes, Statues and Manuals relating 

thereto, and he should also be conversant with the subsidiary rules and order issued from time to 

time. It should be ensured that rules are strictly enforced. 

 Sometimes some irregular payment or some slight discrepancy is detected in the course of audit. 

The general tendency is to embody this in a formal objection statement, which in course of time is 

replied to, the requirements of audit department are compiled within a particular case in question, 

and then the matter ends. But the case should not be winded up at this stage. Small circumstances 

like cited above may lead to the detection of large irregularities, or a defect in the system liable to 

lead to fraud, and their value and importance must be borne in mind. 

 The Auditor should avoid such frivolous objections which complicate the procedure rather than to 

simplify it. 

 The function of is not merely to criticize, but to assist, they will meet with little difficulty in this 

direction. They should assist the Panchayat with advice and show, by means of practical examples, 

how the account registers should be posted and thus endeavour to eliminate the possibility of 

mistake in procedure due to ignorance. 

 Auditor should use courteous and simple language in drafting audit objections. 

 Auditors should not merely audit the payment vouchers as a mechanical check seeing that a proper 

acquaintance is attached with the voucher in support of the payment and that the amount has been 

paid to the actual payee or that the rates etc., charged are arithmetically correct and are in 

accordance with the standard schedule of rates. In order to apply the higher functions of audit, it is 

necessary to see that the charges in the bill are not extravagant. In such cases, however, no hard and 

fast rules can be down as it demands the exercise of great intelligence and due care of the Auditor. 

 No Auditor is competent to undertake any investigation, which is not strictly with the scope of audit. 

If anything important is noticed during the course of audit, it should specifically be brought to the 

notice of District Panchayat Officer/Director. 

 Auditors should confine themselves to the facts, which have a bearing on the accounts. They should 

not touch finances and matters not falling strictly within the scope of audit. 

 
Production of Record for Audit 

 Auditors must ensure that all the registers, accounts and other record such as demand and 

collection register of tax, marriage register, ration card, rent register etc. required for audit are produce 
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in audit. Written requisition for supply of information/record should be issued in the beginning of audit 

of the Panchayat, the accounts of which are to be audited. Omission on the part of Panchayat to put up 

necessary accounts, if not asked for, sufficiently in advance of the conclusion of audit is not an adequate 

ground for failure to conduct the audit. If an auditor states that he asked for particular record, but that 

was not produced, he must be able to prove it from the requisitions. 

 If in any case, complete accounts records of an individual item or head of accounts are not made 

available and incompleteness of the records and information supplied are not sufficient to conduct the 

audit smoothly, the matter should be promptly brought to the notice of the DPO and in the event of 

failure on the part of Panchayat for production of record, the matter should be brought to the notice the 

DPO setting forth the full facts, for deciding if the audits should be suspended. The Auditors should not 

omit to exercise the prescribed checks if a part of the record is not available. He should exercise all the 

prescribed checks and specifically raise objection if any of the subsidiaries is not made available. 

 
Review of Previous Audit Reports 

 The first duty of an Auditor should be to see that deficiencies pointed out in the previous audit 

report and objection statement have been remedied as promised in the annotated replies, either by the 

production of the required documents, by recovery of overpayments, or by adoption of the procedure 

suggested. The further correspondence, if any, on the replies should also be pursued, with a view to 

ensuring how the several matters referred to were eventually settled. In all cases where the promised 

action has not been taken, attention should at once be drawn to the matter, and in cases of recoveries or 

missing documents, the Panchayat should be given every opportunity of repairing its previous 

omissions, before the completion of audit, if, however, the promised recoveries have not been effected, 

or the required documents etc. are not produced till the conclusion of audit, the fact should be clearly 

mentioned the audit report with additional remarks as are called for.  

 Auditors should particularly see that in case of serious irregularities as pointed in the previous 

audit, the actions should have been taken by the Panchayat. If no action or partial has been taken and 

the results are unsatisfactory, he should report the matter separately to the Director Panchayat Raj 

through District Panchayat Officer. The job of disposal of old outstanding audit objections should not be 

left till the current audit is over. It is not sufficient to see that an annotated copy has been prepared and 

submitted. It has also to be verified that it was submitted within the prescribed period failing which the 

auditors should clearly state in part II of their draft audit reports, the date on which the audit report was 

received in the office of Panchayat and the date on which the copy of annotated replies was forwarded 

to the Director/District Panchayat Officer. Where the annotated copy is not submitted even till the 

commencement or conclusion of the next audit, it is not sufficient merely to point out this omission in 

part II of the audit report. The lapse on the part of Panchayat should specifically be brought to the notice 

of the Director/District Panchayat Officer. 

 Auditor should see that if an objection in its original form has been met, fresh observation on the 

system relating thereto, record or document, if' any, should appear in part-III of the current audit report. 

An old objection should under circumstances be kept alive if it has met in its original form. At the 

commencement of the audit, auditor should issue a requisition to the concerned whose accounts are to 

be audited requesting him to arrange for the production of record which was not produced in the last 

audit and the details of which are noted in the last audit report. The record should be checked with 

respect to the requirements of audit and defects, if any, should be incorporated in the current audit 

report. 
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 All objections which outstanding for over five years should be examined with particular care if the 

auditor feels that the he is not component to withdraw them after verifying the concerned record, they 

should refer all such objections along with replies of the Panchayat to the Director/District Panchayat 

Officer for consideration. Such objection which stands to be settled be recommended for dropping them 

to the concerned prescribed authority. 

 
Audit under the MGNREGA  

 The audit of schemes under MGNREGA/BRGF other schemes will be done either by the chartered 

accountant appointed by the State Government. The accountant general will also conduct the audit of 

accounts of MGNREGA in addition to the audit conducted the chartered accountant. The audit agency of 

the department is to conduct the audit of all receipt and expenditure as per the provision of full 79 of 

Panchayat Raj Financial Rule 2002. 

 
Job Card Application Register 

 In this register the name of the applicant, date of receipt of application and the detail of job card 

issued are provided. It also contained reason in case the job card is not issued. 

 
Job Card Registered 

 In this register the detail or the members of the households who have been issued job cards are 

given. 

 
Muster Roll Receipt Register 

 This register is to be maintained by the Gram Panchayat which received the muster roll from the 

programme officer. 

 
Work Register 

 This register contains details of the work such as number and date of sanction order, completion 

date, expenditure, incurred and date of social audit. This register will be maintained by the gram 

Panchayat and other implementing agencies. 

 
Assets Register 

 This register contains details of assets, its cost, location current status, benefits dryable and the 

details of works which have been taken on the assets. 

 
Complaint Register 

 This register contains the date of receipt of the complaint, the details of complaint, the action taken 

on the complaint and the date of final disposal. 

 
Monthly Allotment and Utilization Certificate Watch Register 

 This register contains site expenditure balance available with the implementing agency and the 

details regarding submission and pendency of utilization certificate. 

 
Cash Book 

 Entries of receipt and expenditures will be checked with bank passbooks, receipt books, vouchers 

and muster rolls. Entries of receipt and expenditure will be checked with bank pass books receipt books, 

vouchers and muster rolls etc. 
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Check List for Audit of Work under MGNREGA  

 Whether administrative/technical section has been obtained. 

 Whether payment of wages have been made through banks/post offices. 

 Whether unemployment allowance has been provided 

 The social audit undertaken by Gram Sabha /Ward Sabha. 

 It is also be seen by the auditor that under the scheme work cannot be executed by contractor and 

through labour displacing machine.3 

 
E-Governance in Rural Areas 

 Ministry of Rural Development, Government of India has developed a number of applications to 

automate the processes of information generation and strengthening E-governance. Efforts are also 

made to develop national level ICT solutions for some important activities like the land records 

computerization, MIS for Mahatma Gandhi National Rural Employment Guarantee Act (MGNREGA), 

online monitoring of schemes of the Ministry, Rural Bazaar, Rural Soft, Below Poverty Line (BPL) census 

2002 etc. In India, Poverty alleviation programmes have been important rudiments of public policy to 

provide unskilled workers with short-term employment on public works. They provide income transfers 

to rural households during periods when they undergo on account of lack of opportunities of 

employment. In areas with high unemployment rates and under–employment, from these programmes 

transfer benefits prevent poverty from worsening, especially during lean seasons. Durable assets that 

these programmes generate have the potential to generate second-round employment benefits as 

requisite infrastructure is developed. India has a long history and knowledge in implementing wage 

employment programmes implemented by the state governments with the assistance of Central 

Government. These schemes are self-targeting, and the objective is to provide enhanced livelihood 

security, particularly to those dependent on casual manual labour. Therefore, audit process under these 

programmes should be well managed and fare. 

 
Conclusion 

 It can be concluded that audit is an effective and reliable instrument in the financial management to 

know what is going on, how it is going on and what is happening in Panchayat Raj Institutions in terms 

of its funds and function. Through audit, one is able to understand and observe the ultimate results and 

conclusions about the success or failure in terms of performance of Panchayat. It enables to review and 

modify the policies and programmes and to remove the short coming and defects noticed in the 

functioning of the administrative unit and particularly of the system. An efficient and excellent auditing 

system acts as watchdog and also a well-wisher and adviser to the Panchayat. The auditor is expected to 

follow the principles of corrective, reformative and preventive measures. Through the instrument of 

auditing one can ascertain that how much money has been spent, how it is spent, for what purpose it is 

spent, what is achieved and what should have been spent to achieve. 
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Abstract 
 Balancing of work and family life is a mounting task 
of the workforce these days because of increase in the 
demands of the work role and family. Work life balance is 
about meeting the work and family commitments with 
minimum conflict they leading a stress free life. There is a 
positive and high correlation among the work life 
balance and job satisfaction. The paper discusses about 

the importance of personal and social factors in 
managing the work life among Hyderabad police 
personal. The results shows that except for few things like 
long hours of work with few days of break, Hyderabad 
police personal could able to balance their work life. 
Keywords: Work family conflict, Job satisfaction, Job 
stress, increased turnover, prolonged sadness. 

 
Introduction 

 Life is precious. An individual for sustenance has to work. Every working individual experience two 

lives during their career, one is work life and the other family life.They should be able to balance both 

their work commitments and family life in order to lead a peaceful life. These days due to stiff 

competition and individuals with multi-tasking roles, work life balance is missing in many peoples life. 

To some extent technology, social media are able to help people in balancing their roles but, it only plays 

a substitute role where personal touch and caring will be missing. Everyone has to manage work and 

family commitments to lead a stress free life. Work life balance is connoted as an individual’s ability to 

meet one’s family, work commitments and other responsibilities, activities in his/her life. Various 

scholars have defined work life balance in several perspectives, according to Greenhaus et.al (2013) 

defined work life balance as satisfaction and good functioning at work and home with a minimum role 

conflict. Felstead et.al (2002) work life balance is the relationship between the institutional and cultural 

times and spaces of work and non-work in societies where income is predominantly generated and 

distributed in labour markets. 

 
Literature Review 

 Literature on work life balance tells that work- life balance is subjective phenomenon which varies 

from person to person. Some assume the philosophy of ‘working to life’ and considers work as objective, 

while some others give top priority to work in their life by assuming a philosophy of ‘living to work’. 

Work life conflict leads to jobs dissatisfaction and which in turn leads to less productivity in one’s job. In 

a study conducted by Lowe (2003) on correlates of employee perceptions of a healthy work 

environment he found that work life imbalance leads to symptoms like prolonged sadness, using alcohol 

and drugs. Research studies shows work life imbalances have a detrimental effect upon the organization 

in the form of increased turnover, reduced job satisfaction, parental distress, and reduced organizational 

commitment, family dissatisfaction (Kossek et.al 1998, Spector et al. 2007, Karatepe et.al 2007, 

Kinnunen et al 2010, Beutell, 2010, Lu et al. 2010). 
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Personal & Social Factors Impacting Work-Life Balance 

 Employees perform various roles in their life and according to the role theory, work life conflict 

arises when the demands of either of the roles interfere with the others. Grandey et al (2005) propose 

that among all the roles performed by an individual, work and family roles are considered to be 

important and if work is considered to be a source of interference employees will develop a negative 

attitude towards job, leading to job dissatisfaction, on the other hand if family become interference 

towards work, he/she develops a negative attitude towards family (.Beutell et.al 2010, Grandey et.al, 

2005, Judge et.al. 2006). Among all the factors which influence work life balance to the employees, 

personal and social factors plays prime role. Personal factors will fulfil the needs of the employees and if 

they are not met, it leads to dissatisfaction among individuals. Personal factors include, taking care of 

family needs, bringing up children, maintaining health, taking care of sick parents, attend to any 

financial obligation like checking bank accounts, insurance, income tax etc. Social factors act as 

moderators to relieve stress among employees, activities like share feeling with colleagues whenever 

needed, attending community activities and religious functions, will help employees immensely in 

alleviating stress from job. 

 
Police personnel and the Stressful Work Environment 

 Hyderabad city police is a local administrative bodyfor the city of Hyderabad, Telengana state and is 

headed by city police commissioner. Around five thousand police personnel are working for various 

branches. The Indian police forces unlike other country police personnel do not enjoy favorable 

reputation in the general public. They are regarded as abusive, professionally incompetent, lawless, 

corrupt (Human rights watch, 2009). People trust upon the police personnel is less and were afraid by 

them many times and had developed a pessimistic attitude towards the police system of the country 

(Verma and Subramanian 2009). More over police forces in India are understaffed and often face 

political intervention in their everyday functioning (Human rights watch 2009). The working conditions 

of head constables and constables who consists of 85 percent of the total police force is highly 

unhygienic and stressful (Saha et.al. 2010). They often work under grimy conditions with a legal 

obligation to be available for 24 hours a day, seven days a week, which often detach from their family 

members for months leading to work life conflict: are regularly relocated from one place to another 

(Human rights watch, 2009; Saha et.al 2010). With lack of time to spend with the family because of high 

job demands, police personnel feel work life imbalance and feel stressed in their jobs. In a study 

conducted by Neerpal Rathi & Barath (2012) it is found that the job satisfaction of the police personnel 

working for the erstwhile Telugu state Andhra Pradesh is less because of work-family conflict and social 

support from their peers act as a moderating effect. 

 
Methodology of the Study 

 In the light of the above cited problem relating to the police personnel, the present study 

investigates the impact of personal and social factors on the work life balance of constables (lower level 

cadre people) working for Hyderabad police commisionerate. The data for the present study is gathered 

from primary sources by using questionnaire. The sample respondents for the present study are police 

personnel working for Hyderabad police commissionerate of the Telengana state. A sample of 250 

respondents working as police constable is collected to study about the work life balance among the 

respondents. The scope of the study focuses on the impact of personal and social factors on work life 

balance of police personnel. A non-probabilistic convenience sampling technique is used to contact and 

gather data from the sample respondents. Prior to contacting them permission was taken from the 
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police commissioner and circulated the questionnaire by conveying the objectives of the study and 

assuring them the confidentiality of their responses. The construct consists of questions relating to work 

life balance, personal factors and social factors impacting work life balances using a five point scale with 

1- strongly disagree to 5- strongly agree. The reliability of the construct is calculated and the cronbach 

alpha is .796 which says that the construct is highly reliable. Among the 250 respondents 214 are male 

(86%) and 36 are female (14%), 227 are married (91%) and 23 are unmarried (9%). The age group of 

the respondents are 53 respondents (21%) are between the age of 20-30 years, 81 respondents (32%) 

between 31-40 years, 51 respondents (20%) are between 41-50 years and 61 respondents (27%) age is 

above 50 years. The data collected from the sample is analyzed through descriptive statistical 

techniques like mean and standard deviation, statistical tools correlation is used to test the impact of 

relationship between personal, social factors on work life balance. Inferential statistical tools ANOVA are 

used to test the hypothesis. 

H01: There is no significant difference in work life balance of police personnel across various 

demographic factors. 

H02: There is no significant relationship between personal, social factors with work life balance among 

police personnel. 

 
Results of the Study 

 From the work life balance table it can be interpreted that the work life balance of Hyderabad police 

personnel is considerably good with expectation to few factors like frequent travelling away from home 

town disturbing them, difficulty in meeting deadlines, managing shift work etc. with respect to meeting 

social demands is concerned few factors are not making the Hyderabad police personnel happy in their 

jobs like getting leaves when they require, interference of work by higher officials, insufficient time to 

participate in community activities etc. as far as fulfilling personal factors is concerned insufficient time 

to spend time with students and sick parents leads to work life imbalances among Hyderabad police 

personnel. 

 
Table No 1 showing descriptive Statistics of variables 

 N Sum Mean 
I can adjust my working schedule to attend to my life priorities. 250 766 3.06 
I have been able to balance home and work life without hindering my 
career progression. 

250 864 3.46 

I meet the prescribed working schedule without affecting my home life 250 825 3.30 
I have no difficulty in meeting deadlines. 250 661 2.64 
I can manage shift work without affecting my home life. 250 754 3.02 
Frequent travelling away from home does not disturb my work life balance. 250 665 2.66 
Compressed work week helps me to balance my work life. 250 822 3.29 

Work Life Balance 250 5357.00 21.4280 
I share the work with my colleagues whenever needed. 250 972 3.89 
I love to do the kind of work I do without any stress. 250 872 3.49 
I never feel pressure by too many demands from politicians/ superiors/ 
public. 

250 611 2.44 

My family doesn’t get disturbed due to frequent transfers in the police 
department. 

250 616 2.46 

I am able to participate in community activities and attend to religious 
commitments. 

250 632 2.53 

I can easily get the leave at the time of social emergencies. 250 496 1.98 
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Social Factor 250 4199.00 16.7960 
My family doesn’t get disappointed when I recalled in off duty. 250 722 2.89 
I am not suffering from stress related diseases like BP, depression, 
headache. 

250 674 2.70 

I do exercises and take care of my health. 250 865 3.46 
I get time to attend to my financial obligations like checking my bank a/c, 
insurance, income tax. 

250 759 3.04 

I do get time to take care of my sick parents/ partner/ child. 250 480 1.92 
I help my children in preparing for their exams. 250 603 2.41 
My family doesn`t suffer as a result of my working hours. 250 613 2.45 

Personal Factor 250 4716.00 18.8640 
Source: Primary data 

 To test significant relationship between work life balances across demographic factors of the 

respondents, one way ANOVA is used. From table No. 2 & 3 it can be known that there is significant 

difference among the age groups of police personnel with respect of work life balance. Police personnel 

with age group of 41-50 years and above 50 years’ experience higher work life conflict when compared 

with age group of below 40 years This is because of the factors like unable to meet the work deadlines, 

work as a factor of hindering the family work life, Frequent travelling away from home. On the other 

hand there is no significant difference among the police personnel with different educational back 

ground with respect to work life balance. Hyderabad police personnel with different educational 

background feel work life balance one and the same. In order to find the relationship between the 

personal & social factors upon the work life balance, correlation is calculated and there is a high positive 

correlation among the personal factors and work life balance, social factors and work life balance, thus 

concluding the importance of personal and social factors plays a prime role in helping the employees to 

gain work life balance. The null hypothesis stating that there is no significant relationship between 

personal & social factors with work life balance is rejected at 1% significance level. 

Table No 2 Showing ANOVA of work life balance across age group of police personnel 

 Sum of Squares df Mean Square F 

Between Groups 1185.611 3 395.204 19.399 

Within Groups 5011.593 246 20.372  

Total 6197.204 249   

 
Table No 3 Showing ANOVA of Work Life Balance Across Education Levels of Police Personnel 

 Sum of Squares df Mean Square F 
Between Groups 23.921 3 7.974 .318 
Within Groups 6173.283 246 25.095  

Total 6197.204 249   
 

Table No 4 Showing Correlation Values of Work Life Balance with Social and Personal Factors 

 Work Life Balance Social Factor Personal Factor 

Work Life Balance 
Pearson Correlation 1 .666** .782** 
Sig. (2-tailed) -- .000 .000 

Social Factor 
Pearson Correlation .666** 1 .691** 
Sig. (2-tailed) .000 -- .000 

Personal Factor 
Pearson Correlation .782** .691** 1 
Sig. (2-tailed) .000 .000 -- 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Discussion of the Results 

 Police job is considered to be one of the most difficult jobs among all other jobs. Police personnel 

spend lot of time in their jobs with very small time to spend with their families thus work family conflict. 

The result of the present study is in align with other studies like long hours of work under strenuous 

working conditions. Higher authorities should take necessary measures by scheduling the work of the 

police personnel so that they can spend good time with their families thus fulfilling the family and social 

responsibilities. Higher officials should provide social support to the lower cadre employees by 

encouraging them to freely share their problems with them, this can alleviate the problems of the police 

personnel and in some cases can overcome from the thoughts of committing suicide because of work 

family conflict. Few good things from the findings of the study is that the social support the police 

personnel get from their colleagues. Police personnel majority of the time they spend with their 

colleagues with whom they can share their feelings and problems. The support extended by them by 

listening to the problems act as stress relieving mechanism to them. The present study findings matches 

with several other studies findings with few common point like working for long hours under strenuous 

working conditions with few days off, very little support from superiors. The department has to take 

measures from the above findings like scheduling the work of the police personnel so that they can 

spend quality time with their families and overcome from the problem of work life conflict. 

 
Conclusion 

 Hyderabad police personnel play an important role in the society by up keeping the law and order. 

The hectic work demands of the police personnel make their work family life imbalance thus leading to 

job dissatisfaction. The government through certain initiatives like increasing the work force of police 

personnel thus maintaining a good ratio of police citizen ratio can relieve the work burden of the 

existing staff and with few other measure can see that the job of the police personal can become happy. 
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Abstract 
 The study which explained the level of consumer 
preferences for various news. However, these studies 
have related to the comparison of the consumers 
preference for newspaper and television media. 
Newspaper has become a part of any modern society. 
This is one of the most importance consumer product of 
our daily life. Like all other consumer good newspaper 

industry requires some special marketing efforts. The 
study regarding respondent’s effectiveness after 
advertising creating created a deep in sigh about the 
market conditions which are really helpful for the 
mediums to further concentrate on this field. 
Keywords: Advertisement, Press, Media, Newspaper, 
Magazines. 

 
Introduction 

 Advertisement is an intense correspondence constrains and an imperative showcasing instrument, 

offering merchandise, administrations pictures and thoughts through channels of data and influence. The 

capacity of promoting can be seen in two fundamental routes as an instrument of showcasing and as a 

methods correspondence. 

 According to the American marketing Association (AMA) 'Advertising is any paid shape of non-non-

public presentation and promotion of ideas, items and services through an recognized sponsor'. 

 "Paid Form" When services or products are stated favorable inside the media-newspaper, 

magazines radio or televisions the item appears because it's miles presumed to provide information 

or entrainment for the target audience. This is publicity and no price is made by means of the 

benefited company. 

 "Non Personal Presentation" Personal offering happens when an individual eye to eye 

introduction in made. Despite the fact that promoting supplements or may substitute for individual 

offering. It is done in non-individual way through intermediates or media. 

 "Thoughts Goods & Services" Advertising is worried about considerably more than the 

advancement of unmistakable products. Albeit most promoting is intended to help offer products and 

enterprises it is been utilized progressively to assist open intrigue merchandise. 

 "An Identified Sponsor" This phase distinguishes from propaganda attempts to present opinions 

and ideas in order to influence attitude and actions. So does advertising. Often the propagandist remains 

anonymous and the source of the idea is unknown a condition that makes evaluation difficult. 

Advertising on the other hand disclose or identified the source of the opinions and idea it presents. 

 
Effectiveness of advertising 

1. To introduce a new product in the market. 

2. Advertising help san established product to retain its position. 

3. It helps to secure sales lead. 
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4. It helps to demarked a product. 

5. It helps promote a public cause. 

6. It helps to maintain competition. 

7. Advertising encourages economic growth. 

8. It helps to create primary demand for a product. 

9. It helps to sustain the market for a product. 

10. It induces buyers to buy and there by increases the sales volume. 

11. It helps and supports the salesman in selling the product. 

12. It helps the consumers to save their time in purchase. 

 
Importance of the study 

 The study which explained the level of consumer preferences for various news. However, these 

studies have related to them comparison of the consumers' preference for newspaper and television 

media. Newspaper has become a part of any modern society. This is one of the most importance 

consumer products of our daily life. Like all other consumer good newspaper industry requires some 

special marketing efforts. 

 Television appears to encompass had a greater authority on the structure of day by day life, that 

any other improvement. This, compelling new medium, with its capability of sound action and color 

simultaneously has broadened the base of the number of peoples exposed to the information 

presented in a medium. The coming of home communication system provides computerized a ccess 

to current news at any hour on the TV set advertisement.  

 
Objective soft the study 

1. To find out the socio-monetary factors of the respondents. 

2. To assess the awareness about news paper and television advertisement. 

3. To assess the effectiveness about news paper and television. 

4. Tocomparethepresentstatusofthenewspaperandtelevisionadvertisementsinthemarket. 

5. To contribute suggestions to improve the promotional aspects in the near future. 

 
Methodology of the study 

Source of Data 

 Both Primary and Secondary data information were gathered for this investigation. 

Primary Data 

 The objective of the study has been accomplished with help of primary data collected from 200 

respondents. 

 The pre-decided number of sample has been selected based on the convenience sample method. 

The selected samples are met in person and the required data have collected with the help of  

pretested questionnaire, which included the information like age, sex, occupation, income awareness 

about the advertisement medium, preference of the medium of advertisement, level of satisfaction, 

etc., 

 
Secondary Data 

 Book on marketing management, journals magazines and websites, are the secondary source of 

information. 
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Tools and Techniques 

 In this study convenience sampling method is used to collect data from the respondents, the 

collected date were edited, analyzed and presented in the form of table. Further the statistical tools like 

tables, diagrams, percentage, chi-square test and F-test and Anova are extensively used. 

 
Profile of the Study 

 People use the media for lots motives: they are looking for notion, amusement, coaching and a 

experience of participation in the extraordinary activities of the time. But about all else the media 

enjoy is a past time, and hobby that humans engage in at positive hours of the day when they have 

nothing of overriding importance to do, and when they truly need to loosen up from chores or evade 

boredom. 

 
Limitations of the Study 

1. The study is limited to the geographical area based at Warangal. 

2. The survey includes all the limitations inherent in the questionnaire. 

3. The conclusion derived from the study cannot be generalized, since the consumer trend would 

differ indifferent areas. 

4. As the societal taste change from time to time the findings cannot be finalized. 

 
Television as a Medium of communication 

 Television, serving as a medium of communication inculcates values, reinforces habits and 

creates expectations in the minds of the people. It appeals to people in all strata of society and at 

various levels of mind – emotions, cognition, altitude etc. Comparing the medium with the other 

media reveals the fact that Television disseminates information more effectively and convincingly, 

demanding the least effort from its audience. In India more than 65% of the population hangs o n the 

Television. It is a medium which peculiarly blends both fantasy and reality. It invites both emotion 

and cognition offers pleasures and enlightenment Television being a cold medium expects 

immediate feedback. It calls for instant reaction and the effect is not linear. 

 Advertisement is a form of communication that appeals to all, the young and the old. Television claims 

and edge over other media because of its audio and appeals advertisers. Therefore, enjoy and opportunity 

of making their messages appears more rewarding. 

 
News paper industry 

 A newspaper is an often published print product containing statistics vital to the function of the 

market it serves. Definition end up greater critical as conventional newspaper corporations pass from 

unmarried product manager (newspaper) to Multi-Product Manager-regularly under the organization’s 

emblem, commonly to identify of the newspaper. 

 The newspaper corporations be getting to know is with the intention of the price of what they 

produce isn't the ink on paper, however the content material, intensity, segmentation alternatives 

reliability and emotional attributes that are brought in any distribution channel they pick out. 

 
Review of Literature 

 Panchanatham, C.,1(2003),Conducted a study, on “Beyond creating awareness – Advertising to 

solve consumers problems”. With the objective of knowing the opinion of consumers about 

advertisement in television media on the effects of viewing advertisement. He suggested that the 



 

 
 

 

165 | P a g e  

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

 

Shanlax International Journal of Management 

 

information of advertisement should communicate to the buyer how the product or service will satisfy a 

need or solve problem. 

 A.K. Mohideen.,2(2009)Advertising is a standout among the maximum successful selling devices 

which doorways correspondence via associating the corporation with the clients ethical and ethical 

concepts had been proposed to confine the scope of gadgets, administrations and practices that can be 

publicized. All matters considered, the issue nonetheless perseveres. One of the inquiries examined whilst 

breaking down the ethical parts of publicizing is the utilization of dread pursuits and risk to sell a 

particular object idea and so on, or to guide up the deals. 

 
Data Analysis and Interpretation 

 Using apprehension to publicize a specific item is seen as deceptive if the arrangement s that are 

promoted can't take out the treat exhibited. This remains constant as long as promoters 

demonstrate the results of the not paying need to the proposals offered in the notice.  

 
Respondents Preferred for National Press Media of Advertisement 

Source: Compiled from primary data 

 Table Show that 38% of the respondents prefer Hindu 

as the national press medium of advertisement and 35% 

preferred. ‘The Indian express' and 27% of the respondents 

preferred both. 38% of the respondents prefer Hindu as the 

national press medium of advertisement. 

 
 
Respondents Preferred for Regional Press Media of Advertisement 

Source: Compiled from primary data 

 Table indicates that 31% of the respondents Eenadu 

30% of the respondents preferred Namaste Telangana as 

their medium of advertisement, 26% of the respondents 

prefer others (Vaartha, Andhra Bhoomi, Andhra Prabha, 

Etc..,) and 13% of the respondents preferred Andhra Jyothi. 

31% of the respondents preferred Eenadu. 

 
 
Respondents Preferred for National and International Channels of Advertisement 

Source: Compiled from Primary Data 

 Table explain that 38% of the respondent preferred 

star TV network, and 27% of the respondent preferred 

Doordharshan 38% of the respondent preferred star TV 

network. 

 

 
 

 

 

 

Press Media 
Numbers of 

Respondents 
% 

The Hindu 75 38 
The Indian express 71 35 
Both 54 27 

Total 200 100 

Press Media 
Number of 

Respondents 
% 

Namaste Telangana 62 30 
Eenadu 63 31 
Andhra Jyothi  26 13 
Others 49 26 

Total 200 100 

National Channel 
Number of 

Respondents 
% 

Doordharshan 54 27 
Star TV network 75 38 
Others 71 35 

Total 200 100 
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Respondents Preferred for Regional Channels of Advertisement 

Source: Compiled from Primary Data 

 Table indicates that 32% of the respondents prefer 

Gemini TV as their regional channel for advertisement, and 

20% of the respondents prefer Maa Tv.32% of the 

respondents prefer Gemini TV as their regional channel for 

advertisement. 

 
 

 

Summary of Findings 
1. 38% of the respondents prefer Hindu as the national press medium of advertisement. 

2. 31% of the respondents preferred Eenadu News Paper. 

3. 38% of the respondent preferred star TV network. 

4. 32% of the respondents prefer Gemini TV as their regional channel for advertisement. 

 
Suggestions 

1. Effectiveness of advertisement can be improved by making the advertisement catchy both in news 

paper and in television. 

2. The executives of the Medias and advertising agencies should be very much exposed to the rapid 

developments taking place especially in the electronic media in other parts of country and even 

abroad. 

3. Cost factors shall be reduced for more business class people to log their presence in the 

advertisement field and command their business effectively in all aspects. 

4. As on day-to-day utility product like newspapers and televisions where a search is required for 

each and every aspect fin formation, the public awareness is required more. It is suggested that 

advertisements though local popular television channels and local news mediums will increase 

awareness. 

5. Through effective product demonstration by there preventatives regarding "Easy reach and 

gathering information made easy" concept, less service charges and no hidden costs should be 

made for the respondents to publicize their product and survive with ease and effective in the 

market. 

6. Reducingthepriceforastipulatedperiodcanalsohelptoincreaseadvertisementactivitiesandreachthepu

blic faster. 

 
Conclusion 

 The research study was an interesting one it has given a real exposure to the researcher 

regarding various aspects that are being focused in observing awareness among public between 

both the medias (Newspaper and Television) and its advertisement effectiveness. The study 

regarding respondent’s effectiveness after advertising creating created a deep in sigh about the 

market conditions which is really helpful for the mediums to further concentrate on this field. As the 

study is directly involved with the respondents it is identified various areas to be concentrated to 

make aware among the mass. Further the study shall be extended to other areas where the 

requirement for advertising field involved and the awareness among the public can be studied as the 

medium is an ever-changing (updating) and ever growing concept. 

Regional Channels 
Number of 

Respondents 
% 

Gemini TV 65 32 
Maa TV 40 20 
Etv  45 23 
Zee TV 30 15 
Others 20 10 

Total 200 100 
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Abstract 

 It is known in the literature that work life balance, 
the quality of relationship between work and 
responsibilities is critical for success in today’s business 
world. The concept of work-life balance has been 
developed as a result of demographic, economic and 
cultural changes. 
 The objective of this paper is to find out if work-life 
balance initiatives and practices can be considered to 
improve individual and organizational performance. The 
results of the studies reviewed in this paper show the 
benefits of implementing work- life balance practices not 
just for employees themselves, but also for their families, 

organizations and society. Although work-life conflict has 
significant business costs associated due to lack of 
commitment, absenteeism, poor retention levels, 
turnover rates, low productivity and creativity; there are 
some factors of organizational work-life culture that 
make them a useful practice. Scope for research and 
practice in the future? Through our suggestions and 
guidelines we propose ways to improve the scope of study 
in implementation and effectiveness of work-life 
practices. 
Keywords: Work-life balance, flexible working time, 
performance, work-place culture, integration. 

 
Introduction 

 Work-life balance practices and programs are included in the organizational culture to reduce 

work-life conflict and enable the employees to be more effective at their work place. The phase of 

transition from viewing work-life balance practices just as a means of accommodating employees at 

work with care to recognizing their contribution to organizational performance and employee 

engagement is an important paradigm shift that is still very much in process. 

Multiple competing demands and responsibilities at work and home has resulted in an increased 

relevance for employees in recent years, further resulting to demographic and workplace changes, such 

as: a more number of women in the workforce (couples with dual-career), change in family structures 

(increase in the number of single parents), reluctance towards longer work hours culture, demand for 

24X7 work shift, and technological advancements. As a result of these changes there is a conflict among 

the multiple roles that individuals occupy and organizations are forced to design different kinds of 

practices to facilitate employees' efforts to fulfill both their work and personal commitments. The 

means to achieve and enhance this work-life balance among their employees is an important concern in 

the field of human resource management and has received significant attention from employers, 

workers, government, academic researchers, and the popular media. (McPherson and Reed 2007, 13). 

 In order to encourage the implementation and improvement of such practices, this article addresses 

the following questions: What do you mean by a work-life practice? Why are organizations trying to 

apply work-life practices? What are the outcomes of these practices? Do work-life practices give the 

intended outcomes? What is the scope for research in the future? 
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Literature Review 

 Practices that help employees to manage their work and personal times are called work-life 

practices. In recent years, the term “work-life balance” has replaced what used to be known as “work-

family balance” (Hudson Resourcing, 2005). This paradigm shift arises from a fact that childcare is by 

no means the only important non-work responsibility. There are also other activities like academics, 

travelling, sports, parental care etc., that needs to be balanced with work. 

 It is very important to understand that work-life balance doesn’t mean to devote an equal amount 

of time to work and personal life; in broad sense, it can be defined as a contentment in the multiple roles 

we play in our life. The term can be defined in multiple ways but work-life balance is generally 

associated with equilibrium between the amount of time and effort somebody devotes to work and 

personal activities, in order to maintain an overall sense of harmony in life. (Clarke, et al 2004, 121) 

 The awareness and understanding of the different demands upon us is important to address the 

work-life balance issues. With this awareness, we will be able to allocate our resources to review and 

value the choices we have. Such a prepared approach provides us a sense of control over our working 

arrangements in order to better accommodate other aspects of our lives, while still benefiting the 

organizations. 

 Research has indicated that workers who have a control over their work environment tend to suffer 

less stress-related ill-health, with clear implications for the concept of work-life balance. According to 

Jim Bird, CEO of Worklifebalance.com (an international work-life balance and consulting company), 

“Work-life balance is meaningful achievement and enjoyment in everyday life”. Also he believes that to 

achieve better work-life balance, each individual needs to work smarter- to get more done in less time. 

The primary way companies can help facilitate work-life balance for their employees is through work-

life practices, that are usually associated with flexible work hours and reductions in work time or 

employee-friendly policies. Though many companies have extensive work-life programs, most of them 

have not yet changed their organizational cultures to support employees and managers who want to use 

work-life options. Research by Kenexa Research Institute in 2007 shows that the employees in support 

of their organization’s work-life practices indicated high commitment, higher overall job satisfaction, 

greater pride in their organization and willingness to recommend it as a place to work. 

 Organizations can implement different work-life balance practices that may help employees to 

better balance their work and personal responsibilities, to move towards a better well-being and also 

provide organizational benefits. There are different employee-friendly policies to implement like - 

flexible work hours, sharing of job, part-time work, short work weeks, parental leave, work from home, 

on-site child care facility, (Hartel et al 2007). In addition to these, employers can also provide few other 

benefits related to health and well-being of employees’ like health insurance for the employee and their 

dependents, privilege leaves, programs to encourage fitness and health. To add more to the list of 

services they can extend support for children’s education and planned retirement. These additional 

practices can be scope for future study.  

 Flexitime: Flexible work hours enables employees, to decide the start and end times of their 

working day (based upon their work load), provided the employee maintains the minimum acceptable 

work hours for a day. This will help employees to meet both their work and personal commitments and 

emergencies. By practicing this, employees will be able to handle both predictable and unpredictable 

circumstances. A flexible work hour also reduces their commuting time by starting to and leaving from 

work before or after the rush hour. 
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 Remote Work/Home-Sourced: Work from home has become common to do deliver regular 

activities from home. This type of arrangement is often called ‘Remote Work’ and can be very useful for 

employees by allowing them: to manage their work day around their personal and family needs; to save 

on commuting expenses; to reduce travel time; and to work in a more convenient environment. It also 

helps employees with disabilities and physical challenges to earn a living with dignity. The productivity 

of employees working from home is usually high and this positively influences the company’s 

performance. Although there are benefits from this policy, there are also few challenges. Few challenges 

for employees are available of resources at home (internet, systems, machinery etc.,), implementation 

cost to setup etc., Employers also have challenges in supervising, monitoring and appraising the 

performance of workers.  

 Alternate Work Schedule/Short Work Weeks: A short work week is an alternate option where 

an employee chooses to work longer hours in a day to reduce the number of working days in a week. 

Employee has to maintain the minimum work hours in a week. This can be benefit employees in terms 

of extended weekends and reduced commuting time. The employer is also benefited out of the short 

work week - employees improved operational efficiency, reduced daily startup costs and longer 

business hours to establish 24/7 customer service.  

 Alternate Career Option: Alternate or Part-time arrangements can allow people with limited time, 

health problems and disabilities to earn a living, develop their skills and gain work experience. They can 

facilitate easy entry for those who with career break or provide a gradual exit for employees close to 

retirement. Through part-time labor force Employer maximizes the use of human resources and 

increases operational flexibility by providing additional coverage during peak periods. Part-time work 

is chosen by workers who wish to balance their work and personal life. Organizations should promote 

more Part-time work at all levels. 

 Mutual Sharing of Job is an arrangement which allows two or more employees to jointly and 

mutually fill one fulltime work, with clear division of responsibilities between them. Job sharing is 

suitable if there is limited scope for part-time jobs. Employees not only benefit by learning from each 

other but they also benefit by having more time to spend on non-work activities. Employers will be able 

to improve staff retention, increase productivity and combine a wider range of skills and experience in a 

single job, provide extended coverage during peak periods, ensuring continued coverage when one 

partner is on leave.  

 Crèche/Childcare: For companies with large numbers of administrative, maintenance or 

customer-facing employees, offering flexitime, job sharing, and short week cannot be possible. If the 

hours of work are customer-driven, organizations face challenges on flexibility for employees, but this is 

when employee-friendly programs such as child care would be of benefit. Star City Casino in Sydney 

provides a 24-hour childcare facility. Management believes this has helped both staff and the 

organization, as evidenced by the lowest staff turnover rate of any casino in Australia. (Australia 

Government Website, 2005). 

 Above are few contextual factors that influenced management practices to bring in some change in 

the Organizational Culture to make work environment more employee-friendly. The success of these 

work arrangements depends on the implementation of such arrangements. 

 
Work-Life Policies as Strategic Decision in the Human Resource Management 

 There are some beneficial reasons for implementing work-life practices by organizations: to tap the 

advantage of the increased female personnel participation and their capacities, to motivate employees, 
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to make the organization a better place to work for employees, to have a better corporate social 

responsibility. 

 In the recent times, there have been many changes in the field of Human Resource Management. 

The focus has been shifted from a micro level to more strategic perspective, known as strategic human 

resource management. The basic promise of this perspective is that organizations that achieve 

congruence between their human resource practices and their strategies should enjoy superior 

performance (Delery and Doty, 1996). The strategic human resource management perspective 

emphasizes that a workforce strategy should fit an organization's business goals, culture and 

environmental circumstances and that human resource management practices should be interrelated 

and internally consistent (Dreher, G.F., 2003) 

 While the field has been criticized for lacking theoretical foundation, Delery and Doty, (1996) 

recognized three theoretical modes that are utilized in strategic human resource management to 

explain mainly financial performance. The first theoretical approach is the universalistic perspective, 

which assumes that some practices are always better than others (the so-called best practices) and if 

organizations adopt them this will result in productivity. A second theoretical approach is the 

contingency perspective arguing that in order to be effective the organization's human resource 

management policies must be consistent with aspects like the organization's strategy. The third 

theoretical model is the configurationally approach, which is guided by a holistic principle of inquiry, 

and identifies typologies— instead of unique factors — that are posited to be maximally effective (for 

performance). 

 The question is to determine which of these approaches are more relevant to the study of the 

effectiveness of work-life policies. The first challenge is to find out on how to operationalize 

effectiveness. Does it refer to the balanced family life or to profitable organizational behavior or does it 

mean just answers to conflict between work and personal life? Evidence provides strong support for the 

universalistic perspective and some support for both the contingency and configurationally perspective, 

at least what concerns the prediction of company's performance (Delery, J.E. and Doty, D. H., 1996). This 

is an indication that few practices were more suitable and profitable under specific strategic conditions 

and less appropriate in other conditions highlighting the complexity of the HR manager's job. 

 In fact, none of the popularly known work-life practices has been continuously found as favorable 

for job performance. Specially, organizations with a greater range of employee-friendly policies had 

more market performance, higher sales, more profits and higher organizational performance. However, 

we haven’t studied Work-life policies as a contingency plan, while this can be promising in terms of 

effectiveness. 

 
Impact of work-life balance policies on Organization and employees 

 The effects of implementing work-life balance practices on employee include job satisfaction, 

organizational commitment, job stress and turnover intention. In return, all of these factors influence 

job performance, absenteeism costs, replacing cost of a valued employee, customer satisfaction, and 

productivity of the organization; However, a formal evaluation of work-life practices is difficult because 

of the problem involved in calculating the costs and benefits of different strategies. Few companies have 

tried to measure the outcomes of specific policies. The most commonly used parameters of 

organizational outcomes include the follow: 

 Cost Reduction Specifically costs related to absenteeism and attrition. Both absenteeism and 

attrition rates in an organization are an indication of of low morale and high job stress. Hence, reducing 

absenteeism and attrition is an important organizational objective for reducing costs.  
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 Employee Retention and Organization Reputation: Having an effective work-life balance allows 

organization to have a good reputation in the market. This will enable the organization to attract better 

qualified people from the available pool of resources and also helps in retaining them in the 

Organisation. Most of the Institutions which conduct ‘Great Place to Work’ survey consider the work-life 

balance as a parameter to judge the employee satisfaction. SC Johnson, a family-owned consumer-goods 

company in New Zealand, says improved staff retention as a result of work-life initiatives saves the 

company more than $200,000 a year. (www.worklifebalance.com, 2004) 

 Enhance employees’ performance and thereby increase productivity: The current literature 

indicates that work-life balance practices usually have a positive impact on individual and 

organizational productivity.  

 Organizations that offered effective work-life balance practices had higher ratings in terms of 

organizational performance, was able to attract qualified people and retain them, better relationship 

between employee and Management. 

 It is difficult to measure work-life initiatives. Though it can be measured, it is difficult to quantify 

the return on investment from such practices. There are several important factors like absenteeism, 

attrition, job stress etc., which needs to be considered in measuring the effectiveness of the work-life 

policies. This can be scope for further study. 

 
Difficulties and Hurdles in achieving work-life balance 

 Research taken in many organizations suggests that employees are not awatre of the existing work-

life practices in their Organizations. For example, in a survey of 945 employees in six different 

organizations across three sectors of employment (local government, supermarkets, and retail 

banking), found that 50% of employees were unaware of the family- friendly practices offered by their 

organizations. (Yeandle et al 2002). 

 Five distinct aspects of work-life culture have been identified from previous studies (McDonald et al 

2005), all of which should be considered by organizations when attempting to improve employees’ 

work-life balance. These are outlined below: 

 Support from the Management is considered as a very important factor influencing work-life 

balance. Managers are in a position to influence their employee performance and therefore Manager 

plays a vital role in the success of work/life programs. If a manager creates a suitable environment then 

the employees will be able to reap the benefits of the available work-life balance. On the other hand, it 

has been suggested that even in ‘employee-friendly’ organizations, managers may send negative signals 

indicating that the use of flexible benefits is a problem for them, their colleagues and the organization as 

a whole (Hudson Resourcing, 2005) 

 Wrong Notion of Career consequences: The wrong notion of negative career consequences is one 

of the barriers to the successful implementation of work-life practices. In a study of 463 professional 

and technical employees in biopharmaceutical firms, ( Eaton 2003, 145) found that the provision of 

work-life practices improved employees' organizational commitment, but only to the extent that 

employees felt free to use the practices without negative consequences to their work lives—such as 

damaged career prospects.  

 Expected Work-hour time: Another factor influencing the work-life policies is the expected 

Organizational time – this refers to the number of hours an employee is expected to work; utilization of 

their time etc. There is an acceptable practice that long working hours is an indication of serious 

commitment and high productivity Known as “face time” being visibly at workplace, often for long 

http://www.worklifebalance.com/
http://www.worklifebalance.com/
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hours—is seen as a sign of commitment, of loyalty, of competence and high potential ( Beauregard and 

Lesley 2008, 9-12), but also is seen as a major barrier to achieving work/life balance.  

 We strongly recommend that the performance should be evaluated based on outputs and not by 

time spent at work. This is essential to support work-life balance. If the Organization emphasis on the 

time spent and not on quality output, it becomes difficult to implement other work-life policies like 

flexitime, part-time job etc. So, it is very important introduce new performance measures that 

emphasizes on objectives, results and output. To achieve this, they need to adopt few practices like – 

rewarding output and not time, acknowledge employees who have been able to manage a balance 

between work and personal life etc., 

 Genders parity: Work-life balance policies are not just for women. Though these policies are 

framed for the disposal of both Men and Women workers, the men at work find it difficult to access 

these policies because – men are not believed to take family responsibilities, men are expected to have 

more productivity at work. Some provisions, such as paternity leave, are meant specifically for men. 

Thus, it definitely needed to change the attitude at work-place and encourage both men and women to 

take benefits of the work-life balance policies. 

 Support from the peer group: It is observed that workers who make use of work-life practices are 

treated indifferently by peers and managers. An experiment (Beauregard, Lesley, 2008) found that 

employees who used work- life balance practices were assumed to be less committed and that further 

affected their promotions and increments. With such existing perceptions in the work-place, it is 

therefore not surprising that employees are hesitant in using the work-life balance policies in the 

organizations. 

 
Conclusions 

 Changing demographics has forced organizations to concentrate on work-life programs. Societal 

changes like increase in small families, demand for dual-career couples, and a rise in the number of 

single parents mean that employees are juggling with more responsibilities outside work. 

 An Organization would like everyone to benefit from good work-life practice. The more control 

employees have on their work and personal lives, the more they will able to balance work and personal 

life. An overall conclusion of much of the research is that work-life balance practices are most effective 

when they enhance employees’ strength and capacity excel at both work and non-work areas. In 

summary, a successful integration of work and personal life will be an ideal environment for an 

employee to achieve his professional and personal ambitions. A happy and contended employee always 

performs well at work and increases organization’s productivity. 

 Proper implementation of work-life balance practices also establishes a healthy environment for 

the Managers and Supervisors. These results in less job stress, less attrition, reduced absenteeism and 

increased productivity. All this will further benefit the organization by reducing the recruitment cost, 

reduction in training cost, more employee retention, greater customer satisfaction and high 

Organizational reputation. 

 This article urges that the process of designing a suitable work-life balance policy to suit the 

organizational culture is a long term process. This calls for a drastic change in the employee attitude and 

the way they think. Work-life policies should be available and acceptable by everyone in the 

organization irrespective of their gender, designation and seniority. 
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